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Infosys.com | NYSE: INFY

© 2026 Infosys Limited, Bengaluru, India. All Rights Reserved. Infosys believes the information in this document is accurate as of its publication date; such information is subject to change without notice. 
Infosys acknowledges the proprietary rights of other companies to the trademarks, product names and such other intellectual property rights mentioned in this document. Except as expressly 
permitted, neither this documentation nor any part of it may be reproduced, stored in a retrieval system, or transmitted in any form or by any means, electronic, mechanical, printing, photocopying, 
recording or otherwise, without the prior permission of Infosys Limited and/ or any named intellectual property rights holders under this document. 

See content production—speci�cally in ideation, 
atomization, and optimization—as one of the most 
valuable AI uses.

AI can replace a "sea of mathematicians," but it cannot 
replace a single visionary.

If your output is indistinguishable from your 
competitors’, you are diluting your brand instead of 
scaling it.

3.   The Force Multiplier
E�ciency is the �oor. E�ectiveness is the ceiling.

4.   The Agentic Future
From isolated tools to autonomous partners.

Use AI to identify gaps in human thinking, not 
just to �ll them.

73%

56%
We are moving toward systems that act within 
de�ned boundaries to drive personalization. The 
risk isn't that AI will take over; it's that you’ll hit a 
growth ceiling by using 2026 tools with a 
2010 mindset.

Move from predictive AI to systems of action 
that prioritize customer intent over manual 
operations.

Expect work�ow automation to be one of the 
next major value drivers.

The Key Takeaway: From Chief Marketing Officer to Chief Orchestrator

Source: Survey of 125+ ANA members, including senior marketing leaders and practitioners.

1. The Trust Gap
"Fail fast" is a luxury you can no longer a�ord.

49% Cite data privacy and security as one of the 
primary barriers to AI implementation.

In a trust-driven industry, an AI "hallucination" 
isn't a tech glitch—it’s a brand catastrophe. Are 
you leading a rapid adoption or a rapid 
erosion of customer con�dence?

Stop managing AI for speed; start governing it 
for consequences.

Your legacy won't be the tools you deployed but the standards you defended. Your role has shifted from Chief Marketing O�cer to Chief 
Orchestrator. The value you provide the board is no longer how many assets you produced, but the velocity and validity of the system you’ve built.

Integrity: Does our AI governance protect the brand as �ercely as our legal team?

Utility: Are we solving for the cost of production or the value of the customer?

Vision: Is our AI strategy a roadmap for growth, or just a plan for headcount reduction?

The 
board-level 
audit:

AI is not a panacea for "dirty" data. Training your team on new tools 
won’t �x broken processes. If you have solved both your data and your 
processes, competitive advantage shifts from information to decisions.

55% Plan to use AI for strategic insights, yet most remain 
"data rich but insight poor."

Struggle with insu�cient skills, but training on 
current tools isn't enough—we need training for 
processes that don’t exist yet.

The solution?
Start investing in algorithmic oversight.

44%

2.   The Data & Talent Bottleneck
Unifying data is a leap of faith. Is the ROI real?


