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* Controlis shifting
downstream




Being found is no
longer enough

For two decades, the tricky bit was catching your prospective customers’
attention. Once you had it, you were in control of the customer journey.
Prospects discovered you through search, visited your website, consumed
your content, and converted on your properties. You owned the message.

THAT'S ENDING.

Al agents are becoming the new generates shortlists before any human
interface layer between you and your visits your website. Being found is no
prospects, and that’s shifting the longer enough. Your first touchpoint
moment you gain control over the with your actual buyer now occurs after
relationship downstream. When a buyer their Al assistants have decided you’re
asks Claude or ChatGPT a question worth considering. This is the connection
like ‘find consultancies with deep CMS drift: the systematic displacement
expertise in financial services’ or ‘what’s of meaningful customer connection,

the best noise-cancelling headphones shifting from channels you control to
under £300’, the Al scans the relevant platforms you don'’t.

content, builds capability profiles, and
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Why this is profoundly disruptive

It’s not that Al makes research easier. It’s that the infrastructure you built assumes you control discovery.

©

Your
website?

Becoming the delivery
layer rather than the
acquisition engine.

@

Your nurture
sequences?

Arriving after Al has
already handled most
touchpoints, ignoring your
emotional messaging.

O

Your attribution
models?

Measuring a shrinking
portion of the actual
buying journey.

Your content
strategy?

Optimised for humans,
not the Al intermediaries
deciding if you’re worth
their user’s time.

The instinctive response, doing existing marketing faster with Al, doesn’t address the fundamental shift. You’re optimising channels that matter less every day.
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This i1s happening now

It’s not that Al makes research easier. It’s that the infrastructure you built assumes you control discovery.

Corporate procurement Your reputation exists Attribution is breaking

Al is already deployed in distributed form faster than you think

Enterprise procurement teams Al synthesises sentiment from reviews, If Al handles discovery, research, and

are using Al tools today that testimonials, case studies, LinkedIn comparison autonomously, traditional funnel
scan vendor content and build posts, and industry commentary across metrics become less reliable. Customer lifetime
shortlists. Your content is being platforms you don’t control. Delivery value matters more than acquisition source.
evaluated by systems you’ve quality and client advocacy aren’t just Advocacy metrics become leading indicators.
never optimised for. ‘nice to have’, they’re training data shaping Delivery excellence predicts repeat business

how Al represents you to future prospects. better than click-through rates.
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> The three
strategic shifts




The three
strategic shifts

From discoverable
to persuasive

Traditional SEO optimised for
appearing in results. Al-era
strategy requires optimising for
preference, ensuring Al agents
actively recommend you over
competitors. You’re trying to be
the answer Al provides.

Dual-audience content
infrastructure

Your content must tell compelling stories for
human buyers whilst providing structured
data enabling Al accurate representation.
When Al evaluates ‘companies with proven
delivery capability’, your messages need to be
correctly understood and evidenced for Al to
put you forward.

Maximising the online
moment of fulfilment

It Al handles discovery and shortlist
generation, the moment prospects arrive
on your properties becomes critical.

You need platform infrastructure and Al
orchestration that makes every online
interaction intelligent, even when
traditional attribution data has vanished.
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* The questions
leaders are
asking




IT IS_

¢¢ What does marketing
become when we
must maximise
every online
Interaction because
we can’t control the
journey leading to it?



Most marketing
organisations
aren’t structured
to answer this

The organisations adapting successfully are asking
different questions:

Ol

How do we ensure
Al agents accurately
understand and
recommend us?

03

What does dual-audience
content (human + machine)
actually require technically?
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How do we build flexibility
to adapt as Al requirements
evolve weekly?
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What platform infrastructure
enables intelligent
experiences when we can’t
track the journey?
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Which metrics remain
predictive when
attribution breaks?
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* Addressing
this challenge




The organisations adapting successfully
aren’t waiting for perfect clarity about

which Al systems wi
quickly this shift wil
building capability t

| dominate or how
complete. They’re
hrough focused

action, positioning t

nemselves as part of

the ecosystem shaping how Al-mediated
customer acquisition emerges rather than

simply reacting to it

once patterns solidify.




What

But organisations with the right
infrastructure and expertise aren’t
paralysed by this uncertainty.
They’re adapting faster than
competitors still optimising
yesterday’s channels, building
flexibility that works regardless
of which specific Al systems
dominate, and positioning
themselves to shape how Al-
mediated customer acquisition
emerges in their sectors.

happens next

The connection drift isn’t stopping. Marketing interfaces
will continue fragmenting as new Al platforms emerge and
existing ones evolve their requirements. Attribution will
become less reliable. The moments where you control
customer connection will become fewer and higher-stakes.

The question isn’t whether
your marketing interfaces will
fragment. They already are.
The question is whether you’re
building the infrastructure,
expertise, and frameworks to
operate effectively when that
fragmentation accelerates.




Let’s talk

To explore how these shifts affect your organisation,

get in touch

: /f\\
Chris Sheldon HH
Head of Growth "4

chris.sheldon@msgdx.com  @msqdx msqgdx.com




