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Executive Summary

The Al Adoption Study, based on insights from 115 marketing and customer experience professionals across
Turkiye, MENA and South Africa, reveals that organizations now demonstrate high awareness of Al and have
largely moved beyond the pilot phase into testing and scaling.

Turkiye shows strong readiness, with 72% of respondents indicating Al familiarity—the highest across all
regions-and 46% of organizations already scaling Al initiatives.

Strategic alignment is solid, with 64% having a vision or roadmap supported by leadership. Core priorities
include automation (54%), insights and analytics (64%), customer experience (56%) and media productivity

(46%), while resource allocation reflects a balanced investment in production (29%) and strategic planning
(2'7%).

Measurement maturity is moderate, with 67% tracking efficiency improvements and 54% monitoring marketing
effectiveness, though margin tracking is still limited (17%). Employee concerns center on training needs (65%)
and regulatory uncertainty (40%). Turkiye distinguishes itself by exploring alternative talent strategies and
placing strong emphasis on upskilling (88%) as the primary engine of Al capability development.
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Al Awareness
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Al Adaptation Level - Al has now moved beyond the
testing phase; the focus is on scaling and deployment

Total @ Turkiye

0,87

Haven't started - we don't use Al for any marketing or customer experience related purposes
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Scoping - we're researching and/or considering Al in some marketing use cases
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N 41
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Testing - we recently began integrating and testing Al application in some marketing use cases
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Q. Which of the following best describes your company’s stage of adoption
when it comes to the application of Artificial Intelligence in marketing and ht‘gth‘A”'\ Academy ‘ [(AN TAR

customer experience? MEA



Strategy and Roadmap

@ Strong Vision (Leadership buy-in) ¢ Siloed Pilots (No leadership support) @ Partial Vision (Fragmented roadmap) Early Stage (No vision)
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Al Application Goals

@ Turkiye Total
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Q. In which of the following areas does your company have clear, measurable
goals when it comes to Al application in marketing and customer experience?
Select all that apply. -
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Advances in Al application areas

® Tiirkiye Total
Finance 14
" 17
Sales 20
Production 49
Operations 44
Customer Experience 37
Strategy and Planning 48
Advertising, Media Planning and Marketing 76
40% 60% 80% 100%
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Resource allocation

(" Production @ Strategy and Planning @ Activation and Personalization ¢ Measurement @ Customer Service Support
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The impact of Al applications on business results

@ Turkiye Total
None Yet 4
HR 9
Finance 1 6
Sales 35
Customer Experience 30
Operations 33
Production 38
Strategy and Planning 37
Advertising, Media Planning and Marketing 71
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Q. Which of the following areas do you think your company’s ability to measure h ‘h ‘ .\ Academy ‘ I:(ANTAR

the impact of Al in terms of improving business results (either by increasing ekt oo
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Al impact measurement approaches
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Select all that apply. MEA
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Leadership's attitude towards the application of Al

Al prioritization and roadmap @ Vision & significant investment @ Recognizes need for readiness but no significant initiative Hesitancy
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the application of Al in marketing and customer experience in your company”? MEA



The urgency of using Al

Turkiye TOTAL

°9%

Q: How urgent do you think senior leadership feels it is for your company to
adopt (or adopt more) Al for marketing and customer experience related &t‘gth‘A”‘\ Academy ‘ I:(AN TAR

purposes? MEA



Company Culture's Approach to Al

@ Strong, balanced grasp of Al value and risk. (» Good understanding; more evidence needed. @ Some understanding but clear mistrust. Limited Al understanding and mistrust.
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Employees' Concerns Regarding Al Applications
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/ Processes and information sharing in Al applications
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Al Training Maturity Levels

@ Turkiye Total
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No training currently being developed Limited training exists for marketers to understand Al implications Training exists but is not customized to each capability Fully developed, aligned with corporate strategy, includes relevant Al skills

Q: Which of the following best describes how your marketing NiINIA Academy ‘ I:(ANTAR

organization is being trained to work with Al? Marketing+MediaMAERa



/ Al capability and recruitment priority

Turkiye TOTAL
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Al Capabilities Strategy: Upskilling is dominant,
Hiring is limited
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Q: Which areas of Al talent will your organization prioritize in the ht‘gth‘A”.\ Academy ‘ [(AN TAR

next 12-18 months? MEA
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