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Introduction
Artificial intelligence is no longer a future disruptor. It 
is the present force reshaping how business gets 
done. Its influence on B2B marketing is deepening 
by the day, redefining how teams operate, measure 
success, and connect with buyers. 

This report explores what that evolution looks like 
right now, through the lens of industry leaders and 
real-world data. Microsoft CEO Satya Nadella has 
described this moment as “a tectonic AI platform 
shift, one that requires us to both manage and grow 
at-scale commercial business today, while building 
the new frontier.”  

That frontier, for Microsoft, now extends into a 
major commercial restructuring that unifies sales 
and marketing under its AI-driven Frontier 
Forward platform. 
 
Echoing that momentum, Mike Kaput, Chief Content 
Officer at the Marketing AI Institute, says that “AI will 
revolutionize how we market to customers,” not just 
in efficiency, but in how we target, personalize,
and create. 

Whether these declarations are ambitious or 
overstated is open to debate. What is not in question 
is the scale of the change already underway. 
 
B2B marketing teams today face relentless pressure 
to keep pace. AI tools are improving. Expectations 
are rising. Workforce models are shifting. The 
demand for speed, precision, and adaptability has 
never been higher. 

That is why we created this Trends Brief series. 
It gives B2B marketers a signal-based view of how 
AI is being used, evaluated, and discussed by their 
peers in real time. No surveys. No panels. 
Just structured, scored, and human-validated 
insight drawn from millions of unsolicited 
buyer conversations. 

P A G E  2Q 3  T R E N D S  B R I E F :  A I  I N  B 2 B  M A R K E T I N G

https://interceptgroup.com/


Watchtower

I N T E R C E P T G R O U P . C O M

The data in this report was powered by Watchtower—Intercept’s proprietary AI-powered research platform. Unlike 
traditional surveys that rely on small, self-reported panels, Watchtower analyzes unprompted public conversations at 
scale. It tracks how real marketers discuss their work, share perspectives, and engage with peers across major 
social platforms.

Audience definition

Filters for real professionals based on 
job role, industry, region, and behavior.

How it works 

Watchtower follows a structured seven-step process to turn raw online conversation into usable insight:

Signal discovery

Identifies relevant language using 
keyword and semantic analysis.

Relevance filtering

Applies deep learning to isolate 
statistically meaningful content.

Classification

Uses zero-shot classification to 
interpret tone, topic, and intent.

Rebalancing

Adjusts the dataset to correct for 
overrepresentation by job level or region.

Structuring

Converts raw input into structured 
themes, metrics, and sentiment scores.

Human interpretation

Intercept strategists synthesize the 
output into usable insight.
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Who we studied 
Watchtower analyzed unprompted public 
conversations among B2B marketers worldwide, 
from CMOs and directors to specialists and 
early-career professionals. Our sample includes 
voices across brand, demand gen, ops, content, 
and MarTech roles. 

Where signals 
came from  
Watchtower considers conversations on major 
public platforms where B2B marketers actively 
post and engage, including Reddit, X, Threads, 
and TikTok. Only publicly available data is used. 
No private or gated content is scraped.

How we ensure 
sample integrity
Watchtower filters out influencers, bots, and 
promotional content using behavioral pattern 
detection. Additionally, voices posting at 
unusually high volumes are rebalanced to avoid 
overrepresenting a small subset of hyperactive users.

When data 
was captured
All insights in this report were based on 
conversations observed between July 1st, 2025, 
and August 31st, 2025. 
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Q3 2025 AI Index
This Q3 2025 edition of our series analyzes behavior 
from over 347,000 B2B marketers worldwide.

Here’s what the data shows:

• AI adoption is accelerating, but most organizations 
haven’t built the infrastructure, training, or internal 
clarity to support it.

• Content tools are widely used, but few teams are 
tasking AI to coordinate workflows, drive 
decisions, or connect execution across channels. 
That’s the next big opportunity.

• Strategic tasks remain human-led. B2B marketers 
are comfortable using AI to accelerate execution. 
Still, when it comes to crafting brand voice, 
shaping campaign strategy, planning, or customer 
insight, they want to stay in the driver’s seat. 

• Most teams haven’t defined what 'good' looks like 
when AI is involved, whether it’s the quality of the 
output, the level of oversight required, or the 
standards for brand alignment. Without those 
measures, AI use can feel inconsistent, uneven, or 
misaligned with broader goals.

• B2B marketers are getting more comfortable using 
AI tools, but that doesn’t always translate into 
certainty about their roles or security in their future. 
Skills are rising, but job confidence lags.

To help you turn data into action, we include five 
strategic questions at the end of this report for your 
team to take the conversation further. Bring these 
prompts to your next leadership sync or AI Council 
meeting. Use them to shift the discussion from testing 
tools to making real decisions about how AI fits into 
your strategy, workflows, and team structure. 
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Every week, AI models are upgraded, capabilities 
expand, and the AI leaderboard reshuffles. 

For B2B marketers, it’s exciting but exhausting. 
You’re expected to show fluency with AI tools in 
your day-to-day. Increasingly, that’s shaping how 
your performance is evaluated. 

It’s easy to feel like you’re behind, and hard to know 
where you stand. 

Let’s explore six pillars:

Individual AI Proficiency

Sentiment Toward AI

Job Confidence

Organizational AI Readiness

Organizational AI Adoption

Future Outlook in the AI Era

What’s the truth 
about adoption?
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Each pillar below is scored using 15–20 variables that 
collectively form a rubric. Think of each variable as a 
sub-topic tied to its pillar’s theme. For example, under 
Job Confidence, we monitor how marketers talk about 
role security, career growth, and trust in leadership. 
We track how often these topics appear, how others 
respond, and the underlying emotional tone. Patterns 
are then scored on a 5-point Likert scale. 
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Individual AI 
Proficiency

Skill fluency, prompting 
capability, and 
experimentation comfort 

Sentiment 
Toward AI

Overall emotional tone: 
optimism, trust, skepticism 

Job Confidence
Perceived security and role 
clarity in the AI era 

Organizational 
AI Readiness

Structural preparedness: 
training, governance, 
leadership alignment 

Organizational 
AI Adoption

Actual implementation across 
workflows and functions 

Future Outlook 
in the AI Era

Long-term optimism and 
belief in AI’s positive impact 

PILLAR DEFINITION
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3.35

3.19

2.88

3.04

3.48

3.24

Q2

3.24

3.41

3.36

2.89

2.97

2.96

Q3

-0.11

+0.22

+0.48

-0.15

-0.51

-0.28

Δ 
(ABSOLUTE) 

-3.3%

+6.9%

+16.7%

-4.9%

-14.7%

-8.6%

Δ %

Radar

Comparing Q2 and Q3 showed some surprising shifts and strengthening views of how organizations are coming 
to understand, use and embrace AI. While usage continues to rise, so do challenges with implementation, 
adoption, and training. While overall confidence in AI did surge, new trust issues have also come into play.

*5-point Likert Scale; Watchtower, Global, n = 347,000.
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Individual AI Proficiency

Sentiment 
Toward AI

Job 
Confidence

Organizational AI Readiness

Organizational 
AI Adoption

Future Outlook 
in the AI Era

P A G E  8

3.24

3.412.96

2.97 3.36

2.89

Q 3  T R E N D S  B R I E F :  A I  I N  B 2 B  M A R K E T I N G

*5-point Likert Scale; Watchtower, Global, n = 347,000.

On the Radar: July 1-August 31, 2025
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Job Confidence (+17%) 

Job Confidence measures how secure and relevant 
B2B marketers feel in their roles as AI reshapes 
work. It rose 17% this quarter, marking the largest 
gain across all pillars. Despite persistent headlines 
about automation replacing jobs, marketers 
increasingly view AI as augmentation, not 
substitution. The rise suggests that people now see 
where human expertise adds value, especially in 
strategy, oversight, and creative judgment. In fact, 
MIT’s State of AI in Business 2025 report found that 
95% of enterprise AI projects fail to meet their 
objectives without strong human context and 
validation, reinforcing that people remain central to 
realizing AI’s promise. 

Organizational AI Adoption (–15%)

Organizational AI Adoption measures how deeply 
AI is used across marketing workflows. It declined 
by 15% compared to last quarter. The dramatic 
drop does not mean companies are stepping back 
from AI. It suggests that many are pausing to 
reassess after an initial surge of experimentation. 
Teams that adopted tools quickly are now 
confronting the realities of integration, governance, 
and verification. Recent industry examples, 
including a Deloitte case where AI-generated 
content introduced factual errors, have made 
organizations more cautious. These incidents 
highlight the reputational and operational risks of 
deploying AI without proper oversight. 

Organizational Readiness (–5%) 

Organizational AI Readiness captures how well 
companies are structured to support AI through 
training, leadership alignment, and governance. It 
declined by 5% this quarter. The drop reflects the 
widening gap between ambition and capability. Many 
organizations that felt prepared earlier in the year are 
realizing their frameworks cannot keep pace with 
how fast AI is evolving. New models, features, and 
compliance requirements are emerging faster than 
most internal systems can adapt. Policies, training 
materials, and tool standards are aging out within 
months. Readiness is no longer a static benchmark. 
It now requires continuous adaptation, rolling 
enablement programs, and governance processes 
that can evolve alongside the technology. 
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View from the Observation Deck

*5-point Likert Scale; Watchtower, Global, n = 347,000.
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Individual AI Proficiency (–3%) 

Individual AI Proficiency tracks how confident and 
capable marketers feel using AI tools in their day-to-
day work. It fell slightly, down 3% from last quarter. 
The decline is small but consistent with the pace of 
change across the AI landscape. Marketers are 
struggling to stay current as new tools and models 
appear almost weekly. For many, the challenge is 
not willingness to learn but the lack of time and 
structure to do so. The data points to a capacity 
issue rather than resistance. Teams need structured 
learning systems and dedicated time to build and 
maintain practical AI skills. 

Sentiment Toward AI (+7%) / 
Future Outlook in the AI Era (–9%) 

Sentiment Toward AI measures how positively 
marketers talk about AI in public forums. It rose 
7%, suggesting growing familiarity and less anxiety 
about daily use. AI has become part of the 
workflow rather than an emerging experiment. At 
the same time, Future Outlook in the AI Era, which 
reflects long-term optimism about AI’s overall 
benefit, dropped 9%. This shows a split mindset: 
comfort with using AI now, but unease about 
where it is heading. Marketers are confident in their 
own use of AI but increasingly question whether it 
will strengthen or dilute creativity, trust, and quality 
over time. The broader conversation is shifting 
from how to use AI to what kind of marketing 
culture it is creating. 
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View from the Observation Deck

*5-point Likert Scale; Watchtower, Global, n = 347,000.
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Current AI use cases
The evolution of AI in marketing is revealing how AI use is shifting and where it is being used. The exploration of AI in 
creativity continues through new mediums, while the most common uses of AI from Q2 have shifted or simply 
slowed. Social media continues to be the center of AI usage, but engagement is falling. 

3.90

3.67

3.38

3.36

3.30

3.24

3.22

3.21

3.20

3.13

Managing or scheduling social media posts

Create organic social media posts

Conduct market analysis

Use AI agents to analyze performance data

Deploy AI-powered chatbots

Generate alt text for images

Developing campaign strategy

Generating SEO-optimized content

Generate podcast content

Generate marketing performance insights

*5-point Likert Scale; Watchtower, Global, n = 347,000.
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View from the Observation Deck

Social is still the megaphone, 
but fewer are listening

Social media remains the center of AI activity in B2B 
marketing. In Q3, managing or scheduling social 
media posts (3.90) overtook creating organic posts 
(3.67) for the first time. This shows that marketers 
are now using AI not just to create content but to 
coordinate and distribute it. While social content 
volume keeps increasing, engagement is falling. 
B2B platforms such as LinkedIn are showing signs 
of audience fatigue as feeds fill with repetitive, AI-
generated content that lacks personality. Marketers 
are starting to recognize that the same tools 
speeding up production can also reduce credibility 
when the output feels generic or inauthentic. 

AI’s measuring up

Analytical use cases grew in strength this quarter. 
Mentions of conducting market analysis and using 
AI agents to analyze performance data rose by 
roughly 5%, showing greater confidence in AI’s 
ability to handle quantitative work. After several 
quarters of trial and error, marketers appear more 
willing to delegate measurement, optimization, and 
reporting tasks to AI. The focus is shifting from 
using AI to produce content toward using it to 
generate insights that help explain what is working 
and why.

Advancing what’s on AI’s plate

Basic automation tasks are losing ground. Deploying 
AI-powered chatbots dropped 12%, while generating 
alt text for images declined 11% from last quarter. 
These lower-effort uses are being replaced by more 
advanced use cases, particularly those related to 
data analysis and workflow management. This 
pattern suggests that marketers are moving past the 
novelty stage. The emphasis is now on deeper 
integration and higher-value use cases that improve 
productivity and support better decisions. 

Getting more creative 
with experimentation

In Q2, AI’s creative role was mostly limited to text 
formats such as blogs and white papers. In Q3, the 
focus widened to include audio and mixed media. 
Generating podcast content (3.20) entered the top 
ten for the first time, showing that marketers are 
becoming more comfortable using AI to support 
storytelling across new formats. AI is now seen as a 
collaborator that helps creative teams work faster 
and test more ideas. It is allowing marketers to 
experiment with new channels and formats that were 
previously too time-consuming or resource-intensive 
to pursue. 

*5-point Likert Scale; Watchtower, Global, n = 347,000.
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The relationship between marketers and AI has grown 
to a stage of familiarity, with less uncertainty and 
more understanding. Marketers now “get” AI, have 
developed more trust, and still understand AI’s 
limitations. As such, the biggest challenges marketers 
now face come from using AI for even more 
challenging tasks, a sign of growth and integration.

Current AI 
challenges

Generating original creative ideas 
(3.82)

Supporting long-term strategic planning 
(3.82)

Providing accurate predictive insights 
(3.49)

Avoiding bias in targeting or messaging 
(3.37)

Handling complex buyer journeys 
(3.20)

Complying with data privacy regulations 
(3.18)

Adapting to fast-changing market conditions 
(3.14)

High cost of implementation and maintenance 
(3.10)

I N T E R C E P T G R O U P . C O M
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View from the Observation Deck

Creativity cannot be cloned 

In Q2, brainstorming campaign concepts was the 
top challenge. In Q3, it evolved into generating 
original creative ideas (3.82). Marketers report that 
AI often recycles existing ideas instead of 
generating something truly net new. This points to a 
growing awareness that originality, intuition, and 
emotional insight remain distinctly human strengths. 
As AI becomes more capable, marketers are 
realizing that creativity is where human value stands 
out most clearly.

Hallucinations fade as reliability rises 

In Q2, identifying hallucinated information was a 
top challenge. In Q3, it dropped from the list 
entirely. Model performance is improving, and 
marketers are seeing fewer factual errors or 
incoherent outputs. The challenge has shifted from 
asking whether AI can be trusted to asking how it 
can be applied strategically. This suggests that AI 
is becoming a stable, if imperfect, part of day-to-
day marketing work. 

Bigger responsibilities breed 
bigger challenges

The scope of difficulty is changing. In Q2, concerns 
focused on tactical execution such as maintaining 
brand voice or generating quality visuals. In Q3, the 
pressure has moved upstream to areas like strategic 
planning, predictive accuracy, bias mitigation, and 
compliance. This signals a deeper integration of AI 
into the decision-making layer of marketing, not just 
creative production. As systems become more 
embedded, costs, oversight, and regulatory exposure 
increase. Mentions of high implementation and 
maintenance cost (3.10) and data privacy concerns 
(3.18) reflect this shift toward managing complexity 
rather than novelty. 

*5-point Likert Scale; Watchtower, Global, n = 347,000.
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The landscape of AI tools in B2B marketing is starting to stabilize after a period of rapid experimentation. In Q2, 
marketers experimented with many emerging platforms without making firm commitments. By Q3, data indicates a 
move towards more selective and structured use. Key tools like ChatGPT and Midjourney remain central, while new 
enterprise options like Microsoft Copilot and Google Gemini are expanding their presence. This phase of 
consolidation signals an early point of maturity, shifting from curiosity to targeted use, as marketers focus on 
integrating AI tools more effectively into their overall marketing strategies. 

How the AI tool 
stack is evolving

ChatGPT 

Midjourney

Custom AI tools

Claude

Jasper

RANK TOOL

3.19

– 

3.18

– 

– 

Q2 
SCORE

3.63

3.13

3.10

3.09

3.08

Q3 
SCORE

▲ +0.44 

–

▼ –0.08 

–

–

Δ 

↑ Strong rise 

New

Stable

New

New

TREND

*5-point Likert Scale; Watchtower, Global, n = 347,000.
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View from the Observation Deck

Consolidation replaces experimentation 

In Q2, marketers appeared to be testing everything 
at once. By Q3, the data shows early consolidation. 
ChatGPT’s rise (3.63) and the disappearance of the 
“Other” category (3.38 in Q2) indicate that teams are 
shedding peripheral tools and rallying around a 
smaller set of proven platforms. This shift suggests 
growing confidence in core tools that deliver a 
tangible impact on workflow. While the breadth of 
experimentation has narrowed, the market is not yet 
mature, and marketers are still seeking a balance 
between innovation and efficiency as they refine 
their AI stacks. 

Productivity and creative tools 
find equilibrium 

The Q3 data shows a more even distribution 
between productivity and creative applications. 
Tools like Midjourney (3.13) and Jasper (3.08) 
retained their foothold, while enterprise platforms 
such as Copilot (3.04) and Gemini (3.06) gained 
visibility. This indicates a turning point: creativity-
driven adoption has stabilized, while operational AI 
tools are expanding into day-to-day marketing 
infrastructure. Marketers are generating content and 
using AI to manage and measure it, embedding 
intelligence deeper into campaign execution. 

Integration is the new innovation 

Custom-built tools (3.10) held steady, reflecting 
organizations’ desire to align AI with proprietary 
systems and data. Rather than chasing new vendors, 
marketers are focusing on how existing tools fit 
together. Declines in niche tools like Replit (2.89) 
reinforce this trend: novelty is giving way to cohesion. 
This integration-first mindset suggests that the next 
wave of AI maturity will be defined by smarter 
ecosystems that connect tools.

*5-point Likert Scale; Watchtower, Global, n = 347,000.
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Specification. Specialization. Precision. More strategically driven. More content optimization. These are just some of 
the ways AI usage has grown and changed between Q2 and Q3. Marketers are advancing how they use and deploy 
AI as they become more familiar with the best ways to incorporate it into their workflows. The era of AI exploration is 
gaining a tighter focus.

Ad targeting optimization (4.65) 

Chatbots for lead qualification (4.60)

AI for event planning and promotion (4.58)

SEO content generation (4.54)

AI-powered competitor analysis (4.49)

Social media content generation (4.32)

AI-generated video scripts (3.72)

Marketing budget allocation (3.65)

Predictive analytics (3.57)

Customer journey mapping (3.48)

Lead scoring (3.37)

AI-assisted graphic design (3.36)

AI-driven market trend analysis (3.36) 

Audience segmentation (3.33)

Campaign performance forecasting (3.32) 

ABM targeting refinement (3.20)

CRM data enrichment (3.18)

Marketing data cleansing (3.12)

Emerging use cases 

*5-point Likert Scale; Watchtower, Global, n = 347,000.
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View from the Observation Deck

Sharper AI takes aim

In Q2, emerging use cases were broad and 
exploratory, with “perform marketing tasks” 
topping the list. In Q3, they have become much 
more precise. Ad targeting optimization (4.65), 
chatbots for lead qualification (4.60), and AI for 
event planning and promotion (4.58) now lead, 
showing that B2B marketers have identified specific, 
high-value problems to solve. This shift marks a 
move from curiosity to conviction. AI is now being 
applied to core marketing functions that drive 
measurable performance, such as spend 
optimization, conversion acceleration, and 
campaign orchestration. 

Strategy moves to the center 

Q3’s emerging use cases are concentrated in 
analytics, orchestration, and decision intelligence. 
Ad targeting optimization and competitor analysis 
rank among the highest, followed by workflow-
driven tasks like customer journey mapping (3.48) 
and lead scoring (3.37). The data shows a clear 
change in how marketers view AI. The focus is 
shifting from producing content to designing 
systems that connect insights, automate operations, 
and improve performance across the buyer journey. 

Content production is evolving 

While marketers are moving beyond content 
production to more strategic and analytical use cases, 
content remains an important area of experimentation. 
SEO content generation (4.54), AI-generated video 
scripts (3.72), and AI-assisted graphic design (3.36) all 
continue to rank strongly. The strong signal for SEO 
use cases points to a new layer of content strategy. 
Marketers are now thinking about how their brands 
will be surfaced and indexed by large language 
models, not just by traditional search engines. The 
next phase of content optimization is about 
discoverability in AI-driven ecosystems.

*5-point Likert Scale; Watchtower, Global, n = 347,000.
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Are we sustaining adoption or just experimenting faster?

Watchtower data shows a 15% drop in organizational AI adoption this quarter, even as individual 
proficiency rose. Many teams are pausing after early experimentation to recalibrate. Are we building 
for continuity and integration, or just chasing the next model release?

Do our structures support the speed we’re demanding? 

Organizational AI readiness fell 5%, suggesting governance, training, and leadership alignment aren’t 
keeping up. Are our internal systems policy, enablement, and accountability evolving fast enough to 
support how quickly AI is reshaping our workflows?

Where should humans stay in the loop?

Job Confidence rose 17%, showing marketers are finding their footing. Yet creativity and strategy 
remain areas where AI struggles to add true originality. Are we clear on which decisions demand 
human judgment, and which can be safely automated?

How will we measure quality and ROI in the AI era?

Most marketers still lack shared standards for what “good” looks like when AI is involved. Are we 
tracking AI impact with the same rigor as performance marketing and defining clear metrics for 
quality, accuracy, and brand alignment?

Are we designing workflows or just using tools?

The top emerging use cases shifted toward orchestration and optimization, from ad targeting (4.65) to 
event promotion (4.58). Are we connecting these use cases into end-to-end systems, where AI 
enhances performance across the entire buyer journey rather than in silos?

This report isn’t meant to be a data dump. It’s designed to drive strategic discussion. The questions below can help 
your team turn insight into direction. Use them to guide conversations about how your organization will adapt, scale, 
and lead in the next phase of AI adoption.

What should we 
be talking about?

I N T E R C E P T G R O U P . C O M
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*5-point Likert Scale; Watchtower, Global, n = 347,000.
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An invitation
Whether you’re just starting or looking to accelerate a 
journey already underway, we can show you what 
AI-powered B2B marketing really does. 

Get in touch

I N T E R C E P T G R O U P . C O M
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