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We are only 
here!



There are so many ways to 
get this wrong.



˹̤̥̠̣̪̚ ̠̖̤̟̕Я̥ ̡̣̖̖̥̒˝ ̦̥̓ ̥̚ ̣̙̪̞̖̤

They were first They won





Long -̥̖̣̞˫ ̖̈Я̣̖ ̟̚ ̟̒ б̡̞̣̖̤̤̠̟̚̚ ̣̖̝̘̟̞̖̟̥̒̚в
б˺̗ ̪̠̦ ̣̖̝̝̪̒ ̨̟̥̒ ̥̠ ̘̖̥ ̥̠ ̒ ̝̝̠̟̓̚̚ ̟̒̕ ̥̙̖̟ ̧̗̖̚ 
̝̝̠̟̓̚̚ ̡̡̖̠̝̖˝ ̪̠̦ ̟̔̒Я̥ ̠̕ ̥̙̥̒ ̨̥̙̚ ̒ ̡̒̚̕ ̠̗̗̖̣̟̘̚з 
you need an indirect business model. Ads are the 
̧̠̠̦̤̓̚ ̠̟̖˟в 

б˺̗ ̪̠̦ ̥̜̖̒ ̒ ̡̡̣̟̝̖̔̚̚̕ ̤̥̟̒̕ ̘̟̤̥̒̒̚ ̤̒̕˝ ̪̠̦Я̣̖ ̝̤̠̒ 
̥̜̟̘̒̚ ̒ ̤̥̟̒̕ ̘̟̤̥̒̒̚ ̣̠̓̒̕ ̖̤̤̒̔̔˟в

в˲ ̨̖̝̝- targeted ad at a specifically relevant point in 
̥̞̖̚ ̤̚ ̥̦̝̝̪̒̔̒ ̠̟̥̖̟̥̔ˬ ̥̚ ̖̟̙̟̖̤̒̔ ̥̙̖ ̡̖̩̖̣̖̟̖̔̚˟в

Ь Marc Andreessen, Co - Founder & Partner, Andreessen 
Horowitz, Co - Founder of Netscape

ά¢ƘŜ ǎƘƛŦǘ ǘƻ !L ōǊƻǿǎŜǊǎ ƛǎ ŀƭǊŜŀŘȅ ƘŀǾƛƴƎ ŀ ƳŜŀǎǳǊŀōƭŜ ƛƳǇŀŎǘ 
on ad exposure. According to early industry analyses, visibility 
for traditional ads could drop by 30% to 40% across various 
stages of the customer journey. As users rely on AI interfaces to 
complete tasks, fewer clicks are made to websites, fewer 
ōŀƴƴŜǊ ŀŘǎ ŀǊŜ ƭƻŀŘŜŘΣ ŀƴŘ ŦŜǿŜǊ ƛƳǇǊŜǎǎƛƻƴǎ ŀǊŜ ǘǊŀŎƪŜŘΦέ



б˲˟˺˟ ̠̖̤̟̕Я̥ ̣̖̞̒̕˟ ˺̥ ̠̖̤̟̕Я̥ ̗̖̖̝˟ ˺̥ ̠̖̤̟̕Я̥ ̞̜̖̒ ̣̥̒˟ ˺̥ 
aggregates it. Our job as creators, as storytellers, and as 
̡̦̝̤̙̖̣̤̓̚ ̤̚ ̥̠ ̞̜̖̒ ̡̡̖̠̝̖ ̗̖̖̝ ̤̠̞̖̥̙̟̘̚ ̣̖̝̒˟ ̙̥̅̒Я̤ ̨̙̪ ̨̖ 
̣̖̥̖̔̒˝ ̟̒̕ ̥̙̥̒Я̤ ̨̙̪ ̨̖Я̣̖ ̤̥̝̝̚ ̙̖̣̖˟в

ЭJim Lee, the legendary artist and DC Comics co - publisher,
explaining ̨̙̪ ̙̤̚ ̡̠̞̟̪̔̒ ̨̠̟Я̥ ̡̡̤̦̠̣̥ ˲˟˺˟- generated 
storytelling or artwork.

̙̖̅ ̡̠̥̞̤̥̚̚Я̤ ̧̨̖̚˫ ˲˺ ̤̚ ̠̟̝̪ ̧̖̖̣ ̧̧̖̣̥̖̒̕̚̚

AI can only reflect the world (unless AGI arrives)
Å No point of view, no interpretation, no perspective
Å Creates abundance, not scarcity
Å б˲˺ ̟̖̖̤̕ ̙̦̞̟̒ ̟̥̖̟̥̚ ̥̠ ̣̖̥̖̔̒ ̞̖̟̟̘̗̦̝̒̚ ̨̠̣̜в

AI needs publishers more than publishers need AI
Å Editorial judgment becomes premium
Å Human perspective = competitive advantage
Å AI models would have complete dead stop of new knowledge 

without journalism and publishers

https://email.puck.






AI vs. human Ь 
Can we tell the 
difference? 
Does it matter?
Å DVJ Insights tested AI- Generated vs. 

human - generated creative across 
1,000 respondents and found no 
significant difference  across metrics*

Å *Unless they identified an ad as AI 
generated, in which case they ranked 
the ads lower**

Å **They frequently guessed wrong



AI advertising
Å More than 90% of advertising will be AI -

enabled by 2029, three years earlier than 
originally anticipated.

Å The vast majority of advertising revenue 
(69.5%)  ̚ ̤ ̝̣̖̪̒̒̕ б˲˺-̖̟̝̖̒̓̕в ̤̒ ̠̗ ̥̙̤̚ ̪̖̣̒˟

Å 42% are currently using Gen AI for media 
planning & activation Ь another 36% are 
exploring 

Å 51% are using Gen AI for video ad creation 
Ь and in 2025,  30% of all digital video ads are 
using Gen AI  for creation or enhancement 

Å The top cited reason is creative versioning 
-  б˺̥Я̤ ̛̦̤̥ ̤̠ ̞̦̙̔ ̡̙̖̖̣̔̒˟ ˳̣̟̤̒̕ ̟̖̖̕ ̒ ̝̠̥ 
̠̗ ̠̟̥̖̟̥̔˟в

Å 81% of brand - side martech  leaders  are piloting 
or fully implementing AI - agent programs 



Dynamic creative generation & optimization

Production Efficiency Gains:
Å Unilever: 400 assets per product  

using AI (vs. 20 previously)
Å 30% faster creative production , 

effectiveness measures doubled
Å Advertisers & agencies adopting 

AI cut production spend by 27%
Å 40% reduction in time from client 

brief to content delivery



GM: Taking back brand ownership
˸˾Я̤ ˲˺- Driven Marketing Revolution:
Å Brought brand strategy back in - house
Å Restructured entire marketing stack including 

media, creative, analytics, and operations
Å Hired new agency specifically to use AI for 

personalizing thousands of pieces of creative content
Å Consolidated creative across  new agency roster

"The challenge was clear. We had to change how 
marketing worked. We had to drive more growth with 
less money. And to do that, we rethought everything. 
Core to our new approach was GM owning more of its 
̞̣̜̖̥̟̘̒̚ ̧̥̥̖̤̒̔̚̚̚˟в



What happens to agencies?



Winners & Losers
Publicis' Blueprint for Success:

Å 80% of media ad dollars  now come from AI -
driven work across planning, buying, 
optimization and measurement 

Å Creative revenue grew from 20% to 25%  
of total revenue as AI - improved media buying 
lifted creative operations 

Å One - third of creative revenue  now generated 
through AI - enabled production platform 

Å Won Coca - Cola North America account 
without a pitch based on AI capabilities 









Emerging Hybrid Approaches

Why AI Alone Doesn't Work Yet:
Å AI models cannot consistently make micro 

adjustments  needed for high - quality final 
images

Å Brands rarely request ads generated entirely 
with AI

Å When agencies, clients, and directors have 
"extremely detailed notes," you need 
traditional pipelines

Å Mungo Maclagan (Stink Films): "AI is not 
giving you that level of specificity and micro 
tweaks that you're looking for"



̙̖̅ ̠̞̟̘̔̚ б˶̧̖̟̥ ˹̠̣̫̠̟̚в ̗̠̣ ˲̖̙̅̔̕
Agent - to - Agent 
Advertising
Å Most SSPs & DSPs 

become obsolete
Å Future is publisher - to -

buyer AI interfaces
Å Real- time creative 

testing, auto - optimized
Å Seamless integration 

between 1PD and buyer 
requirements

Å Instantaneous deal -
making based on 
performance 
algorithms



Agentic Infrastructure Development
Å Yahoo is testing six new AI agents designed to 

help automate ad campaigns, improve 
campaign performance, and measure outcomes

Å MiQ's  Sigma saves 6,000 hours since May 2025 : 
AI agent analyzes campaigns, driving 132% 
conversion lift, 57% cost per action decrease.

Å Platforms like Viant investing in Model Context 
Protocol (MCP) servers to enable DSPs and SSPs 
to communicate agent - to - agent directly.

Å Agents handle routine programmatic tasks : 
Real- time bid optimization, campaign pacing, 
performance comparisons across platforms, 
even writing client emails with campaign data.

Å Infrastructure gaps slow adoption : 
Organizational readiness is biggest barrier Э
companies need systems that can "consume the 
AI and execute against it."



Agentic Protocols for Programmatic



Marketing Mix Modeling (MMM) made viable



Signals are the bridge to new demand

Publisher signals (1PD + 
Commerce Intent) open the 
door to new budgets

Retail Media is a $170B global 
market 
Å Will overtake total TV 

spend for first time in 2025
Å +15.6% growth rate (2x 

overall ad spend growth)

CTV is projected to grow 13% 
in 2025 to $33B ($47B in 2028)
Å 2- 3x faster than market



Data + signals + AI can unlock new revenue




