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I Welcome to the Al Brandscape 2026

Introduction

Generative Al has moved beyond novelty and early experimentation into
everyday behaviour for many Australians. This shift matters because Al is
no longer just a productivity aid in the background; it is becoming a
decision aid that influences what consumers see, trust and choose, with
the potential to disrupt paid media, retail environments and brand
marketing.

Why we conducted this study

Marketing leaders need clear, evidence-based answers to a fast-moving

set of questions: Who is adopting generative Al, how quickly is behaviour
changing, what roles do different Al brands play, and where is Al already
shaping discovery and commerce?

The Al Brandscape study was designed to quantify adoption and usage at
population scale, identify the emerging “Al-mediated” pathways to
purchase, and highlight where trust, transparency and capability gaps
create both opportunity and risk for brands.

What the Al Brandscape study is

Al Brandscape 2026 is a robust Australian consumer study of generative Al
tool adoption and behaviour. It examines:

e The who: demographic and behavioural segments adopting Al tools

e The how: frequency, skill level, momentum and usage patterns

e The what: Al brands used by use case, brand health and perceptions

o The why: attitudes, barriers, and reasons for and against adoption

Why it’s important for marketing leaders right now

This moment represents a strategic inflection point. As adoption becomes
mainstream and usage intensifies, early positioning compounds: default Al
tools can become default answers, and default answers shape default
choices.

At the same time, the ecosystem is evolving quickly with multiple tools
competing on trust, usefulness and task-specific relevance, creating new
dynamics in visibility, attribution and brand safety. Consumer expectations
are also rising: trust is conditional, and acceptance of Al-driven influence
hinges on transparency, disclosure and integrity.

TheNawvigators I



Research Methodology

Online Sample survey from a quality-assured
market research panel General Population Sample Al User Booster Sample

Questionnaire designed following:
o comprehensive desk research n=1,436 n=300

o 20 x qualitative in-depth interviews with « Australians aged 16-74 years « Based on self-identification of regularly using Al tools

users of Al tools « Sample Quotas by:

o Age
Data collected between 14" - 28" November 2025 o Gender
o State/Territory

o Metro/regional/rural areas

Total sample of 1,736 Australians aged between
16 - 74 years « Sample weighted by Australian Bureau of Statistics

population estimates
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Generative Al is now mainstream behaviour -
Al-mediated discovery is shaping brand outcomes today

Regular generative Al usage has moved beyond early adopters, with a large share of Australians already engaging with Al tools regularly and many more trialling them. Many
users engage frequently, and have already turned to them to help make better buying decisions, often as a complement or replacement to traditional online searching.

Regularly use Al tools Use Al tools daily Have used Al tools Use to complement

for buying decisions or replace search
43% 28% 39% 38%

of Australians of Australians of Australians of Australians

What counts as an Al tool in this study?

Al tools were defined as websites or apps that
generate content (text, images, music, video)
from user prompts.

Sample: n=1,736 Australians aged 16 to 74 years 4
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Al is a new intermediary between consumers and brands.
It is changing visibility, brand trust, and conversion mechanics

Al has changed how Australians discover information and make decisions. Many now use Al tools alongside or instead of search. Al is also increasingly used to make buying decisions,
and a meaningful share act on Al recommendations or express openness to purchasing directly through Al tools.

Traditional Buying Decision Journey

% © O ©

Al-Mediated Buying Decision Journey

3 9 O/o Discover Compare Recommend Retail Site

»” ‘s\ Why this matters for marketing leaders
U4
1 Buying \‘ Al tools influence what consumers see, trust,
{ t | and choose. Brands can lose control of framing,
1 agen ,’ attribution, and brand safety as the proliferation
\\ ,/ of Al tools expands.
~

Sample: n=1,736 Australians aged 16 to 74 years 4
Source: Al Brandscape 2026 6 FmeNaVlgatorS I



Winning in an Al-mediated market requires a shift from experimentation to
operating discipline

Leaders should move now on four priorities:

Build trust: Rewire commercial

customer-facing Al capability:
transparency, governance, plan for compressed
journeys, Al-led
recommendations and
buying agents

Treat Al as a Implement
discovery channel: measurement:

manage brand presence establl§h I.e.adlng |r7d|cators sindl suthentiln practiess
where Al answers are formed for Al visibility and influence that scale

This is not about replacing media with Al

It’s about adapting brand, search, and
commerce strategy to Al intermediation.

Source: Al Brandscape 2026 7 FmeNaVigatorS I






Adoption: mainstream adoption of Al tools is at a tipping point

Adoption of Generative Al tools is not limited to a fringe of Australian society. It is now mainstream.

Never used Al tools 36%

20%

Have used Al tools, but not regularly Have used Al tools

63%

Regularly use Al tools

43%

Market definition checkpoint

At this penetration level, Al tools become a
mainstream environment that brands must
actively manage.

The following questions are about Al tools specifically. Al tools are websites or apps that create content,
like text, images, music, or video from prompts you give them. Do you regularly use one or more Al tools?

4
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I Who is using Al tools: adoption is not evenly distributed

Adoption is uneven—skewing toward younger, educated, employed Australians

Never Used Al
Have used Al, but .. 19% 20% 19% 24%
Regularly use Al
M Regularly use 34% 38% i 36% 41%
17% e 17% 51% 579%
73% 25% 71%
17%
24% e
29%
23% 25%
27%
18%
18% 37% .
31% e )
(0]
Nale Sl Gen Z Millennials Gen X Baby Boomers Full-time paid Student Part-time Unemployed Small Home duties Retired
employment paid business or stay at
employment owneror  home parent
self-employed
n=698 n=738 n=205 n=760 n=542 n=229 n=645 n=61 n=262 n=137 n=60 n=93 n=254
Zx Regular Al use among Gen Work and study strongly
Z & Millennials vs Gen X related to Al adoption Risk: the Al capability divide

As Al becomes embedded in services and
decision-making, slower adoption cohorts risk
being disadvantaged.

The following questions are about Al tools specifically. Al tools are websites or apps that create content,
like text, images, music, or video from prompts you give them. Do you regularly use one or more Al tools?

4
Sample: All Australians - sample sizes shown above. 10 '-rhe Na.v-lgators
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Al tool use intensity and momentum

Usage is frequent and still accelerating

How frequently do you use Al tools? Are you using Al tools more, less or the same amount compared to this time last year?

T are using Al tools
% Daily Active Users +3 2 pp Mo than a year

ago

12% 2 8 % 23%

of Australians

36%

Almost constantly
throughout the day

Several times a day

Once or twice a day 9%

Several times a week 7%

Time spent using

4%
Al tools:
Once or twice a week 4%
Less than this time last year The same amount as this time last More than this time last year
4 hrs
Less often 3% Note: Australians who have never used Al tools (37%) were not asked this question

per week among
regular users

What ‘momentum’ means for marketers

When behaviour is increasing year-on-year, early
positioning compounds.

Sample: n=1,736 Australians aged 16 to 74 years

Source: Al Brandscape 2026 11 '.I-heNa.V{gatorS




Al adoption leads, mastery follows

Most users are still discovering uses for Al tools and feel they have more to learn about getting the most out of them. More confident users skew under 35 and male.

How do you rate your level of skill when using Al tools?

31%

20/ of users have
O moretolearn

Beginner — I'm just exploring Intermediate — | know how to Advanced — | use Al regularly
what they can do use prompts to get better

&9

Sample: n=884 Al Regular users
Source: Al Brandscape 2026

41%

results

21%

to save time or create content combine tools, or train others

7%

Expert — | experiment,

inusing Al

@

12

\¥
A
, +
g/ )
77,

Advanced + Expert Users

)0

r 35 years

Yo

Opportunity: simplify value creation

Brands and Al platforms that reduce friction and
guide users to outcomes can disproportionately
benefit.

Source: Al Brandscape 2026
Sample: n=105 Advanced and Expert Al users
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Al is embedded across personal life, work, and study

Al tool use spans research, writing, problem-solving and shopping across work, study and personal contexts

Australians using Al tools by context

Top Al tool use cases by context

N0y,
D07, 7@ NS j@i
A
Personal Work Study
Personal Work Study
To find ;nfqrmatlon msteaq of 49% Sl ks 43% To find |nf9rmat|on msteaq of 48%
26% using a search engine using a search engine
23% Researching a topic/ area of 48% To find information instead of 42% Researching a topic/ area of 46%
interest using a search engine interest
Travel information or advice 47% Summarisingimesting ngtes 42% Wntmg/draftmg 46%
or transcripts documents/assignments
5 . . o
10% For amusement/fun 24% WI"ItIn.Q/dl’aftllj]g 241% Summarising long docurT\ent 42%
communication/emails or articles
Advice on the best products 44% Summarising long document 41% Wr'itin.g/draftinjg 40%
and brands for my needs or articles communication/emails
Regularly use personally Regularly use for work or business Regularly use for formal education Comparing prices or features As06 N S aEreting Iceasorproject=y 39% Exirdctingikeypoticridatd 39%
of products or brands campaigns, or personal goals from documents

study

n=557 Al Regular users

n=479 Al Regular users

n=196 Al Regular users

Al tools are a general-purpose assistant

Al is now a multipurpose layer across daily life

contexts, not a niche tool category.

For these uses of Al tools, which of the following options best describes the situation in which you use them?

Sample: n=884 Al Regular users
Source: Al Brandscape 2026
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Al is a new intermediary between consumers and brands.
It is changing visibility, brand trust, and conversion mechanics

Al has changed how Australians discover information and make decisions. Many now use Al tools alongside or instead of search.

When looking for information about a brand or product, which best describes how you use Al tools
compared to a regular search engine like Google or Bing?

Have Used Al tools - 63% of Australians

Al tools complement
or replace search

18%

8%

12% of Australians

| only use search | mostly use asearch |use Al tools and search | mostly use an Al tool
engines to search for engine engines about equally
information about a

brand or product

10%

| only use Al tools to
search for information
about a brand or
product

5%

Sample: n=1,736 Australians aged 16 to 74 years
Source: Al Brandscape 2026

When using search engines like Google or Bing, have you seen Al-made summaries of information
related to your search appearing?

Have noticed Al search summaries - 53% of Australians

N Attend to Al search
summaries

17%

15%

1%

9%
8%

3%

| only look at the search
the search result and links in the searchresult summariesandalso  search summariesand summariesand ignore

| only look at the links in | mainly clickonthe | use both the Al search | mainly use the Al

ignore the Al search  and sometimes look at
summaries the Al search
summaries

clickonlinksinthe sometimes click on links
search result in the search result

the links

Why this matters for marketing leaders

Al is not just a productivity tool. It's a decision
layer that influences what consumers see, trust,
and choose.

u TheNawvigators




Al is already influencing purchase decisions, especially among under-35s

Al users are regularly applying Al tools to help them make better buying decisions in complex categories and also simple categories like groceries and everyday household items.

Have you ever used an Al tool to help you make a decision about a brand, product or service? In which, if any of the following categories have you used an Al tool to help you make a purchasing decision?

Top 10 Categories where Al Tools have been used to make buying decisions

Have used Al but not

0,
for buying decisions J— 18%

Electronics & technology (e.g., phones, laptops, smart devices)

Al Shoppers

Have used Al for
buying decisions Aged under 35 years: Health products or services (e.g., supplements, over-the-counter

items, online health platforms)

O o Travel & accommodation (e.g., flights, hotels, holiday packages)
o 0 Home appliances

Have used Al for buying decisions Clothing, shoes & accessories

Groceries & everyday household items 14%

13%

12%

11%

10%

9%

Beauty, personal care & wellness products

: ! O/ Restaurants, food delivery & takeout
O Books, movies, music & entertainment

of Al users apply Al tools to help Banking products or services (e.g., credit cards, loans, transaction
make buying decisions accounts)

8%

7%

7%

Never used Al

Al is a new gatekeeper to consideration

Marketers must influence how their brand is
discovered and compared within Al tools, not
just in search, media and retail environments.

Sample: n=1,736 Australians aged 16 - 74 years

Source: Al Brandscape 2026 15 '.I-heNa.V{gatOrS




The customer journey is compressing

Al is moving from discovery to recommendation to action and nearly one in three Australians are prepared to act on Al tool recommendations, reflecting a high level of trust.

For the categories you have used Al to help make a purchasing decision, which of the following have Thinking about the times you use an Al tool to help you make purchasing decisions, how often do you act
you done? on the information or recommendation made by an Al tool?

Act on Al tool
— recommendations for —

2 /
O

Brand discovery &
comparison

15%
80%

12%
56% of Australians
48%
37%
5%
4%
2%
Help you discover Help you compare Tell you about or Make a recommendation Help to find out where | | never act on Al Rarely About half the time Frequently | always act on Al
brands/options inthe between brands/options compare prices of brands/options could buy a brand or recommendations for recommendations for
category product from shopping/ purchasing shopping/ purchasing
Sample: n=766 Al Shoppers Sample: n=1,736 Australians aged 16 to 74 years

Implication for media and agencies

Planning must anticipate fewer steps between
influence and transaction and new attribution
challenges.

Sample: Al Shoppers and All Australians - sample sizes shown above. "I'I,.l N 4 t
Source: Al Brandscape 2026 16 e aVIga Ors



Al users are ready to transact via Al tools

The potential to make online purchases directly is welcomed with more than a quarter of all Australians (63% of regular Al users) ready to try Al buying agents via their main tool.

If <Main Al tool> had a feature where it could make online purchases directly for you, instead of you You mentioned you are open to making online purchases directly using . In which, if any of the following
needing to go to a retailer’s app, website or store to make a purchase, how likely would you be to do that? categories would you be open to using <MAIN BRAND> to make purchases directly for you?

—— Open to buying directly via an Al tool —
13%

Groceries & everyday household items

7 % 10% Electronics & technology (e.g., phones, laptops, smart devices)

9%

12%

Health products or services (e.g., supplements, over-the-counter

%
items, online health platforms) 2

8%

Travel & accommodation (e.g., flights, hotels, holiday packages) 8%

Restaurants, food delivery & takeout _ 8%
Beauty, personal care & wellness products _ 7%
4% 4%
3% Clothing, shoes & accessories _ 7%
Banking products or services (e.g., credit cards, loans, _ 79
: o
transaction accounts)
Definitely would not  Unlikely to use it I'd only try it after Probably try it at Might use it from Definitely would use AleabaTes B o } _G‘V
use it to make hearing about the least once time to time it to make purchases EGuolicbevElade =S iEchERIISIGIANIEE °
purchases experience of others
using it
Sample: n=1,736 Australians aged 16 to 74 years - 1% answered Don’t know (not shown) Sample: n=1,736 Australians aged 16 to 74 years

Transaction behaviours are about to shift

With one quarter of all Australians willing to
transact online via their main Al tool, few
categories will be immune from a rapid shift
once buying agent capabilities roll-out.

Sample: Al Shoppers and All Australians - sample sizes shown above. "I'h N 4 t
Source: Al Brandscape 2026 17 e a.v-lga Ors



Shopping and purchasing are among the highest headroom use cases

Al users identified uses they were yet to try, but are open to using Al tools for. Aiding buying decisions are among the top uses with potential for growth of 50+% above current usage.

Top 10 uses with growth potential among regular Al users

Current Uses of Al Tools Growth Potential for Al Tools
Summarising long document or articles 34% _ 30%
Extracting key points or data from documents 31% _ 25%
To find information instead of using a search engine 43% _ 25%
For learning new skills 36% _ 24%
Developing knowledge in an area of interest 36% _ 23%

18%

- S0+%

growth potential above current usage

Graphic design /Image creation/editing 27%

Advice on the best products and brands for my needs 37%

Comparing prices or features of products or brands 36%

Making video content 19% 16%

Navigating categories with Al is poised
for growth

As Al tool use becomes more ingrained and
users increase in confidence and skill, more

purchasing behaviours will be influenced.
Below is a list of possible uses that you did not choose as things you do regularly with Al tools.

Which, if any, of the following would you be open to doing with an Al tool in the future at work, for study or personally?

Sample: Al Regular users n=884 Frh N V4 t
Source: Al Brandscape 2026 18 e a.VIga Ors




Consumers will tolerate Al advertising if it is transparent and disclosed

Regular Al tool users are more open to advertising than occasional users, but that support is conditional on clear disclosure and the assumption that advice is not tainted.

Use Al regularly Have used Al, but don’t use it regularly

Al tools should always disclose any paid sponsorship or
advertising when making recommendations

Al tools should make only unbiased recommendations for
brands or products

H | 80+%

| want Al tools to provide customised recommendations for
products and services based on what it knows about my
personal preferences

| trust the Al tools | currently use to make the right
recommendations for me about brands or products

| am comfortable with advertisers paying to influence
recommendations made by Al tools

Please indicate whether you agree or disagree with th

Sample: Al users - sample sizes shown above
Source: Al Brandscape 2026

13%

n=434 n=310

7% A 14%

M Agree Can’t say M Disagree

Disclosure & integrity are non-negotiable

Acceptance hinges on transparency and the
understanding advertising will not influence the
independence of Al tool advice.

e following statements about Al tools and advertising.

. TheNawvigators



ChatGPT dominates but competitors have meaningful footholds

The Al tool ecosystem is rapidly evolving. While ChatGPT had a head start in the category, Gemini and Meta Al also enjoy meaningful levels of use.

Thinking about Al tools, which brands or names come to mind? Which of the following best describes your relationship with these tools?

All Australians Regularly use Al ChatGPT 12% 16% ' 10% 24%

charcPT [ 52% I, - cemin ESEIIEE . 16% 13%
Gemini [ 21%
Co-pilot - 16%

Meta Al IBE4 8% 11% 17% 15%
M Frequent user

Co-pilot EXCRNSL ' 13% 12% M Regular user
Google - 11% M Occasional user
DeepSeek RIS 13% 5% Aware non-brand user

Meta Al . 7%
OpenAl . 5%
DeepSeek I 4%
Grok [l 4%
Claude I3%

Aware non-Al user
Grok [eLl : 6% 3%

Perplexity EXIS%I 5%

claude |2 5%
Dall-e - 4%
Midjourney -3% o Say ChatG PT
Sora- 4% o iS thEir main
Llama -2% of Australians Al tool

Mistral .%
NotebookLM -.%

Other

Perplexity I 2%
Midjourney I 1%
Sora |1%
Others - 21%
None/Don’t know _ 25%

Why mental availability and use of Al
tools matters

Default tools become default answers; default
answers shape default choices.

Sample: n=1,736 Australians aged 16 to 74 years 4
Source: Al Brandscape 2026 20 '-rheNa.VlgatOrS I



Trust is an important differentiator between Al tools

Al challengers such as Perplexity and Claude compete strongly on Al tool trust dimensions

| trust the reliability or accuracy of its outputs

% e I -
trusted outputs
O < :'
O MetaA.-ls%
& DeepSeek - 15%

Net Agreement*

*Net agreement is the difference in the % of those aware of the brand
who agree the statement applies to the brand, minus those who disagree

Thinking about <Al Tool>, do you agree or disagree with each of the following statements?

Sample: Al users aware of each brand
Source: Al Brandscape 2026 21

%
oy
G
\g
O
o]
O
w4

A brand | trust

Claude 41%

IS
v

Perplexity 36%

ChatGPT 35%

Gemini 32%

Co-pilot 29%

Grok 24%

Meta Al

DeepSeek 9%

Net Agreement*

Claude

X

Meta Al for
trusted brand

Trust is conditional

Consumers can value Al while still demanding

safeguards, transparency, and control.
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Al-generated content is being noticed, but social users prefer human content

Al-generated content is being noticed by many Australians. Users of social media platforms lack confidence in identifying Al-generated content and still prefer human-made content.

Which, if any, of the following types of Al-made content have you seen or heard recently? Please indicate whether you agree or disagree with the following statements:

Al images and video content Al influencers

16%

Al-made short videos or posts on social media like Instagram, Facebook, TikTok, X 39%

Al-made videos on YouTube 20%

8%

Al-made content in messaging apps like WhatsApp, Messenger, Discord 14%

Al-made content elsewhere 13%

M Strongly disagree

B Somewhat disagree
Can’t say

[ Somewhat agree

B Strongly agree

Al-made music on streaming services like Spotify, YT music, Amazon music 10%

18%
Al-made articles, news items or newsletters

9% 14%

Al-made content on streaming or broadcast TV 4%

Al-made video or images on Al platforms like Sora or Vibes . 4%
Al-made podcasts . 3%
Al-made books in Amazon marketplace . 3%

| can’t recall having seen any Al-made content recentl 20% : _ : . .

9 Y y | can easily identify Al-made images | prefer video or images made by | can easily tell the difference I am much less likely to buy a product

’ a and video humans much more than Al made between real influencers on if | found out the endorsement came
I’'m not sure whether | have seen Al-made content or not 21% e e Instagram or TikTok e T e
Sample: n=1,302 Australians aged 16 to 74 years

Social media and YouTube Users Social media and YouTube Users Instagram and TikTok Users Social media and YouTube Users

590 have encountered Al-
o generated content Creative opportunity vs brand risk

of Australians Al content can drive engagement, but elevates

authenticity and disclosure expectations.

Sample: All Australians and media platform users - sample sizes shown above.

Source: Al Brandscape 2026 22 FmeNaVigatorS




Downside risk of Al-generated content is agreed upon by most, but regular
users find it engaging

Regular users of Al tools agree with occasional and non-users about downsides of Al-generated content and the need for better disclosure, however they are also fascinated by it.

Which of the following best describes your thoughts or feelings about Al-made content that imitates real people or creates realistic images or videos of things that have not happened?

% Agree % Agree
| think it should be better labelled or It makes me sceptical about It’s concerning because it spreads | am fascinated by what content Al | enjoy seeing how some people react It’s not a big deal, just a side effect of
disclosed “influencers” on Instagram or TikTok misinformation can create to it a new technology
91%
84%
79%
75% 74%
0, 0, 0,
69% 67% 69% 69%
%
60% 579%
Regular users 47%
43%
+9pp
25% o
. 19% 22%
more fascinated
than concerned
Regularly use Have used Al, Never Used Regularly use Have used Al, Never Used Regularly use Have used Al, Never Used Regularly use Have used Al, Never Used Al Regularly use Have used Al, Never Used Al Regularly use Have used Al, Never Used Al
Al but don’t use Al Al but don’t use Al Al but don’t use Al Al but don’t use Al but don’t use Al but don’t use
regularly regularly regularly regularly regularly regularly

Creative opportunity vs brand risk

Al content can drive engagement, but elevates
authenticity and disclosure expectations.

Sample: Regular Al users n=876, Occasional users n=310, Never used n=550 "I'h N 4 t
Source: Al Brandscape 2026 23 e a.v-lga Ors






Adoption is mainstream.
Proficiency is not.

There is strategic value
in equipping both
organisations and
users with capabilities

to leverage Al
effectively.

Generative Al adoption in Australia has rapidly moved beyond early experimentation into

mainstream usage, with 43% of the population now using these tools regularly and a further 20%

having tried them.

 This reflects high behavioural penetration across age and demographic segments; a level of

ingrained engagement that is beginning to rival established digital technologies.

o Despite this rapid adoption, proficiency remains uneven: most users describe themselves as

beginners or intermediate in their usage, and use patterns skew towards younger, more digitally

confident cohorts.

« Alis no longer siloed to productivity tasks; it shapes search behaviour, information discovery, and

shopping decisions, with over one-third of Australians (38%) using Al as a substitute or complement

to traditional search, and 39% reporting that they have used a generative Al tool to make a

purchase decision.

25
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Al is shaping search
and commerce.

Brands must adapt
their discovery and
conversion strategies
to Al-first decision

environments.

The rapid emergence of Al as a decision infrastructure presents strategic challenges for brands and
agencies:

» Discovery and visibility dynamics are shifting. Al mediates what consumers see and trust before
traditional search or paid media ever engage them, eroding established channels of brand exposure.

» Trust and capability gaps persist. While users acknowledge productivity and convenience gains,
concerns about privacy, misinformation, and job impacts remain salient, and users often lack
confidence in identifying Al-generated content.

e Brand positioning in Al ecosystems is undefined. ChatGPT currently dominates mental availability,
but competitor tools are gaining traction on trust and task-specific relevance, signalling early
fragmentation rather than a single platform lock-in.

These dynamics complicate strategic planning. Marketers must navigate opaque algorithmic contexts,
evolving consumer decision pathways, and divergent trust perceptions while maintaining brand integrity

and performance.

26
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Trust will differentiate

To capitalise on the growth and mitigate risk, organisations should shift from reactive
experimentation to strategic integration of Al across brand, media, and customer experience
functions:

« Embed Al into the customer decision journey. Treat Al platforms as primary discovery and
decision channels—not fringe add-ons—and ensure brand signals and competitive positioning are

Transparency and optimised for Al-mediated exposure.
authenticity are now

COmPEtItIVE assets in mechanisms to signal authenticity; align with regulatory expectations and user preferences for
a landscape rife with disclosure.

o Build Al capability and trust. Invest in user education, transparent content practices, and

synthetic content.

« Differentiate through context-specific strategies. Tailor approaches by use case (e.g., search,
shopping, content) and audience segment (e.g., age, skill level), recognising that one size will not fit
all in an evolving Al landscape.

o Monitor and optimise Al platform presence. Maintain visibility where consumers increasingly
trust and interact with Al tools, adjusting tactics as new competitive platforms emerge.

TheNavigators I
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Contact: dean.harris@thenavigators.com.au



