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Executive Summary

Marketing is undergoing a structural transformation. Companies in the digital sector
operate in an environment with increasing demands for impact, efficiency, and control,
while budgets remain largely stable. This study shows how marketing organisations
manage this tension, what priorities they set, and what role digitalisation, automation,
and regulation play.

The study examines marketing practices in companies from a microeconomic perspec-
tive. The focus is on the use of marketing budgets, the prioritisation of measures, and
the organisational and structural framework conditions under which marketing is
managed today. It is based on an online survey of 180 companies from the digital
industry in Germany, conducted between calendar week 44 and week 50 in 2025. The
results are not representative, but they highlight key trends and structural tensions in
current marketing practice.

Key Findings:

= Marketing Budgets Are Stable, Priorities Are Shifting
Marketing budgets remain stable at an average of 4.1 percent of revenue. The
transformation of marketing is less driven by increasing budget shares and more by
efficiency gains, automation, and data-driven scaling.

= Growth and Relationship Management Shape Marketing Objectives
Marketing clearly focuses on business-relevant goals. For the vast majority of
companies, acquiring new customers (91 percent), customer retention (89 percent),
and building trust (87 percent) are key priorities.

= Digital and Data-Driven Measures Shape Everyday Marketing
CRM marketing (72 percent), social media marketing (62 percent), and event market-
ing (60 percent) are the most commonly used marketing tools. At the same time,
there is a growing shift towards integrated, data-driven approaches, while event
marketing continues to account for the largest share of the marketing budget.

= Automation and Al Are Becoming Significantly More Important
76 percent expect marketing automation to become more important. At the same
time, 35 percent identify a lack of Al strategy, and 34 percent cite insufficient inte-
gration of Al as an internal challenge. 84 percent consider Al the most important
influencing factor for marketing in Germany.

= Cost Pressure and Resource Constraints Are Burdening Marketing Organisations
54 percent each cite cost pressure and the automation of marketing processes as
the most significant internal challenges. 43 percent see an increasing need for
resources for content creation, and 38 percent for managing social media activities.

= Regulation and Data Protection as Ambivalent Framework Conditions
54 percent see data protection requirements and regulation as the most significant
external challenges. At the same time, 64 percent see data protection as contribut-

ing to stronger brand trust.
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Database

What position do you hold in your company?

Executive management/CEO or member of executive management - 9

Middle management, e.g., department or division head _ 38
Team or project lead with budget responsibility _ 24

Team or project lead without budget responsibility - 7

Other I 2

Base: All surveyed companies (n=180) | Deviations from 100 percent are due to rounding | Source: Bitkom Research

in percent

Figure 1: Position in the company

To whom is your company’s business model primarily targeted?

Primarily towards private customers (B2C) . 3

Primarily towards public institutions (B2G) - 6

Mixture of B2B and B2C - 14
Mixture of B2B and B2G _ 19

Mixture of B2C and B2G I 1

Don't know/no answer I 1

Base: All surveyed companies (n=180) | Deviations from 100 percent are due to rounding | Source: Bitkom Research

in percent

Figure 2: Business model



Database

Into which revenue size class did your company fall in the current fiscal year across all locations in

Germany? This refers to total annual revenue.

Up to less than 1 million euros l 4

1 million euros to less than 10 million euros _ 20
10 million to less than 50 million euros - 19
50 mllllon eros and more _ 45

Don't know/ no answer - 11

Base: All surveyed companies (n=180) | Deviations from 100 percent are due to rounding | Source: Bitkom Research

in percent

Figure 3: Revenue Size Class

Number of employees

1to9
10to 49

50 to 249

-

Don't know/ no response | 1

Base: All surveyed companies (n=180) | Deviations from 100 percent are due to rounding | Source: Bitkom Research

Employees in the "Marketing" sector

1to9 53

10to 49 34

50to 249 7

250 and more N 2

Don't know/ no response [ 3

in percent

Figure 4: Number of employees and number of employees in marketing
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L Importance of Marketing
Within the Company

11 Marketing Budget as a Share of Revenue

What is the total marketing budget in relation to your company's revenue?

2025

2022

2021

2020

Basis: All surveyed companies (n=180) | Source: Bitkom Research

5.4

in percent

Figure 5: Average marketing budget as a share of company revenue

Companies' marketing budgets remain largely stable relative
to revenue. At an average of 4.1 percent of revenue, the
long-observed trend of marketing budgets not expanding

proportionally with company revenue continues.

This stability points to a changing role for marketing: In a
challenging economic environment, marketing resources are
managed less through higher budget shares and more
through targeted allocation. Efficiency, prioritisation, and
scaling are becoming increasingly important, particularly
through the growing use of digital technologies and automa-
tion. At the same time, the digital marketing market in

Germany continues to grow in overall volume.

The transformation of marketing is therefore primarily taking
place through changes in resource allocation and new ways
of working, rather than through increasing budget shares at
the company level. Marketing is increasingly understood as a
strategic instrument for securing market positions and

strengthening competitiveness.

The largest stated share of companies allocates ~between 1
and 3 percent of revenue to marketing. However, it is note-
worthy that a significant proportion of companies cannot or
do not wish to disclose this information. This indicates that
budget transparency and allocation remain structural chal-
lenges for many organisations. Instead of higher marketing
budgets, the strategic prioritisation of existing resources is

becoming increasingly important.

10
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1.2 Marketing Budget by Cost Types

How is your company's total marketing budget distributed across the following types of costs in

percent?

Internal personnel costs

Other costs

Media services

External services

Marketing technology / Software

Base: All surveyed companies (n=180) | Average values in percent | Not shown: "Don't know/no answer" | Source: Bitkom Research

I 2025
41 [ 2022

in percent

Figure 6: Distribution of the marketing budget across various cost types in the years 2022 and 2025

The distribution of marketing costs shows a significant shift
within marketing organisations: Internal personnel costs still
represent the largest cost category (38 percent), while
expenses for external services have declined (15 percent in
2025). This indicates that companies are increasingly building
marketing capabilities in-house and bringing tasks back into

internal structures over the long term.

At the same time, a significant increase can be observed in
the category «Other Costs,” which accounts for 22 percent.
This development points to growing expenses beyond tradi-
tional measures, such as data protection and compliance

requirements, internal process adjustments, investments in

data infrastructure and data quality, training, as well as
project-related services at the interfaces with IT, sales, or

product development.

Structural Change in Marketing

Marketing is increasingly moving beyond a
purely campaign-driven logic and becoming a

continuous, data-driven function that closely

collaborates with other areas of the company.

n
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2 Strategic Alignment & Marketing

Measures

2.1 Priorities of Marketing Objectives

What priority do the following marketing goals currently have for your company?

Acquisition of new customers 69
Customer retention 53
Building trust 49
Lead generation 67
Brand image 41
Brand awareness 48
Thought leadership 34
Market development 28
Employer branding 17 EE)

Sustainability communication | & 34

Basis: All surveyed companies (n=180) | Data for "High Priority" and "Medium Priority" | Source: Bitkom Research

22 91 [ High Priority
Il Medium Priority
36 89
38 87
20 87
43 84
29 77
36 70
31 59
52

o

Figure 7: Priorities of Different Marketing Goals

The prioritisation of objectives clearly emphasises a
results-oriented approach to marketing. The primary focus is
on directly business-relevant goals, such as acquiring new
customers (91 percent) and strengthening existing customer
relationships (89 percent). In addition, building trust is becom-
ing increasingly important (87 percent) and highlights the role
of marketing as an interface between market engagement

and long-term customer relationships.

Image- and reputation-related goals remain relevant but play
a more secondary role. Sustainability communication is
significantly less frequently prioritised as an independent

marketing objective.

Marketing as an Operational Function

with operational priorities.

Marketing objectives are increasingly aligned
with measurable contributions to market

growth and customer development. Long-

relevant but take a secondary role compared

term and communication-related goals remain



2.2 Implemented Marketing Measures

What marketing measures are currently being implemented in your company?

CRM Marketing 72%
Social Media Marketing 62%
Event Marketing 60%
Corporate Communications 52%
Content Marketing 51%
Employer Branding 51%
Branding Campaigns 45%
Search Marketing 44%
Marketing Automation 43%
Traditional Advertising 23% 11%

Retail Media 13% 2%

- We implement internally - We implement internally and externally

- We implement externally

Basis: All surveyed companies (n=180) | Deviations from 100 percent are due to rounding | Source: Bitkom Research

We do not implement

4% 10% 2%
R 7% %
7% 3% 1%
6% 9% 2%
A
2% 13% 3%
9% 14% 2%
T 7% 2
28% 6%
36% 6%
63% 9%

100%
Don't know / no response

Figure 8: Implementation of various marketing measures (internal/external)

The implemented marketing measures show how companies
translate their strategic objectives into practical action.
Particularly common are measures that can be continuously
integrated into existing customer and communication
processes. CRM marketing is implemented internally by 72
percent of companies, social media marketing by 62 percent,
and event marketing by 60 percent. Corporate communica-
tion (52 percent) and content marketing (51 percent) are also

implemented internally by around half of the companies.

What stands out is the generally high level of internal imple-
mentation across almost all measures. Marketing is therefore
primarily organised as an ongoing operational function
within companies, rather than being understood mainly as

sporadic campaign-based work.

External support remains relevant, but is used more selec-
tively, for instance in search engine marketing or marketing
automation, where internal and external implementation are

often combined.

Dialogue Over Reach

Marketing measures are increasingly used
where direct customer interaction,
relationship building, and measurable impact
are possible. Broad-reaching but less targeted

formats are becoming less central.

14



2.3 Distribution of the Marketing Budget Across Specific Measures

How is your company's marketing budget distributed across marketing activities?

Event marketing

Brand and content communication

Social media marketing

Search and trading platforms

Customer communication

Traditional advertising

Base: All surveyed companies (n=180) | Average values in percent | Not shown: "Don't know/no response" | Source: Bitkom Research

m I
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)

12

in percent

Figure 9: Distribution of the marketing budget across various marketing activities

The budget allocation reveals a clear focus on key marketing
activities. Event marketing accounts for 34 percent of the
marketing budget, highlighting the continued importance of

personal interaction and direct customer engagement.

Digital measures such as online marketing and social media
also account for substantial shares of the budget, comple-
menting physical formats with scalable, continuous, and
comparatively cost-efficient touchpoints. The budget alloca-
tion therefore reflects less of an either-or approach and more
a deliberate combination of resource-intensive in-person
formats and scalable digital channels along the customer

journey.

Physical and Digital Considered Together

Marketing budgets reflect the interplay
between digital channels and personal

formats: While digital measures enable

scalable reach and efficiency, physical formats

are used strategically to deepen customer

relationships.



2.4 Future Relevance of Marketing Measures

How do you expect the relevance of marketing measures for your company to change?

Marketing automation
Content marketing
Social media marketing
CRM marketing
Branding campaigns

Search marketing

76%

63%

50%

47%

44%

41%

Corporate communication 34%
Event marketing 30%
Employer branding 28%
Retail media 14% 23%
Traditional advertising ¥4 28%

|| becomes (rather) more important [ | stays the same

Base: All surveyed companies (n=180) | Deviations from 100 percent are due to rounding | Source: Bitkom Research

14% 3% 7%
32% 2% —3%
39% 6% 5%
42% 6% 6%
44% 7% 4%
44% 11% 4%
54% 7% 5%
54% 12% 4%
51% 12% 9%
32% 31%
59% 8%
1010%
becomes (rather) less important Don't know / no answer

Figure 10: Expected development of the relevance of marketing measures

Looking ahead reveals a clear shift towards more data-

and technology-driven marketing approaches. In particular,

marketing automation is gaining significant importance:

76 percent of companies expect it to become more import-

ant in the future. Content marketing (63 percent) and social

media marketing (50 percent) are also expected by the

majority of companies to increase in importance.

At the same time, established measures continue to maintain

a high level of relevance. CRM marketing is considered likely

to become more important in the future by 47 percent of

companies, and content marketing and social media continue

to provide a stable foundation for marketing activities.

Physical formats such as event marketing remain relevant for

many (30 percent expect their importance to increase), but

overall they are losing relative importance and are increasing-

ly being integrated into digital customer journeys.

Efficiency as a Future Success Factor

The future significance of marketing measures
will be determined less by the emergence of
new channels and more by the level of auto-
mation and integration. Technology will
become the central lever for increasing

impact, scalability, and efficiency.




2.5 Future Budget Allocation for Marketing Activities

How will the budget share for marketing measures develop?

Classic advertising

Event marketing

Search and trading platforms

Social media marketing

Brand and content communication

Customer communication

48% 14%
4% 17%

T

100%

[ ] Share will increase Share will remain the same Bl Share will decrease Don't know / no response

Base: All surveyed companies (n=180) | Deviations from 100 percent are due to rounding | Source: Bitkom Research

Figure 11: Expected development of the budget share for marketing activities

Expectations for future budget allocation are largely stable
overall. For key marketing activities such as brand and con-
tent communication as well as social media marketing,
around 42 to 48 percent of companies expect budget shares
to remain unchanged, with only a few expecting significant
shifts. At the same time, a shift in the relative importance of
individual measures is emerging within these stable budget
frameworks—investments are gradually moving away from
traditional, comparatively costly advertising formats towards
digital and online channels that offer scalable reach, targeted

engagement, and greater controllability.

While budget shares remain largely constant, the demands
on marketing continue to increase: more channels, more
content, and greater personalisation. At the same time, rising

costs, scarce personnel resources, and regulatory require

ments make the implementation of data-driven approaches
more challenging. Marketing is therefore facing less of a pure
budget constraint and more the challenge of achieving more

with existing resources.

More Demands, Limited Leeway

Marketing budgets remain largely stable,
while activities are increasingly shifting
towards digital and scalable channels. The cen-
tral challenge is to balance rising expectations
regarding impact, content, and personalisa-
tion with limited financial and human resourc-
es, as well as increasing requlatory require-

ments.




Digital Fairness Act: "Unfair Personalization Practices”

Personalisation is a central component of modern
marketing strategies. It enables more relevant and
individually perceived communication, more effi-
cient processes, and an improved customer experi-
ence. With increasing automation and the use of
artificial intelligence, personalised communication
is gaining further importance. At the same time,
personalisation is increasingly becoming the focus
of requlatory debates at the European level. Within
the framework of the planned Digital Fairness Act
(DFA), the European Commission is discussing,
among other things, so-called "unfair personalisa-

tion practices.”

Personalisation: Already Clearly Regulated

From Bitkom’s perspective, it is important to note that
personalised marketing measures are already subject to clear
legal requirements. Data protection regulations—particularly
the provisions of the GDPR—clearly define the conditions
under which personal data may be processed. What is crucial
is not personalisation itself, but how it is implemented in
practice. When properly implemented, personalisation is
compatible with data protection and fairness requirements.

Technology as an Enabler for Privacy-Compliant
Personalisation

Technological developments are creating new opportunities

to implement personalisation in a data-efficient and regula-

tion-compliant way. This includes, in particular, decentralised
and data-minimising approaches, such as edge processing.

Automation and Al can therefore not only enable efficiency
gains but also support the more effective implementation of
data protection requirements.

Connection to the Study Results

The results of this study show that marketing automation
and data-driven measures will continue to gain importance
in the future. In this context, a differentiated regulatory
approach is essential: blanket restrictions on personalised
approaches could limit innovation potential and undermine
efficiency gains in marketing.

7 Position Paper

"Digital Fairness Act"
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3 Internal & External
Challenges




3 Internal & External Challenges

3.1 Current Internal Challenges in Marketing

What internal challenges do you currently see for your company's marketing?

Cost pressure

Automation of marketing processes
Increasing resource needs for content creation
Budget cuts

Increasing resource needs for social media
Coordination of marketing processes

Lack of Al strategy

Lack of Al integration

Lack of digital skills in the team

I currently don't see any particular internal challenges - 4

Basis: All surveyed companies (n=180) | Multiple responses possible | Source: Bitkom Research

54

54

: |
> w
vyl
w
oy
IS
<)
N
w

17

in percent

Figure 12: Internal challenges for marketing

Internal challenges in marketing are primarily shaped by
pressure to increase efficiency and deliver results. Cost pres-
sure and the automation of marketing processes are men-
tioned as central challenges by 54 percent of companies. At
the same time, operational effort is increasing: content
creation and the management of social media channels in
particular are becoming increasingly resource-intensive. There
are also structural issues such as budget cuts and the coordi-

nation of increasingly complex marketing processes.

A further notable finding is the gap between ambition and
practical implementation in the use of new technologies.
Many companies see automation and Al as necessary levers
but have not yet developed clear strategies or achieved

sufficient integration into existing processes.

Efficiency as a Permanent Task

Marketing faces the ongoing challenge of
meeting increasing demands with limited
resources. Automation and Al are seen as key

solutions—but at the same time they present

their own internal implementation challenges.

20



3.2 Current External Challenges in Marketing

What external market and technology challenges is your industry’s marketing currently facing?

Data protection requirements and regulations

Difficulty in measuring marketing activities _ 47

27

vl
N

Consolidation of media providers

ESG requirements for marketing processes 13

Consolidation of platform providers

[N
N

Sustainability requirements for communication - 8

| currently do not see any particular external challenges . 4

Basis: All surveyed companies (n=180) | Multiple answers possible | Source: Bitkom Research

Figure 13: External market and technology challenges

The biggest external challenges for marketing lie in the increasing the need for clear regulatory frameworks, reliable
regulatory and economic environment. Data protection data structures, and legal certainty.

requirements and regulation are perceived by more than half
(54 percent) of companies as a major challenge, particularly
affecting data-driven and personalised marketing approach-
es. Additionally, economic uncertainties (48 percent) and the A Complex Environment and Increasing Need
increasing complexity of data management (46 percent) for Control

complicate the planning and management of marketing
activities. The measurability of marketing measures (47 Regulatory requirements, economic uncertain-
percent) also remains a challenge for many companies, ties, and increasing data complexity are
especially in an environment characterised by fragmented
el s Tt dis st reshaping the framework conditions for mar-
keting. Robust data strategies, reliable mea-
Taken together, the results show that external conditions surement approaches, and greater cIarity in
significantly increase the complexity of marketing manage-
ment. Regulation, market uncertainty, and data complexity the regulatory framework are therefore essen-

do not act in isolation but instead reinforce each other, tial.

21



Online Advertising and Digital Levy

Online advertising is a central component of digi-
tal value creation. It finances numerous digital
business models and enables companies to effi-
ciently market their products and services. For
marketing, it is not only a communication tool, but
a fundamental prerequisite for reach, growth, and
competitiveness. At the same time, political discus-
sions about the introduction of a digital levy are
intensifying. In particular, proposals have been

made to impose a levy on online advertising.

Importance of Online Advertising for Companies

Online advertising is essential for the revenue models of
many digital business models—from e-commerce platforms
to social media services—and supports the provision of a
wide range of digital services. It enables scalable reach,
targeted engagement, and measurable results, making it a
key driver of data-driven marketing strategies. For small and
medium-sized enterprises (SMEs) in particular, online adver-
tising is a vital element of their marketing strategy. It allows
efficient access to markets, customer groups, and digital

sales channels—even with limited budgets.
Impact of a Digital Levy on Marketing

Price increases for online advertising would significantly limit
the sales and marketing opportunities of many companies
and weaken their competitiveness. Rising costs would mainly
affect SMEs, whose marketing budgets are already under
pressure. An additional levy on specific digital business

activities, such as e-commerce revenue or cloud services,
would also have considerable negative effects on digital
business models and the provision of digital services. Such
measures could further discourage investment in digital

infrastructure, innovation, and data-driven marketing.
Connection to Study Results

The results of the study show that companies are increasingly
focusing on the efficient use of their marketing budgets and
prioritising investments accordingly. At the same time,
data-driven and digital marketing measures are becoming
more important. An additional financial burden on key digital
marketing channels would counter these developments and
further limit the scope for innovation and growth.

22
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4 Data Protection & Marketing

4.1 Consequences of Data Protection Regulations

To what extent do the following topics play a role in your company's marketing as a result of data

protection regulations?

64

Strengthening Restrictions on Innovation hurdles
trust in the brand personalization due to regulation
and targeting

Base: All surveyed companies (n=180) | Information for "Very large role" and "Rather large role" | Source: Bitkom Research

63
54
I |

in percent

Drivers for new Competitive advantage
technologies through transparency
in data protection

Figure 14: Consequences of data protection regulations for corporate marketing

Data protection regulations have a dual impact on market-
ing: On the one hand, they are perceived by many companies
as restricting data-driven approaches—particularly in person-
alisation and targeting (63 percent), but also in terms of

innovation potential (54 percent).

On the other hand, there is also a positive impact on brands
and customer relationships: For 64 percent of companies,
data protection makes a significant contribution to strength-
ening brand trust. Data protection is therefore not only seen
as a regulatory requirement but increasingly as an element

of credible and transparent communication.

Between Restrictions and Trust Anchors

Data protection fundamentally reshapes
marketing: It limits data-driven approaches
while simultaneously strengthening trust and
credibility. Successful marketing must

reconcile both perspectives.

24



4.2 Limitations Due to Data Protection Regulations

To what extent do you see restrictions due to data protection regulations in the following areas?

2
2 28
23

User tracking Consent Processing of Personalization ~ Sharing
management customerdata  of content data with
third parties

17

Email
marketing

Basis: All surveyed companies (n=180) | Figures for «Large restrictions” and «Rather large restrictions” | Source: Bitkom Research

13

12
Use of Social media
marketing advertising
tools

Use of data
clean rooms
and ID
solutions*

*Data Clean Rooms:

Secure data environments
where companies can
collaboratively analyze data
without exchanging personal
data.

ID Solutions:

Alternatives to cookies that
enable user recognition, for
example through logins or
anonymous identifiers.

in percent

Figure 15: Restrictions due to data protection regulations

The perceived restrictions due to data protection regulations
mainly affect areas in which marketing relies heavily on data.
The effects are particularly evident in user tracking and
consent management—areas where data is collected, com-

bined, and analysed.

The processing of customer data and the personalisation of
content are also perceived by a considerable share of compa-
nies as being significantly restricted. In contrast, the limita-
tions are much less pronounced in operational channels such
as email marketing, marketing tools, or social media advertis-
ing. Data protection therefore primarily affects the data-in-

tensive touchpoints along the customer journey.

Data Protection Meets the Data Core

Restrictions primarily arise in areas where

marketing depends on data: in tracking,

consent management, and data processing.

Practical solutions are therefore needed that

reconcile data protection with effective data

use and operational control.

25



Outlook: "Cookies" and Future Regulations

"Cookies" and comparable tracking technologies
are a central tool for data-driven marketing: they
enable reach measurement, performance monitor-
ing, personalisation, and the management of
digital marketing activities. At the same time, they
are among the most heavily requlated areas of

digital marketing.

Currently, the General Data Protection Regulation (GDPR),
the ePrivacy Directive, and national interpretations signifi-
cantly shape the practical use of cookies. The results of this
study show that companies perceive significant restrictions,
particularly in user tracking and consent management, and

report increasing legal uncertainty.

Current Discussion at EU Level

In this context, the European Commission is pursuing a new
approach with the so-called «Digital Omnibus” package:
instead of introducing a standalone ePrivacy Regulation,
access to end devices—and thereby also the use of cookies—
is to be more systematically integrated into the framework of
the GDPR in the future. A central element is the proposal of a
new Article 88a GDPR, which aims to regulate access to end
devices on a risk-based basis and replace the fragmented

cookie regime that has evolved over the years.

This marks the first clear direction for future regulatory
development: moving away from a blanket consent require-
ment towards greater differentiation based on the risk and
purpose of data processing. In particular, there is intensive
debate at EU level about whether and to what extent the use
of cookies in the future could rely on alternative legal bases
under the GDPR, such as legitimate interests, similar to other
forms of data processing. The goal is to focus consent

requirements on situations where a higher level of protection

is genuinely required, while effectively reducing consent
fatigue.

In parallel, the Commission’s draft also proposes
machine-readable preference signals under Article 88b GDPR,
intended to technically simplify cookie decisions. However,
this concept is highly controversial, as it raises new legal and
practical questions and could further increase dependency

on dominant browser providers.

Significance for Marketing

These developments are highly relevant for marketing. If a
risk-based approach prevails, certain data-driven applica-
tions—such as reach measurement, contextual advertising,
frequency capping, or fraud detection—could in future be
possible without mandatory consent. This would significant-
ly improve the measurability, efficiency, and predictability of
digital marketing activities while also enhancing the user

experience.

Conversely, there is a risk that maintaining the current con-
sent-based model could lead to additional technical and
organisational complexity without significantly strengthen-
ing data protection. The study therefore highlights that
companies are increasingly seeking regulatory solutions that
balance data protection, economic viability, and innovation

capacity.

Overall, cookie regulation at EU level is at a turning point. The
trend towards greater harmonisation and risk-based differen-
tiation is becoming apparent, but the precise regulatory
framework remains the subject of intensive political and
technical discussions. For marketing managers, it will be
crucial to closely monitor and strategically assess these
developments at an early stage.
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5 Trends & Future Prospects

5.1 Trends in Marketing, PR, and Social Media

Data-Driven Marketing

—

and Platform Ecosystem

_—

Influencer and Creator Marketing

Artificial Intelligence

Personalization
Changes in the Media %

Social Media Marketing

=

Customer Experience

Data Protection &
Cookieless Future

Figure 16: Trends in Marketing, PR, and Social Media

The identified trends reflect the ongoing digitalisation of
marketing: Artificial intelligence, data-driven marketing, and
personalisation symbolise the shift from communica-
tion-driven marketing towards system- and data-based
approaches. In this context, marketing increasingly assumes
a connecting role between technology, data, and customer
interactions. Customer experience becomes the central
reference point at which digital processes, channels, and

content converge.

This transformation is complemented by changes in the
media and platform landscape as well as the growing impor-

tance of social channels. Marketing thus becomes increasing-

ly embedded in company-wide digital processes and is less

viewed as an isolated communication discipline.

Marketing as a Digitalisation Function

Marketing is increasingly both a driver and a
user of digital technologies. Trends such as Al,
data integration, and customer experience are
turning marketing into a central component of

companies’ digital transformation.
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5.2 Impact of Trends on Budget and Investment Decisions

Which of these trends will have the greatest impact on your company's marketing budget and
investment decisions by the end of 2027?

rtiical nteligence. | 7
pata-driven marketing || NN -+
ey
customer Experience [ NNNNRRDNMEE 33
Personalization _ 32
Social Media Marketing _ 29
Changes in the media and platform ecosystem _ 25
Employer Branding _ 19
Influencer and Creator Marketing _ 14
Data protection and Cookieless Future _ 13
Corporate Influencer _ 12
ESG Communication - 8
Social Commerce - 7

Base: All surveyed companies (n=180) | Multiple responses possible | Source: Bitkom Research

Retail Media
.

Figure 17: Impact of marketing trends on budget decisions

The impact of trends on budget and investment decisions
highlights that the digitalisation of marketing is increasingly
driven by technological decisions: Artificial intelligence is by
far the most important driver of future investments and is
considered relevant for budget allocation by a large majority

(74 percent) of companies.

In addition, data-driven marketing (54 percent) and customer
experience (38 percent) are also gaining importance. Invest-
ments are therefore guided less by individual channels and
more by companies’ ability to systematically connect data,

processes, and customer interactions.

It is noticeable that traditional marketing disciplines and
highly specialised individual channels play a more limited role
in investment decisions. Budgets are increasingly aligned
with structural digitalisation drivers rather than individual

campaigns or short-term marketing measures.

Investment Decisions Follow System Logic

Budget decisions in marketing are increasingly
driven by technological and data-related
developments. Investments are increasingly

directed towards areas where scalability,

automation, and integration can be achieved.
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5.3 Impact of Trends on Marketing in Germany

Which of these trends will have the greatest impact on marketing in Germany by the end of

2027?

atificial nteligence | : :
Data-Driven Marketing _ 62
Personalization _ 39
Customer Experience _ 35
Changes in the Media and Platform Ecosystem _ 31
Influencer and Creator Marketing _ 25
Social Media Marketing _ 25
Data Protection and Cookieless Future _ 25
Events _ 23
Social Commerce _ 19
Corporate Influencer _ 18

Employer Branding _ 14
ESG Communication - 12
Retail Media - 6

Base: All surveyed companies (n=180) | Multiple answers possible | Source: Bitkom Research

in percent

Figure 18: Trends with expected impact on marketing in Germany by the end of 2027

The assessment of trends shows that marketing in Germany
is at a structural turning point: developments such as artifi-
cial intelligence, data-driven marketing, and personalisation
are seen not only as relevant but as critical to the future
performance of the marketing sector. It is less about individ-
ual channels or measures and more about companies’ ability
to consistently integrate digital technologies, make effective
use of data, and scale marketing processes. Companies that
implement this transformation more quickly can achieve

efficiency gains and strengthen their competitive position.

At the same time, the discrepancy between the high level of
perceived relevance and the still partially limited level of
implementation suggests that the competitiveness of mar-
keting in Germany will increasingly diverge in the future—

between pioneers of digital transformation and companies

that structurally fall behind in the international competitive

environment.

Marketing as a Competitive Factor

Trends such as Al and data-driven marketing
are increasingly shaping the competitiveness
of Germany as a marketing location. Speed,

scalability, and integration of digital technolo-

gies are becoming key success factors.
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5.4 Importance of Al for Marketing Success and Innovation Capability

Which of the following statements apply to your company or do you personally agree with?

= = > 49

Without the use of Increasing regulation  Marketing departments Generative Al is already Marketing is
Al, marketing will no makes innovative often lack the taking over large parts  increasingly seen as a
longer be successful ~ marketing approaches ~ competence to use Al of the creative workin  cost center rather than
in the future more difficult applications effectively marketing an engine of innovation

Base: All surveyed companies (n=180) | Figures for "Applies” | Source: Bitkom Research

Figure 19: Assessments of the importance of Artificial Intelligence for marketing

The assessments of the companies underscore the strategic
importance of artificial intelligence for marketing. Al is no
longer understood as a supplementary technology, but
increasingly as a central prerequisite for competitiveness and
market success. Without the use of Al, many companies no
longer expect their marketing activities to remain effective in
the future.

At the same time, a clear tension emerges: While Al already
performs creative and operational tasks today and offers
significant efficiency potential, many companies still lack the
necessary capabilities, clear strategies, and organisational
structures to systematically deploy Al. Additionally, a shift in
the perception of the marketing function becomes apparent:

Al intensifies the pressure for efficiency and places marketing

more strongly within a cost and performance framework.
Whether marketing can act as a driver of innovation depends
significantly on whether companies succeed in using Al not
only to optimise existing processes but also to enable new

forms of value creation.

Al as a Driver of Innovation Potential

Artificial intelligence is emerging as a key
factor in marketing success. It will determine
whether marketing primarily serves to
improve efficiency or evolves into a driver of

innovation and growth.
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6 Conclusion & Outlook

The results of the study indicate that marketing is undergoing a structural transforma-
tion. Although marketing budgets at the corporate level remain largely stable overall,

the demands on effectiveness, efficiency, and control are clearly increasing.

At the same time, the digital marketing market in Germany continues to grow and is
gaining increasing macroeconomic significance. The shift in marketing is therefore less
about increasing budget shares and more about the evolving role of marketing within

companies.

Marketing is increasingly evolving from a primarily communicative support function
into an operational, data- and technology-driven core function of corporate manage-
ment. Companies clearly prioritise business-relevant goals such as new customer
acquisition, customer retention, and trust building. Accordingly, CRM-based, digital,
and dialogue-oriented measures increasingly shape day-to-day marketing activities,
while investments are shifting away from traditional advertising formats towards

integrated, data-driven approaches.

Automation and artificial intelligence are becoming key levers to meet increasing
demands with limited resources. At the same time, the study shows that there is often
still a gap between technological ambition and organisational reality. Cost pressure, a
lack of clear strategies, insufficient integration, and regulatory uncertainties currently

limit the full potential of digital marketing approaches.

Looking ahead, it becomes clear that the long-term sustainability of marketing will
increasingly depend on digital competence, data availability, and technological integra-
tion. Artificial intelligence is considered a key driver of marketing success and innova-
tion capability across industries—not as an optional tool, but as a structural prerequi-
site.

For Germany as a marketing location, this means: competitiveness emerges where
companies consistently leverage digital technologies, use data responsibly, and are
able to scale marketing processes. At the same time, clear, practical, and coherent
regulatory frameworks are needed that enable innovation, create legal certainty, and
strengthen trust.

Marketing therefore becomes a benchmark for the overall digital performance of
companies. Whether it primarily functions as a cost centre or as an innovation engine
depends on how consistently technology, data, organisation, and regulation are
aligned and integrated.
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Survey 2025

Client

Methodology

Bitkom

Methodology

Online survey

Target Group Companies from the network of the digital association Bitkom
Sample size n=180
Survey period Week 44 to Week 50 of 2025
Survey 2022
Client Bitkom

Methodology

Online survey

Target persons

Members of the Bitkom committee distribution list: Marketing,
Events & Sales, Public Affairs, Digital Marketing, Trade, Prospects,
Marketing Managers, as well as Executives and Managing
Directors in the ICT industry

Sample size

n=104

Survey period

Week 36 to Week 45 of 2022

7Marketing Study 2022
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