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and Strategic Impact

AI Is the New 

Advantage
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To Understand the 

Evolving Landscape 

and Opportunity 

in B2B, We Surveyed 

B2B Marketing Leaders 

in Six Countries.

These countries represent core B2B growth markets 

with a vibrant LinkedIn member base.
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Research conducted by Ipsos, March 2025.
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Data is based on respondents to the survey and is not representative of all B2B marketers. *Other marketing C- Suite is comprised of titles of President, SVP, VP

Research Methodology

Ipsos collected  a sample of 1,500 B2B leaders from various industries utilizing 

a blend of 70% expert network sample and 30% B2B panel providers.  

Participants took a 20 - minute device - agnostic survey on mobile or desktop. 

Respondents had to have titles of senior manager and above and have input 

in marketing decisions withing their organization. 

Survey development drew from Ipsos & LinkedIn expertise as well as findings 

from previous LinkedIn research. The focus of the survey was challenges being 

faced by senior - level B2B marketers globally. 

Data Collection Timeline

March 7 to April 7, 2025

Respondent Profile

Å Countries:

United States, United Kingdom , Germany, Brazil, India & Australia (n=250 each)

Å Job title: 

CMOs (n=344), *Other marketing C - Suite (n=400), Director/Manager (n=756)

Å Industries: 

Financial services (n=274), Tech (n=310), Agency (n=315), Professional services (n=288), 

Health (n=60), Manufacturing (n=73) & Other (n=180)

Å Company Size:  

Small (10 - 49 employees) n=202, Medium (50 - 499 employees) n=719, 

and Large (500+ employees) enterprises n=579

Our Perspective Is 

Backed by Data From 

Ipsos and LinkedIn

Primary quantitative research was 

conducted by Ipsos via a device - agnostic 

online survey, designed with each market 

in mind. LinkedIn internal data provided 

critical context and understanding to 

LǇǎƻǎΩ ǉǳŀƴǘƛǘŀǘƛǾŜ ŦƛƴŘƛƴƎǎΦ

Research conducted by Ipsos, March 2025.
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AI Is B2B's Next 

Competitive 

Advantage

In just one year, AI has moved from test - and - learn phase to daily habit. 

Nearly every B2B marketer now uses it, and most use it every day. But while adoption is high, 

transformation remains uneven. The most common applications are surface - level: copy 

generation, SEO, task automation. Valuable, yes τ  but not yet visionary.

Still, something deeper is happening.

Behind the buzzwords, the most advanced marketers are using AI not just to move faster, but 

to think bigger. To remove friction in the creative process. 

To scale personalization without sacrificing strategy. To close the gap between efficiency 

and impact.

Tequia Burt, 

Editor in Chief

The LinkedIn Marketing Collective

Research conducted by Ipsos, March 2025.

But only for those who move 

beyond the basics

Lƴ нлнрΣ !L ƛǎƴΩǘ Ƨǳǎǘ ŀ ǘƻƻƭΦ LǘΩǎ ŀ ƳƛƴŘǎŜǘΦ ! ƳǳƭǘƛǇƭƛŜǊΦ 

!ƴŘ ŦƻǊ ǘƘŜ ƳŀǊƪŜǘŜǊǎ ǿƘƻ ƎŜǘ ƛǘ ǊƛƎƘǘΣ ƛǘΩǎ ŀ ƎŀƳŜ - changer.

This report captures that shift. 

Å It shows how B2B marketers are evolving from experimentation to orchestration.

Å From doing more with less to doing ǿƘŀǘ ǿŀǎƴΩǘ ǇǊŜǾƛƻǳǎƭȅ ǇƻǎǎƛōƭŜ. 

Å We explore where AI is delivering the most value , where it's falling short, and what it takes to turn 

everyday usage into a true competitive edge.



5

AI Is Everywhere, 

But Not Everyone 

Is Using It Wisely

Adoption is near universal, but true 

strategic advantage remains rare. 

The marketers seeing real results 

ŀǊŜƴΩǘ Ƨǳǎǘ ŀǳǘƻƳŀǘƛƴƎ ǘŀǎƪǎΦ ¢ƘŜȅΩǊŜ 

aligning AI with creativity, insight 

ŀƴŘ ōǳǎƛƴŜǎǎ ƻǳǘŎƻƳŜǎΦ IŜǊŜΩǎ 

what you need to know.

AI is already business - critical

Ninety - ŦƛǾŜ ǇŜǊŎŜƴǘ ƻŦ .н. ƳŀǊƪŜǘŜǊǎ ǳǎŜ ƛǘ ǿŜŜƪƭȅΣ ǿƘƛƭŜ ср҈ ǳǎŜ ƛǘ Řŀƛƭȅ ƻǊ ƳƻǊŜΦ LǘΩǎ 

ƴƻ ƭƻƴƎŜǊ ŜȄǇŜǊƛƳŜƴǘŀƭΣ ƛǘΩǎ ƻǇŜǊŀǘƛƻƴŀƭΦ

Most B2B marketers are stuck in shallow use

Copywriting, SEO and task automation are the top applications, but they barely 

scratch the surface of what AI can do.

AI understanding lags adoption

²ƘƛƭŜ ус҈ ŎƭŀƛƳ ǎǘǊƻƴƎ ǳƴŘŜǊǎǘŀƴŘƛƴƎΣ ƻƴƭȅ он҈ ǊŀǘŜ ǘƘŜƛǊ ŜȄǇŜǊǘƛǎŜ ŀǎ άŜȄǘǊŜƳŜƭȅ ƎƻƻŘΦέ

Strategic users are pulling ahead

Marketers using influencers and video are also more likely to use AI daily τ signaling 

deeper integration and stronger performance.

The biggest returns come from the best uses of AI

Those who embed AI into strategy τ  not just execution τ  see the highest gains: 

+13% revenue growth and +13% cost savings.
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Research conducted by Ipsos, March 2025.
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AI Is at the Tipping Point

Nearly all B2B marketers now use AI, but few are 

using it deeply. 

²Ƙŀǘ ǎŜǇŀǊŀǘŜǎ ƘƛƎƘ ǇŜǊŦƻǊƳŜǊǎ ƛǎƴΩǘ ŀŎŎŜǎǎ ǘƻ 

tools, but rather frequency and fluency.

CMOs, influencer marketers and video users are 

outpacing their peers by making AI a daily habit 

and embedding it across more strategic tasks. 

This is the tipping point: Those who treat AI as core 

infrastructure are gaining a clear advantage.

Research conducted by Ipsos, March 2025.

Q. How often do you use AI tools in your role? Base n=1500                Q. Describe your level of understanding of how to use AI in marketing campaigns. Base: n=1500

How often do B2B marketers use AI? -  95% use AI weekly or more

46% 19% 26% 4% 5%

Multiple times per day Once per day A few times per week Once per week Less than week

Those who leverage influencers and 

video are more likely to use AI every day

68%

72%

40%

54%

Video Influencers

Users Don't / No plan to use

Leaders have 

higher AI fluency

CMOs

92%

C - Suites execs

89%

Directors/Managers

82%

Those who leverage influencers and 

video are more likely to use AI every day
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AI Is Buying Back Time 

for B2B Marketers 

The most immediate impact marketers report 

ŦǊƻƳ !L ƛǎƴϥǘ ǊŜǾŜƴǳŜ ƻǊ Ŏƻǎǘ ǎŀǾƛƴƎǎ Χ ƛǘΩǎ 

time. On average, B2B marketers report 

saving 4 hours per week per task area, totaling 

up to 20 hours weekly across the board.

CMOs, in particular, report even higher time 

ǎŀǾƛƴƎǎΣ ŀ ǎƛƎƴŀƭ ǘƘŀǘ !LΩǎ ǾŀƭǳŜ ǎŎŀƭŜǎ ǿƛǘƘ 

strategic usage.

¢ƘŜǎŜ ǊŜŎƭŀƛƳŜŘ ƘƻǳǊǎ ŀǊŜƴΩǘ Ƨǳǎǘ ƳŀƪƛƴƎ ǘŜŀƳǎ 

ƳƻǊŜ ǇǊƻŘǳŎǘƛǾŜΤ ǘƘŜȅΩǊŜ ŎƭŜŀǊƛƴƎ ǎǇŀŎŜ ŦƻǊ ōŜǘǘŜǊ 

thinking, faster iteration and smarter decisions.

Where AI Save the Most Time Each Week

Research conducted by Ipsos, March 2025.

Q. You mentioned you use AI for each of the following tasks. How much time per week has AI helped you save on each of the follo wing? Base varies

Research and 

recommendations

4.04 hrs

Content 

creation

4.03 hrs

Automation and 

efficiency

3.99 hrs

Data analysis and 

insights

3.94 hrs

Campaign 

management

3.92 hrs



!L 5ƻŜǎƴΩǘ wŜǇƭŀŎŜ 

Human Creativity. 

It Fuels It.
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Far from automating creativity out of the 

equation, AI is helping marketers do their 

best creative work faster. 

Whether it's reducing production bottlenecks 

or generating new ideas, the most common 

value marketers cite is creative efficiency. 

!ƴŘ ƛƴǘŜǊŜǎǘƛƴƎƭȅΣ ƛǘΩǎ ǘƘŜ 5ƛǊŜŎǘƻǊǎτ not the 

C - suite τ ǿƘƻ ŀǊŜ Ƴƻǎǘ ōǳƭƭƛǎƘ ƻƴ !LΩǎ 

creative potential.

The takeaway? AI is not replacing 

originality. It's clearing space for it.

How do you anticipate AI influencing the creative process in marketing in the next 1 - 2 years?

How AI Enhances Creativity in Marketing

38%

39%

42%

46%

49%

51%

Reduces production time

Scales content volume

Enhances brainstorming

Improves performance analysis

Personalizes assets at scale

Enables real - time iteration



Marketers who have seen financial benefits from AI 

report an average of 

13% 13%

How Marketers Measure the ROI of AI
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Efficiency Gains Are 

Just the Beginning

AI is ŘǊƛǾƛƴƎ ǘŀƴƎƛōƭŜ ōǳǎƛƴŜǎǎ ƻǳǘŎƻƳŜǎ Χ 

ǿƘŜƴ ƛǘΩǎ ǳǎŜŘ ǿŜƭƭΦ

The marketers seeing the ōƛƎƎŜǎǘ Ǝŀƛƴǎ ŀǊŜƴΩǘ Ƨǳǎǘ 

ŀǳǘƻƳŀǘƛƴƎ ǘŀǎƪǎΦ ¢ƘŜȅΩǊŜ ƳŜŀǎǳǊƛƴƎ ƛƳǇŀŎǘ. From 

revenue growth to lead generation , AI is proving its 

value in real business terms .  

But the most consistent ROI comes from one thing : 

efficiency Φ LǘΩǎ the first benefit to show up τ and  the 

one most marketers can reliably quantify .

Research conducted by Ipsos, March 2025.

Q. How does your company measure the return on investment (ROI) of its AI marketing activities? Base n=1500

EFFICIENCY GAINS REVENUE GROWTH

CONVERSION RATE

LEAD GENERTION

RETURN ON AD SPEND

38% 35% 34%

34% 32%

38%

of marketers cite efficiency gains  

as their top ROI metric

revenue 

growth

cost 

savings
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B2B Marketers Want 

to Do More With AI

τ But Hit Roadblocks

The desire to scale AI is clear. But the blockers are 

just as obvious: lack of training, inconsistent tools, 

messy data, and organizational lag. 

Over half of marketers say better tools and skill -

ōǳƛƭŘƛƴƎ ŀǊŜ ŜǎǎŜƴǘƛŀƭ ǘƻ ǳƴƭƻŎƪƛƴƎ !LΩǎ Ŧǳƭƭ ǇƻǘŜƴǘƛŀƭΦ 

¢ƘŜ ŀǇǇŜǘƛǘŜ ƛǎ ǘƘŜǊŜΦ ¢ƘŜ ƛƴŦǊŀǎǘǊǳŎǘǳǊŜ ƛǎƴΩǘΦ

Top enablers:

What Marketers Say Would Help Them Use AI 

More Effectively

Research conducted by Ipsos, March 2025.

Q.What would help you leverage AI more effectively in your marketing department? Base: n=1500

24%

32%

33%

47%

52%

54%

Training and skill - building

Access to better tools/platforms

Improved data quality/integration

Data compliance/security approvals

Expert consultancy/partnerships

Leadership advocacy

54%
want training and upskilling

52%
need better tools

47%
cite data quality and integration

54%

want training 

and upskilling

52%

need better 

tools

47%

cite data quality 

and integration

B2B Marketers Want to 

Do More With AI But Are 

Hitting Roadblocks
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11

Research conducted by Ipsos, March 2025.

Q.  Describe your level of understanding of how to use AI in marketing campaigns. Base: n=1500

aŀǊƪŜǘŜǊǎ ŀǊŜƴΩǘ ǎǘǊǳƎƎƭƛƴƎ ǘƻ ŀŘƻǇǘ !LΦ ¢ƘŜȅΩǊŜ ǎǘǊǳƎƎƭƛƴƎ 

to advance it.

Understanding and usage are up τ

86%  of marketers 

say they understand how to use AI, 

a 16 - point increase over last year. 

Even senior leaders and AI power users over - index on surface - level applications. 

The result: ŀ ǿƛŘŜƴƛƴƎ ƎŀǇ ōŜǘǿŜŜƴ ǿƘŀǘ !L ŎƻǳƭŘ Řƻ ŀƴŘ Ƙƻǿ ƛǘΩǎ ŀŎǘǳŀƭƭȅ ōŜƛƴƎ ǳǎŜŘΦ

32%

.ǳǘ ǘƘƻǎŜ ǿƘƻ ǎŀȅ ǘƘŜȅ ƘŀǾŜ ŀƴ άŜȄǘǊŜƳŜƭȅ 

ƎƻƻŘέ ƎǊŀǎǇ ǊŜƳŀƛƴǎ Ŧƭŀǘ ŀǘ 32%. Most still 

lean on AI for low - complexity tasks like 

copywriting and SEO.

Understanding is up, but strategic usage still lags.

86%  of marketers say 

they understand AI 

(+16 pts vs last year)

Only 32% say their 

understanding is 

άŜȄǘǊŜƳŜƭȅ ƎƻƻŘέ

CMOs: 

38% extremely good 

vs. 27% for Directors/ 

Managers

Most common uses: 

copywriting, SEO, 

automation

FROM AWARENESS

TO APPLICATION 

AI HAS REACHED CRITICAL MASS τ  BUS 

NOT CRITICAL DEPTH.

86%

say they 

understand IA

32%

have deep 

understanding

STRATEGIC 

USE
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B2B Marketers Are 

Retooling for the 

AI Era

The fastest - growing skills on 

marketer profiles reflect a shift 

toward applied AI. 

Terms like Artificial Intelligence for 

Business and Generative AI show 

rising demand for practical, creative 

use cases. While foundational skills 

like Machine Learning are growing 

more slowly, marketer - friendly tools 

are surging in adoption.

Fastest Growing AI Skills Added to Marketer Profiles

Skill Year-Over-Year Growth

Artificial Intelligence for Business +121%

Generative AI

Machine Learning

Markteting Automation

Prompt Engineering

Artificial Intelligence for Business 

Generative AI

Machine Learning

Marketing Automation

Prompt Engineering

+121%

+74%

+47%

+46%

+43%

SKILL YOY GROWTH
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B2B Marketers Are 

Training For What 

Comes Next

Foundational AI learning is becoming part of the 

modern marketing skillset, and marketers are investing 

in their own development. 

Completion rates for AI courses have climbed steadily, 

especially in areas tied to campaign strategy, content 

creation and generative tools.

The most popular courses point to a growing 

demand for practical skills that help marketers stay 

relevant and rethink how they work.

-On AI: Build Your Own GPTs

Most Popular AI Courses in the Past Year

What Is Generative AI?

Generative AI for Digital Marketers

AI and Digital Marketing Trends

Hands - On AI: Build Your Own GPTs

Digital Marketing Tools: 

Create a Marketing Campaign with AI

https://www.linkedin.com/learning/what-is-generative-ai/generative-ai-is-a-tool-in-service-of-humanity?u=104
https://www.linkedin.com/learning/generative-ai-for-digital-marketers/digital-marketing-meets-generative-ai?u=104
https://www.linkedin.com/learning/ai-and-digital-marketing-trends/7-23-2025-ai-news-and-breakthroughs-july-2025?u=104
https://www.linkedin.com/learning/hands-on-ai-build-your-own-gpts/build-your-own-gpts-using-english?u=104
https://www.linkedin.com/learning/hands-on-ai-build-your-own-gpts/build-your-own-gpts-using-english?u=104
https://www.linkedin.com/learning/hands-on-ai-build-your-own-gpts/build-your-own-gpts-using-english?u=104
https://www.linkedin.com/learning/digital-marketing-tools-create-a-marketing-campaign-from-start-to-finish/key-tools-to-create-a-digital-marketing-campaign?u=104
https://www.linkedin.com/learning/digital-marketing-tools-create-a-marketing-campaign-from-start-to-finish/key-tools-to-create-a-digital-marketing-campaign?u=104
https://www.linkedin.com/learning/what-is-generative-ai/generative-ai-is-a-tool-in-service-of-humanity?u=104
https://www.linkedin.com/learning/generative-ai-for-digital-marketers/digital-marketing-meets-generative-ai?u=104
https://www.linkedin.com/learning/ai-and-digital-marketing-trends/7-23-2025-ai-news-and-breakthroughs-july-2025?u=104
https://www.linkedin.com/learning/hands-on-ai-build-your-own-gpts/build-your-own-gpts-using-english?u=104
https://www.linkedin.com/learning/hands-on-ai-build-your-own-gpts/build-your-own-gpts-using-english?u=104
https://www.linkedin.com/learning/hands-on-ai-build-your-own-gpts/build-your-own-gpts-using-english?u=104
https://www.linkedin.com/learning/hands-on-ai-build-your-own-gpts/build-your-own-gpts-using-english?u=104
https://www.linkedin.com/learning/digital-marketing-tools-create-a-marketing-campaign-from-start-to-finish/key-tools-to-create-a-digital-marketing-campaign?u=104
https://www.linkedin.com/learning/digital-marketing-tools-create-a-marketing-campaign-from-start-to-finish/key-tools-to-create-a-digital-marketing-campaign?u=104


Course Title YOY Growth Rate

-On AI: Build Your Own GPTs
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Experimentation 

Is Turning Into 

Execution

After building a strong foundation, 

marketers are diving deeper into how 

AI actually works. The fastest - growing 

LinkedIn Learning courses focus on 

creating GPTs, customizing tools and 

applying AI to everyday workflows.

This shift points to a new phase of 

maturity where marketers are no 

longer just experimenting. They are 

actively shaping how AI fits into their 

creative and strategic process.

Top  5 Fastest - Growing LinkedIn Learning AI Courses

COURSE TITLE YOY GROWTH RATE

+893%

+790%

+677%

+532%

+369%

Generative AI for Sales and Services Professionals

Creating GPTs with Actions

Hands - On AI: Build Your Own GPTs

Marketing Tools: 

How to Leverage AI Tools to Transform Your Marketing

Amplify Your Critical Thinking with Generative AI

https://www.linkedin.com/learning/generative-ai-for-sales-and-services-professionals/ai-in-sales-and-services?u=104
https://www.linkedin.com/learning/creating-gpts-with-actions/introduction-to-gpts-and-actions?u=104
https://www.linkedin.com/learning/hands-on-ai-build-your-own-gpts/build-your-own-gpts-using-english?u=104
https://www.linkedin.com/learning/hands-on-ai-build-your-own-gpts/build-your-own-gpts-using-english?u=104
https://www.linkedin.com/learning/hands-on-ai-build-your-own-gpts/build-your-own-gpts-using-english?u=104
https://www.linkedin.com/learning/marketing-tools-how-to-leverage-ai-tools-to-transform-your-marketing/how-ai-is-revolutionizing-the-marketing-industry?u=104
https://www.linkedin.com/learning/marketing-tools-how-to-leverage-ai-tools-to-transform-your-marketing/how-ai-is-revolutionizing-the-marketing-industry?u=104
https://www.linkedin.com/learning/amplify-your-critical-thinking-with-generative-ai/a-timeless-framework-for-an-evolving-technology?u=104
https://www.linkedin.com/learning/generative-ai-for-sales-and-services-professionals/ai-in-sales-and-services?u=104
https://www.linkedin.com/learning/creating-gpts-with-actions/introduction-to-gpts-and-actions?u=104
https://www.linkedin.com/learning/hands-on-ai-build-your-own-gpts/build-your-own-gpts-using-english?u=104
https://www.linkedin.com/learning/hands-on-ai-build-your-own-gpts/build-your-own-gpts-using-english?u=104
https://www.linkedin.com/learning/hands-on-ai-build-your-own-gpts/build-your-own-gpts-using-english?u=104
https://www.linkedin.com/learning/hands-on-ai-build-your-own-gpts/build-your-own-gpts-using-english?u=104
https://www.linkedin.com/learning/marketing-tools-how-to-leverage-ai-tools-to-transform-your-marketing/how-ai-is-revolutionizing-the-marketing-industry?u=104
https://www.linkedin.com/learning/marketing-tools-how-to-leverage-ai-tools-to-transform-your-marketing/how-ai-is-revolutionizing-the-marketing-industry?u=104
https://www.linkedin.com/learning/amplify-your-critical-thinking-with-generative-ai/a-timeless-framework-for-an-evolving-technology?u=104
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Most marketers are using AI. What sets leaders apart 

ƛǎƴΩǘ ǿƘŜǘƘŜǊ ǘƘŜȅ ǳǎŜ ƛǘΣ ōǳǘ Ƙƻǿ ǘƘŜȅ ǳǎŜ ƛǘΦ

Top - ǇŜǊŦƻǊƳƛƴƎ ǘŜŀƳǎ ŀǊŜƴΩǘ Ƨǳǎǘ ŜȄǇŜǊƛƳŜƴǘƛƴƎ ǿƛǘƘ ǘƻƻƭǎΦ 

¢ƘŜȅΩǾŜ ōǳƛƭǘ ǎȅǎǘŜƳǎ ǘƘŀǘ ŎƻƴƴŜŎǘ !L ǘƻ ōǳǎƛƴŜǎǎ ƻǳǘŎƻƳŜǎΦ 

¢ƘŜȅΩǊŜ ǳǎƛƴƎ ƛǘ ǘƻ ƳƻǾŜ ŦŀǎǘŜǊΣ ǘƘƛƴƪ ǎƳŀǊǘŜǊ ŀƴŘ ǎƘƻǿ 

results that matter.

¢Ƙƛǎ ƛǎ ǿƘŜǊŜ ǘƘŜ !L !ŘǾŀƴǘŀƎŜ [ŀŘŘŜǊ ŎƻƳŜǎ ƛƴΦ LǘΩǎ ŀ 

framework to help B2B marketers understand what 

maturity looks like, map where they are and plan their next 

move.

Each step on the ladder reflects a deeper level of 

integration and impact. From simple tasks to full strategic 

alignment, the ladder shows what it takes to unlock the real 

value of AI.

From Tactical to 

Transformational

Climbing the AI Advantage Ladder

¢ƘŜ ǇŀǘƘ ǘƻ 9ƭŜǾŀǘƛƴƎ ŘƻŜǎƴΩǘ ǎǘŀǊǘ ǿƛǘƘ ƳƻǊŜ ǘƻƻƭǎΦ Lǘ ǎǘŀǊǘǎ ǿƛǘƘ 

better alignment.

ELEVATING

AI  drives creative innovation, strategy and competitive edge

ORCHESTRATING

AI  integrated across teams and tactics; mapped to business 

outcomes

OPTIMIZING

Impact is measured and improved; ROI tracked across 

functions

OPERATIONALIZING

AI embedded in workflows; consistent usage across teams

EXPERIMENTING

Limited  use of AI for isolated tasks like copy or automation

Research conducted by Ipsos, March 2025.

Maturity matter more than adoption
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How to Climb the AI 

Advantage Ladder

Moving  up the ladder takes more than 

access to AI. It takes intention.

High - performing marketers use AI to solve 

the right problems. They stay focused on 

outcomes. And they build repeatable 

systems that make AI part of how the team 

works, not just something a few individuals try 

on their own.

These three focus areas consistently show up 

in teams that are turning experimentation 

into long - term advantage :  

In your opinion, what kinds of videos produce the highest ROI?  Please select all that apply. (n=1462)

Research conducted by Ipsos, March 2025.

ALIGN

Connect AI to real goals 

and workflows

SCALE

IExpand  what works across 

teams and campaigns

MEASURE

Track business outcomes, 

not just output


