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Consumers Are Using Al to Navigate
More Choices. Marketers Are Using
Al to Navigate More Complexity.
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Holiday outcome
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WHAT
MARKETERS
REALL

WANT [HIS
CHOLIDAY
NEASON

Not More Technology For Technology'’s
Sake, But More of What Technology
Can Make Possible.,
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THE GIFT
oF “[IME

Less Time Managing the Work,
More Time Making It Matter
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“IHE Holiday Time Crunch

Holiday marketing moves at a punishing pace. Campaigns
multiply. Creative needs updating. Performance questions arrive
faster, reports pile up, and just when teams should be making
their most important strategic decisions, they often find
themselves consumed by the mechanics of getting work done.

Even routine work becomes more demanding. Marketers must
monitor more campaigns, interpret more signals, coordinate
more stakeholders, and respond to more frequent changes, all
within a compressed and highly consequential window. A
delayed answer, overlooked trend, or slow handoff can mean
missing an opportunity that won't return.

Where the °IlIME Goes

Much of a marketer's day can still disappear into necessary but
repetitive work:

® Locating information across disconnected systems
* Pulling and reconciling reports

* Answering recurring performance questions

* Translating data for different stakeholders

* Coordinating campaign updates

¢ |dentifying what changed and where to investigate
* Moving information between teams and platforms

These tasks keep campaigns running. But they aren’t always the
places where human experience, creativity, and judgment create
the most value.
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THE GIFT
oF GLARITY

Turn an Abundance of Information
Into Answers People Can Use.

2
2 Agentie 4y

00/77/2/Sf /'9// e fbﬂ "

Ce ch
z arn
ep me mc/ersfaﬂj Zt/iy/

°DROWNING In Data. §SEARGHING for Meaning

Holiday camypaigns produce an extraordinary volume of
information. Every channel, audience, creative execution, device,
platform, and point in the customer journey generates another
stream of signals. Marketers can see impressions, reach, frequency,
engagement, conversions, spend, pacing, creative performance,
and countless other metrics.

But seeing everything is not the same as understanding what
matters. The information teams need is often distributed across
separate platforms, reports, dashboards, and organizational silos.
Answering a seemingly straightforward question can require
multiple people to gather data, reconcile definitions, compare
time periods, and determine whether the numbers are telling the
same story. During the holiday season, that delay matters. By the
time the answer becomes clear, the opportunity to act may
already have passed.

More Data 9Ss ¢NOT the Answer

When performance changes, marketers need more than another
dashboard alert. They need context:

* What changed?

* When did it begin?

* Where is it happening?

* Which audiences, channels, or creative executions are involved?
* |sthe change meaningful or simply normal variation?

°* What may have caused it?

* Does it require action?

°* Who needs to know?

Traditional reporting often leaves marketers to assemble those
answers themselves. The result can be plenty of visibility but too
little clarity.
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THE GIFT

OF GBETTER
GCREATIVE

Create at Scale Without Sacrificing
What Makes Creative Matter.

More GREATIVE Is Only the Beginning

Holiday campaigns place extraordinary demands on creative
teams. Brands need assets for more channels, formats, audiences,
products, promotions, and stages of the customer journey. Those
assets must be produced quickly, updated as conditions change,
and refreshed before audiences stop paying attention.

Generative Al can help teams produce more variations, but volume
alone isn't the goal. More creative does not automatically mean
more relevant or distinctive creative, stronger performance, greater
brand consistency, or more meaningful personalization.

Without a clear strategy and connected performance intelligence,

faster production can simply create more assets to manage, and
more uncertainty about what is actually working.

“IHE GREATIVE OPPORTUNITY
ISN'T JUST TO MAKE MORE.
CIT’S TO LEARN MORE FROM

EVERYTHING YOU MAKE.
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THE GIFT
oF SMARTER
GISIONS

Shorten the Distance Between
Insight and Action.

CIHE Insight-Action Gap

Marketing teams rarely suffer from a complete lack of information.
More often, they struggle with the distance between receiving
information and turning it into a timely decision.

A report identifies a change. Someone investigates. Another team
supplies context. Stakeholders discuss the implications, potential
actions are evaluated, approval is requested, and only then does
execution begin.

Each step may be reasonable, but together, they can take longer than
the opportunity allows. During the holiday season, that gap becomes
particularly costly. Consumer behavior shifts quickly. Inventory
changes, competition intensifies, creative loses momentum, and
media costs fluctuate. A recommendation that arrives next week may
describe an opportunity that existed only yesterday.

CBEYOND Answering Questions

Traditional analytics help marketers understand what happened.
Conversational Al makes those answers easier to access. Agentic Al
adds another possibility: helping teams evaluate potential next steps
and move approved work forward.

An effective agentic system could help:

e Recognize an important change

e Gather the relevant context

e Assess the potential business impact

e Recommend possible actions

e Explain the reasoning behind a recommendation
¢ Route the decision to the appropriate person

e Assist with execution after approval

e Monitor what happens next

This doesn't remove people from the process. It gives them a better-
informed starting point and a clearer path from decision to action.
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THE GIFT
OF CBETTER

Help Every Holiday Advertising
Dollar Work Harder.
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The Pressure to ¢PERFORM

Holiday advertising budgets carry enormous expectations. Brands
must build demand, capture attention, reach new customers,
engage existing ones, respond to competitors, and convert
seasonal interest into measurable business results, all during one
of the most crowded and expensive periods of the year.

When performance pressure rises, marketers can be tempted to
focus narrowly on the channels, audiences, and tactics producing
the most immediate return. But better ROl is rarely as simple as
moving every dollar toward the lowest-cost conversion.

Short-term efficiency can come at the expense of incremental
reach, new customer acquisition, brand growth, creative quality,

a balanced media mix, and future demand. The goal is not merely
to spend less, but to understand where each investment creates
the greatest value.

Where ¢HOLIDAY Value Gets Lost

Campaign value can disappear through many small inefficiencies:
¢ Reaching the same households too frequently

¢ Failing to reach valuable audiences often enough

e Continuing to serve fatigued creative

¢ Allowing budget to remain in underperforming placements

e Optimizing channels independently rather than holistically

¢ Waiting too long to respond to performance changes

e Measuring activity without connecting it to business outcomes
¢ Making decisions with incomplete or inconsistent information

These problems rarely exist in isolation. Media efficiency may depend
on creative performance, which may vary by audience, channel,
timing, frequency, and campaign objective. Better returns require

a connected view.
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Turning Advertising
Intelligence into Action
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IS YOUR
MARKETING
ORGANIZATION
FAGENTIG

CAI-READY?
Make Your List. Check It Twice.
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