A RKEHE S
2026 F R =

ZTtE. HEREDAM AN TERINAIERTE EHA A ®

202643H

Deloitte.
Digital



1)
Jo (BIEBAT

2 | EER RS 2026




MBS BT 2R 5 42 =

2T ENEEEBRMETEN. LRMAERIHSTE TEMNTS, ROV, WLT108E8 DARCE T T, &M A TEREM M AL TR B & 1T R R I RERF &
Ak ok

m= woMEo

o
v

FHER I REFTIFR
BRMZE T AL TSR KA, TR, (FOMEsSS

=
=2,
—~J
-
I

WA RKIDE TR ENMEED
B NRIERB SRR T RTATRIAACE, MR s, M ERAE
HERGIAS

g

30
o)
Jo

{ECFORIP IR HE T, MBERK, THEMmEERERIICFO
WERAR
W 45 R

dp
op

KAEREF TG AR
—HEARI ARG, 153 — LB R SR T ME R B 2 IR L

153
=

3 | FEEN T E Y 2026


Presenter Notes
Presentation Notes
European marketing is being reshaped by economic constraint.  AI and changing consumer behaviour will determine who converts pressure into advantage.

Prolonged Low-Growth Economic Environment
Eurozone GDP growth is forecast at approximately 1–1.5%, well below historical norms, with significant divergence between markets. This sustained low-growth context limits organic demand expansion and compresses the upside marketers can realistically generate. Marketing performance is therefore judged within tighter economic ceilings and shorter planning horizons.

Inflation Reshapes Consumer Purchasing Power
While headline inflation has eased, it remains above pre-pandemic averages in many European markets, continuing to erode real disposable income. Consumers are demonstrably more price-sensitive, increasingly down-trading within categories while selectively maintaining spend on perceived value or premium essentials. Loyalty is weakening as value perception becomes the primary decision driver.

Marketing Budgets Under Intensified CFO Scrutiny
A majority of European CMOs report flat or declining marketing budgets, alongside increased finance oversight of discretionary spend. CFOs are applying stricter requirements on ROI, payback periods, and attribution, aligning marketing investment more closely with near-term commercial outcomes. Long-term brand investment faces higher justification thresholds.

Category Dynamics Are Fragmenting
Category growth across Europe is increasingly uneven, with some sectors stagnating or contracting while others polarise between value and premium segments. Retail and FMCG data shows sustained pressure on mid-tier offerings as private labels and premium brands gain share. As a result, growth is less predictable and marketing precision becomes critical.
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STUDENT OPINION

Are You Tired of Influencers?

Do you trust the product recommendations you see on social
media? Or are you increasingly skeptical of people trying to sell
you stuff online?

There's too much advertising on social media, 6 in 10
respondents tell Hootsuite

Hootsuite's Social Media Consumer Report is based on a survey of more than 6,000 respondents between the ages of 18 and
65inthe U.S, Canada, U.K. and Australia.
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Presenter Notes
Presentation Notes
As industries, economies, politics and culture changes, everything about customers is shifting. What they value, what they need, how they buy, how they behave, what they prioritise, the way they live. It is all in flux – with technology accelerating beyond what we could have ever imagined. The pace of change is relentless, and businesses across the globe are struggling to be ready for tomorrow’s customers.
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https://www.deloitte.com/us/en/insights/industry/retail-distribution/consumer-behavior-trends-state-of-the-consumer-tracker/understanding-value-seeking-consumer.html
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Marketing GenAl Use Cases

Selection of Gen Al
Use Case with uplift
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https://www.deloitte.com/us/en/programs/chief-marketing-officer/articles/cmo-survey.html
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https://www.deloittedigital.com/content/dam/digital/global/documents/insights-20250509-2025-marketing-investment-trends.pdf
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Presenter Notes
Presentation Notes
Source: Deloitte Marketing Investment trends report 2025

Impact on marketing and organizations 
Marketing campaigns have become more outcome-focused
Increased scrutiny of the marketing mix and agencies
Mindset of continuous improvement and justification 

Build robust marketing measurement systems
Adopt a culture of continuous optimization
Connect marketing metrics to business outcomes (CFO language)
Balance short-term and long-term investments 
Pursue cost-effectiveness and innovation in tandem

Marketing must prove its value in driving growth, or risk losing influence and budget. In an environment of economic uncertainty and tight margins, companies demand that marketing expenditures translate clearly into revenue, profit, or other tangible outcomes. While marketing budgets remain flat approx. ~7.7% of company revenue (24/25) after higher periods of spending, 59% of CMOs say their current marketing budgets are insufficient to achieve their strategy yet struggle to secure increases without hard evidence of ROI. 
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Presenter Notes
Presentation Notes
In an age of empowered consumers and instant communication, brand trust and purpose have become non-negotiable elements of marketing strategy. Brand trust refers to the confidence consumers have that a company will deliver on its promises, act with integrity, and safeguard customer interests (including data privacy). Brand purpose extends beyond products – it’s the articulation of a company’s values and its role in society (social, environmental, ethical). Today’s consumers, especially in Europe, expect brands to stand for something meaningful and to practice business responsibly. This trend captures the growing importance of authenticity, transparency, and values-driven marketing in building strong customer relationships.

Consumers and regulators increasingly demand proof, not hollow promises. Brands that embed transparency, verified claims and authentic purpose convert trust into measurable commercial value through higher loyalty, price resilience and lower acquisition costs. Conversely, organisations that neglect traceability, governance and genuine purpose risk reputational damage, revenue erosion and investor scrutiny.
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Presenter Notes
Presentation Notes
ACTIONS FOR CMOS
Redesign the org for agility: Cross-functional squads, short cycles, fewer silos.
Upskill internally: Prioritize training in AI, data, creative, and orchestration.
Balance speed and control: Embed governance into agile practices to scale safely


5 I
FrEER \
\

RGALTERR EATERE, BEMSHFTER, REK, EHFANGESREE. B
BE, FONEEFTE MR, WEMENENEH. B~ SmAVETE ST H.

~ CMOHY{TEh
| THERAREMATEE, O ER EEENNEHAL

BB
CMORYASEIG AA BRI, FAMBAIEE RS, HREW T, (CHHIHE
BRAEA, BAKBATA TEEHBOTERRRER, SUBEREREE, T2
STOEE R T A F, IRAEAR S MRS,
6%9 T (NI T BRI A TR RERUHLE

T EEEE ° . RIS & 5 M

RAEEIERI A AR, A TR SR AR I
ONRES NERAAPNETERIRAE, WIBEEN, AR (f
o/ s RN HERRMY

Bl BT BRI, KN S
o E B B 77 A

FERAEIRBRIRIALT . JISLAYZ MRS B D T DU
()Z? AR RAB MR SEIN AT

M HERGED: ATHRESERK, RIEERER, B, B
(083 | mismmmnssmmmns S

B, RERTHE™

@ 4 ‘ NAFREELAET) : NEFKEIE3%, FIRHE AR 52 i HY = 5

16 | EHMFEHES 2026


Presenter Notes
Presentation Notes
Content demand overwhelms capacity: +93% rise: Deloitte Digital, “Marketing content automation takes the front seat—and drives new growth,” 

Source: https://www.deloittedigital.com/content/dam/digital/global/documents/insights-20250127-genai-in-marketing-content-production.pdf (accessed April 18, 2025). 
�


il

SERBRA

RPN B IE K kb Je s hr - FAEE npi O&-hi4E/RiE mraver
licharz@deloitte.nl nfold@deloitte.nl dy@deloitte.nl

17 | GRS RS 2026


mailto:kblicharz@deloitte.nl
mailto:nicholas.pinfold@deloitte.nl
mailto:nicholas.pinfold@deloitte.nl




	Five Trends Shaping Marketing in 2026
	Marketing �as we know it is over.
	From ambition and innovation to efficiency and discipline
	Slide Number 4
	Advantage shifts to brands who adapt to new consumer behaviors 
	AI continues to be �over-simplified in marketing
	Five truths of AI in marketing
	AI will change how marketing works, not just what it does
	 
	Meet the moment, prepare for the future
	 
	1. AI becomes the Operating System of Marketing
	2. Performance, ROI & the End of “Blind” Marketing Spend
	3. Trust, Brand & Purpose Become Economic Assets
	4. Channel Fragmentation, Reinvention of Brand Discovery 
	5. The Marketing Organisation �is Being Rebuilt
	Thank you
	Slide Number 18

