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Marketing in 2026 Feels
Weird Because It Is

THE POWER (Surface Level)

We have Al everywhere.
Content is cheap.

—Distribution is democratized.
I | SYSTEM:

—— [2.J  AL/CONTENT ENGINE
L~ 1 [ONLINE]

THE DIAGNOSIS:

THE GREAT EROSION

A slow, systemic breakdown of

legacy acquisition models.

This Is not a tooling problem. It
Is an architecture problem.

/o SYSTEM STATUS: LEGACY MODEL

FAILURE DETECTED

THE REALITY (Results)

Traffic is leaking.
Funnels are collapsing.
CAC is rising.

METRIC: oK

TRAFFIC PR
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METRIC: CAC [CRITICAL RISE]

INSIGHT: Teams are realizing theilr old playbooks don't just need updating-they need replacing.
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The Linear Funnel O
Died at Zero-Click f6h0w/q

OLD WORLD Search >{  Click >{ Website

NEW WORLD Search AlAnswer R s User Leaves

il"'

(User Satisfied)

Al answers questions directly on the results page. No blog click. No pixel. No retargeting.
We have moved to Information Symmetry. Prospects arrive informed, skeptical, and
halfway to a decision without ever touching your site.
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The Five Strategic Shifts of the New Landscape

01. DISCOVERY

Search is Everywhere

Not just Google. Reddit,
YouTube, Slack, and LLMs
(ChatGPT/Perplexity).

02. MEDIA

B2B CTV Arbitrage

Connected TV is the new
undervalued asset. Low
competition, high attention.

03. PSYCHOLOGY

Trust Shift

Brand-led broadcasting is
dead. Creator-led pipelines
win.

04. OPERATIONS

Human-in-the-Loop

Automation needs taste. Al

lifts; humans provide judgment.

5. STRATEGY
SEO - AEO

Search Engine Optimization
becomes Answer Engine
Optimization.
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Shift: From SEO to Answer Engine Optimization (AEO)

SEO (Legacy) AEO (Reality)
R

e i N\
| Here is the synthesized answer

—> | to your query, drawing from
multiple authoritative sources

Goal: Rank Links. Goal: Be the Answer.

You compete for a slot on a list. You compete for inclusion in the
Al's generated response.

IMPLICATION: If you are only optimizing for Google, you are invisible in half the
buyer journey. Shape content so models recognize you as the definitive source.
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The Arbitrage: Where Attention is Cheap and Trust is High

THE B2B CTV OPPORTUNITY
Attention Quality

Legacy firms are slow to adapt.
High-quality undistracted reach is

HE ARBITRAGE GAP . ngtcurmnﬂy ey e

A\

Value

Time

THE TRUST MIGRATION

People trust people, not brands. A credible human explaining a concept clearly

beats a polished brand message. Leverage creator-led pipelines.
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Stop Gating, Start Building Playgrounds

The classic funnel is polite pressure. The alternative is the Marketing Playground.

PRIZE

Paint the outcome:
ROI, relief, momentum.

PROCESS

Share the method,
not the pitch.

PROBLEM

Radical Empathy.
Articulate their pain
better than they can.

b

h

ACTION: Stop gating PDFs no one reads. Start shipping
diagnostics and interactive assessments.
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The Clinical Approach
to Content

High-performing teams
stop shipping generic
advice and start shipping
diagnostics.

Treat marketing like
medical science.

JEINC 75 R
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_]; SYMPTOMS: What the client

notices day-to-day.

/[ CAUSES: What is actually

broken underneath.

\'

TREATMENT : What

specifically changes things.

z PROGNOSIS: What progress
realistically looks like.

_:‘\

.

o

Benefit: This approach feeds your insight loop while

providing immediate value to the prospect.
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_ Beyond Prompting: The Era of Agentic Workflows

Prompting was Phase One. Phase Two is Agentic Workflows—systems where multiple Al agents work together.

competitor |
Qﬂthes

e

Analyzes '.
positioning |

Changes/a

MARKETER
(ORCHESTRATOR)

Maps against

Drafts sales
internal counter- |
roadmap narratives

The marketer becomes the Orchestrator, not the executor.
This ampilifies expertise rather than replacing it.
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Vibe Coding and the Rise of

Personal Software

Non-technical marketers are
now building their own tools
(dashboards, lead scorers)
using Cursor and Claude Code.
No tickets. No engineering
delays.

{

"FRAMEWORK" : "RTO",

"R_ROLE": "Who is the AI acting as?",
"T_TASK": "What does 1t need to do?",
"P_PARAMETERS": "Guardrails and

CONS LS ES

}

"O_OUTPUT": "The exact format required."

Stop buying bloated SaaS. Start building bespoke intelligence.
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Multimodal Intelligence & Content Velocity

Models now understand visual pacing, design quality, and
"vibe"—not just text. YouTube is an intelligence goldmine.

AR — = — (2

Input Competitor Al Analysis Reverse New Asset
Video (Pacing/Vibe) Engineering Creation

RESULT: Content velocity explodes. Teams aren't louder; they are sharper.
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The New Growth Model: Loop Marketing

Funnels leak; Loops compound. Growth comes from feedback-driven loops.

EXPRESS | TAILOR

Define POV before Contextual relevance
Al touches it. over personalization.

— — >
EVOLVE AMPLIFY

Real-time feedback Shape content for
updates messaging. AEO models.

Rethink growth as a continuous, data-driven cycle.
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Automation Needs Taste:
The Human-in-the-Loop

HUMAN @% Taste, Judgment,

Ambition.
4
ORCHESTRATION FLOWS

b h 4
.| Consume .| Generate Distribute
Get Data “l  Insights “|  Outputs > Intelligently

/I\ J/ AT

1111
Al JFHFE Heavy Lifting &
4O L Computation.

The best teams are not fully automated. They orchestrate.
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The 12-Month Roadmap: From Campaigns to Systems

“Headcount is no longer leverage. Tools are no longer differentiation. Orchestration is the skill.”

01

Build Agentic Workflows

Move beyond single prompts.
Create systems.

SYSTEM

A

PROMPT 1 |—>{ PROMPT 2 PROMPT 3

R

STATUS: Most marketers are ahead of the average but behind the opportunity.

02

Learn Vibe Coding

Build your own lead scorers and
research tools.

CUSTOM LEAD
DATA  —> SCORER

= PRIORITY
def score_lead(data): | LIST

CRITERIA — | |

I

03

Design Loops
Abandon linear funnels for

compounding feedback.

FEEDBACK

EVOLVE
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The Upside is
100x Bigger.

Quietly, right now, the next generation of breakout marketing
teams is being built. They are built for speed, not scale.

> Stop thinking in campaigns. Start thinking in systems.
(Safety Orange #FF4500)
> THE 2026 MARKETING PLAYBOOK
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