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The lllusion of Certainty Strategic Resilience

= Chasing platforms We cannot predict which Al assistant will

= Confusing novelty with importance dominate in 2029. We can predict the

= Focusing on possibility over probability structural changes to human attention, data,
and economics.

Marketing is moving beyond communications management. It is becoming the discipline of being
machine-findable, humanly distinctive, commercially available, and provably trustworthy.




The Strategy Filter

\ \ 1 / Observable Scale: Is it operating at a
meaningful size today?

\\\\\\ \ 2 / j § // Durable Forces:Is it driven by infrastructure,
' regulation, or demography—not fashion?

: W\\ 3 / %%/ Persistent Direction: Will it last through
] N b, 2029, even if magnitude varies?

4 | Broad Impact: Does it cross multiple
platforms and categories?

ARANA L

Demands Action: Does it force an
iInvestment or capability decision?

The 9 Structural Shifts



The Trend Taxonomy Matrix

Rank

Structural Shift Certainty ) Pervasiveness | The Central Strategic Question

Can humans and machines accurately find,

1 | Al-mediated discovery and buying understand and recommend the brand?

9 Al as marketing's operating Can the organisation scale output without
infrastructure scaling mediocrity and risk?

3 Privacy, signal loss and Can marketing prove incrementality
measurement reform without pretending attribution is causality?

4 Trust, provenance and human What evidence makes the brand believable
distinctiveness in a synthetic media environment?

5 Economic volatility and value How will the brand grow when affordability
polarisation and willingness to pay diverge?

6 Fragmented video and creator-led Very high How does one brand remain recognisable
attention across many small media environments?

7 The convergence of commerce How much power, data and margin should
and media the brand exchange for closed-loop access?
Demographic divergence, : : Where will new category buyers come from,

8 urbanisation and mobile inclusion very high very hign and what constraints shape their access?

9 Climate volatility and operational Very high High, category- | How does climate risk alter demand,

sustainability dependent availability, claims and customer experience?
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Shift 1: The Zero-Click Funnel
Legacy Al-Mediated 2. 5 Bi“ion

Monthly active users of Google Al Overviews
(May 2026)

RS EUE-8% vs 15%
Summary st e Mpg v et

1%

Website Visit Clicks on sources cited
inside the Al summary




Shift 2: The New Marketing Workflow

Approved Brand

Human
Strategic
Direction

Human Creative & The goal is not autonomous marketing.

Knowledge
Repository

Legal Judgment It is Al-assisted marketing at scale. Adaptati

Automated
Technical Checks

Al-Assisted
Generation &

on

Stanford Al Index 2026: 88% organizational Al adoption,
but single-digit autonomous agent deployment.

IAB 2025: 50% of advertisers generating
©
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Shift 3: The Trust Architecture Pyramid

The Brand

Promise

Visible Human Accountability
Expert endorsement, named executives, clear complaints processes

Provable Data & Provenance
C2PA Content Credentials, 6,000+ live applications

WEF Global Risks 2026: Misinformation ranked #2 severity.

EU Al Act (Aug 2026) mandates transparency.




Shifts 4 & 5: The Triangulated Measurement Model

S Outcomes Evidence
. SignalLoss (Revenue, margin) (MMM}
 Reality: -

. UKICO2025:

o 9%oftop -

i websites comply Probabilistic

= with strict cnnkie_

. consent. Truth

' SAPOPIA

=0 enforces opt-out

i registries (April :

i 2026). i Experimental Platform
S (Holdouts, (Attribution used
incrementality) within limits)




Shifts 6 & 7: The Fragmented Attention Constellation

. -
9 I1 .

US Digital Video Ad Spend: >$80B (2026)

O-_ @ e 2 / Commerce Media: $63.4B (2025)
b
Lean-back \ o S
CTV =
. L. Creator
6-second Organizing ldea @ e e
vertical o- & Distinctive - » P
® Assets 0O
Commerce media 4 4 ! ~ Shoppable
sponsored listing 2 retall video




Shift 8: The New Value Equation

World Bank (June 2026): Global growth downgraded to 2.5%. IMF (July 2026): Global disinflation has stalled.

€ Trading Down Premiumization =
Focus: Focus:
Immediate Constraints Risk Reduction
Metrics: Metrics:
Lowest immediate price Predictable total cost
Smaller units ourability
Delayed decisions Reduced risk
Emotional reassurance




Mature Markets B Growth Markets

Population peaked in 63 countries (28% of global pop). Sub-Saharan Africa projecting 79% growth by 2054,
Focus: Aging populations, accessibility design, Urban growth concentrated in small/medium cities.
smaller households. b  Mobile inclusion requires low-bandwidth

Climate Reality: WMO reports 2015-2025 as the hottest 11 years on record. Climate volatility
moves sustainability from PR to operational availability and supply chain resilience. © © 2020 Bamooo. A1 Rt feservec.



Synthesis: The Compounding Effect

Al Abundance Privacy Loss
(Drives down production | (Forces reliance on

costs, floods the market) , closed ret?ilfsu;:ial
ecosystems

The Exponential
Scarcity of Trust
and Distinctiveness

Fragmentation
(Shatters shared
cultural moments into
micro-audiences)

These are not isolated trends. Al creates content, which intensifies fragmentation. Fragmentation demands
distinctiveness. Privacy restrictions increase the power of closed commerce ecosystems. The correct response
to lower production costs is not more production—it is more selective production around stronger ideas.

@ © 2026 Bamboo. All Right Reserve d.



WHAT WILL NOT CHANGE.

1. Growth Requires Penetration

Customer acquisition remains larger
than repeat-purchase loyalty. CRM
cannot carry the entire strategy.

2. Mental & Physical Availability

Al discoverability is a new form of
availability, not a replacement for
distribution.

3. The 60:40 Principle

Long-term brand building and
short-term activation still require
balance.

4. Creative Quality as a Multiplier

Al can optimize targeting, but it
cannot rescue a weak organizing
Idea.




The 3-Year Strategic Agenda

Year 1: Establish
Foundations

Focus: Visibility & Governance

» Audit Al discovery, establish Al
risk tiers, baseline MMM, map
consent.

Goal: Make the system safe
to scale.

Year 2: Scale What
Works

Focus: Connected Capabilities

 Modular content supply chain,
creator portfolio rights,
integrate commerce media,
geographic experiments.

Goal: Turn pilots into
repeatable systems.

Year 3: Orchestrate
the System

Focus: Dynamic Allocation

* Predictive demand planning,
agent-ready commerce,
internalize critical IP,

Goal: Adapt quickly without
losing discipline.




The Investment Architecture

No-Regret Directional Option
Investments Investments Investments

e Machine-readable Creator partnerships : e Fully autonomous
brand info Commerce media i media agents
Distinctive assets CTV . e Virtual influencers
MMM/experimentation Data clean rooms . e Spatial-computing
Al governance Agent-compatible . Synthetic panels
Mobile usability pathways

Rule of Thumb: Option investments allow cheap learning before certainty emerges.
They should not dominate the annual plan just to look futuristic.



The New KPI Scorecard
The Resilience Metrics

Al Discoverability: Inclusion in relevant
answers, factual accuracy.

Measurement: Experiment coverage,
variance between attributed/incremental.

Trust: Provenance coverage,
misinformation response time.

Operations: Cost per approved asset,
reuse rate, factual-error rate.

Resilience: Affordability abandonment,
climate-related availability.

Engagement, clicks, and views remain useful diagnostics.
They must no longer impersonate business outcomes.




Al can produce infinite content.
It cannot produce infinite attention.

Data can optimize demand.
It cannot create demand by itself.

GCommerce media can close a sale.
It cannot replace a brand people already want.
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