Despite all the exciting things Al con do, it
can't work on its own. It takes people with

expertise, creativity, ond empathy to harness
Al's potential. It isn't about the technology 9
itself. It's about what you, os marketers, will &

P co with it. Al can't do anything without you — _
but yvou can do so much more with AL" ' /
sean Downey Google's President, Americos .u ..-’

and Global Partners
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Generative Al helps marketers* make significanily
more, higher quality content that performs betier:
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] What are the top use cases for making content with b
generative Al (lop 6)*7
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GeNing idees /  "abairan?  Wriling  aioran  ear9™ creating

marketi
inspiration m':' copy w.:r markefing images
adapting it toa adapting ittoa content
ditferent different
oudience format
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What types of content do marketers use
generative Al to make (iop 6)*7

Social Emails Blog posts Images Product Landing poges
media posts descriptions
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How do marketers 31% 18%

use generative Al I use it to Ll:t'rfmwﬂ::}
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