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Generative artificial intelligence (Al) is creating more than
content that looks like it may have been written by a human.

Among marketing teams at asset managers, Al is generating
excitement about how it could unlock new forms of
productivity, fear about what it could mean for existing roles,
and questions about how to navigate the compliance and legal
issues related to Al-produced content—not to mention massive
amounts of hype.

To get a better picture of how asset managers are thinking
about using Al in their marketing efforts, we surveyed CMOs
and other marketing leaders across the industry. Respondents
expressed a wide range of views on the impact of generative Al
and confirmed that, while everyone's talking about Al, only a
few are using it—but many are planning for it.

Our team creates thought leadership and other content for
leading asset managers, so we are closely following the
adoption of Al. We're excited to share the results of the survey
and provide our thoughts on how marketing teams can
effectively use this tool to enhance their productivity.

Questions we asked asset
management marketers included:

>

What types of content do you plan
on using Al to create?

How do you plan on using Al to
make your team more efficient?

What benefits do you expect from
using Al?

Do you plan on hiring Al specialists
or training your team on Al?

Do you know (or care) if your
vendors are using Al?
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About the survey

38 survey respondents

11 chief 27 professionals
marketing across marketing,
officers distribution, and

data analytics

Mostly from firms with $50 bn+in AUM

$500 bn+
26%

$0-%$50

21%

$200 bn- $
50 bn-
$5§1?, /bn"$200 bn

32%
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Respondents generally fell into three buckets

Unsurprisingly, there are divergent views in how people think about generative Al. The discrepancy reflects how
we are beginning to understand a transformative, unknown technology.

A 4 A 4 A 4

True believer Interested observer Not a fan

= “Control it or lose outto it. It's a = “Very optimistic but lots of = “| think it generates large quantities
massive opportunity to improve the questions still to answer.” of low-value content, and I'm not
work we do without losing the ) . N o interested in propagating more
things that make our jobs fulfilling.” " "Watching, waiting, learning. junk on the internet.”

= ‘Opportunity to provide scale and " "Weall see the usefulness but = “Our firm is very focused on the
time to market with a very small have significant concerns about high risk."
content strategy/team.” the content generated and | |

have a ‘cease and desist’ on = “Not impressed with what we've

= "We're excited about the potential using until it's more thoroughly seen to date on content creation.
efficiencies this will bring to our vetted.” What we've seen would have
marketing team and enhancements major compliance issues as it
we believe it offers to the client tends to overstate, oversimplify,
experience.” and promise.”
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Everyone's talking about Al, but hot many are using it—yet

Despite all the attention it's generating, Does your firm use generative Al to support
fewer than 1in 6 respondents are your marketing efforts?

currently using generative Al

But we may be at an inflection point. More ’2‘10’ ?tﬂﬁ we Ves we Lise

than three of four respondents (76%) an(;nplar?;/ " it currently
either currently use Al or plan to use it use it 16%

within the next two years. 24%

¢ 6 /t will be very useful, but we need to o but No. but we
move cautiously, testing the capability ptgﬁ tg S\tgft plan to start
on internal use cases." using it in using it
12-24 within 12
months months
39%

21%
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Al Is already helping create educational content—and doing it quickly

Respondents currently using Al
indicated that it's helping them create
educational content.

While a small sample size, the signals
make sense. In our experience, Al does
a solid job of writing about topics that
are already well-covered and where
there is an existing consensus view.
But Al isn't as well-suited for
generating content that needs to be
more creative or insightful.

Current users also said that executing
tasks quickly was Al's biggest benefit.

n=6; those who answered they are currently using generative Al.

Which types of marketing content do you
currently use generative Al for?

Top choice:

Educational articles
= 100% of respondents

Which benefits has generative Al provided
for your marketing efforts?

Top choice:
@ Speed
100% of respondents
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Expected benefits of Al: efficiency and speed

It's not surprising that efficiency and Which benefits do you expect generative Al to
speed are the top two expected provide for your marketing efforts?

benefits by a wide margin.

But marketers are well-aware of Al's Efficiency | RN 100%
current limitations in terms of

generating content that advances the Speed [INNENEG o
conversation—and setting their |

expectations accordingly. Costsavings | =2

Adapting content for various .
channels or personas _ 39%

, More insightful content 13%
(44 Generative Al can be used as a tool to -

supercharge our marketers. We will be able
to repurpose content faster, brainstorm
ideas, and more efficiently consume large Other [J 4%
volumes of data and information.”

More creative content [} 9%

n=23; those who are currently using or plan to use generative Al in the next 12 months or the next 24 months. WEC /7



Accuracy is the top concern, but compliance issues loom large

As expected, concerns about accuracy top the
list of barriers to implementing Al. But
compliance-related concerns—intellectual
properly, originality, and unclear regulations—
were also named among top barriers.

We believe that legal and compliance issues will
have the greatest influence in how quickly Al is
adopted by marketers in asset management.
That said, compliance concerns should not lead
to a blanket 'no’ to the use of Al. Avoidance isn't
a strategy.

Compliance teams were slow to get comfortable
with social media 15 years ago. But marketers
recognized its impact and worked with
compliance teams to develop sensible policies
that allowed asset managers to use the tool.
Marketers and compliance teams should follow
a similarly collaborative path with Al.

n=23; those who are currently using or plan to use generative Al in the next 12 months or the next 24 months.

What are the most significant barriers to using
generative Al in marketing?

Concern about the accuracy of Al- _ 87%
generated content 77

Intellectual property questions (e.g., _ 6%
copyright) 5%
Marketing team lacks expertise/training _ 65%
Concern about the originality of Al- _ o
generated content 577%
Lack of clarity from regulators (e.g., _ 8%
FINRA, SEC, etc) asr
Concern about the insightfulness of Al- _ o
generated content 437%

Discomfort being near leading edge of o
rapidly evolving tech - 17%

Other - 13%
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Advisory and institutional channels expected to get more Al focus

Given Al's perceived limitations in
creating insightful content, it's surprising
that marketers plan to use Al-generated
content for advisory and institutional
channels more than retail

We believe that Al is much better at
creating content that strikes the right
level of sophistication for retail investors
than for the other two channels.
Conversely, advisors and institutional
investors typically don't benefit from
content that simply summarizes topics
that are already well-understood in
investing circles—one of Al's strengths.

For which channels do you plan on using
generative Al to create marketing content in the
next 24 months?

Financial advisor 78%

Institutional

747%

Retail investor 52%

n=23; those who are currently using or plan to use generative Al in the next 12 months or the next 24 months. WEC /9



Email is the most common expected use case

It makes sense that email is the top expected Which types of marketing content do you plan
type of content for generative Al, given the on using generative Al for in the next 24 months?
often-formulaic nature of how emails are

produced and adapted for different channels. Email I 617
\We are Surprised by the hlgh ranking of Thought leadership N 5275
thought leadership, however. Thought Educational articles I /3%
leadership, by definition, should represent an Fund commentaries I /3’
organization's best thinking and have a Social media G /37
distinct point of view. Web copy N 13

Al's ability to summarize consensus views Data visualization (charts, graphs) I 35%

doesn't tran;late well to white papers, market Market commentaries NS 302
commentaries, or other content that is

expected to advance the conversation and Infographics I 267
articulate the expertise of portfolio managers, Newsletters I 17%
analysts, or other investment leaders. Other design assets M 13%

Fact sheets I 9%
Other I 9%

n=23; those who are currently using or plan to use generative Al in the next 12 months or the next 24 months. WEC /10



Generative Al Is not just about creating content

When they hear "generative Al," many
marketers may initially think of creating
content for clients and prospects.

But most survey respondents recognized
the potential for increased internal
efficiencies to be as important as creating
content for external consumption.

It's encouraging that marketers are
thinking broadly about the diverse ways
that Al can enhance the value they deliver
for the firm and its clients.

How do you plan on using generative Al to
support your marketing efforts?

Create marketing content for o
: 83%
external audiences
Improve efficiency for team's
operations and internal _ 79%
communications
Other - 21%

n=24, those who are currently using or plan to use generative Al in the next 12 months or the next 24 months. WEC /11



Marketers expect Al to help with time-consuming, less-creative tasks

Many marketing teams anticipate using Al Which internal or operational tasks do you plan
for tasks that take a lot of time but don't on using generative Al for in the next 24 months?
require creativity or original thinking.

By embracing the potential for Al to Summarizing long documents |GGG 75
enhance their efficiency, marketers |

recognize Al not as a threat, but as a Creating notes from B
resource that allows them to spend more meetings/presentations

time on the high-value work that only Brainstorming ideas for _ 8%
humans can do. internal comms 4%

This dynamic reflects what has happened Writing internal emails o
throughout history in other industries. As 7 - 3o%
technology gains the ability to do lower- . . ]

value tasks, it enhances the value of Creating slide decks [ 30%

humans who excel at the tasks that require Creating operating
intuition and nuance. brocedures or guides B 0%

Other ] 4%

n=23; those who are currently using or plan to use generative Al in the next 12 months or the next 24 months. WEC /12



Not hiring yet, but planning to train

Given that two-thirds of respondents Do you plan on hiring any generative Al
deemed lack of expertise to be a barrier specialists in the next 12 months?
to adopting Al, it's surprising that so few
: o Yes
plan to hire Al specialists. . 13%
Instead, many said they'll invest in training
existing staff on the applications and uses NG
of Al technologies. 87%

In the next few years, however, we expect
hiring Al specialists to become a growing
priority for asset managers. As Al
becomes more advanced (and as the
pool of Al experts grows), firms will likely
look to hire these specialists rather than No
trying to retrain existing colleagues. 30%

Do you plan on providing generative Al training
for your marketing team in the next 12 months?

Yes
70%

n=23; those who are currently using or plan to use generative Al in the next 12 months or the next 24 months. WEC /13



Most don't know if their vendors are using Al—and many don't care

At Wentworth, we have received very

few questions about if we use generative Al.
So the fact that many marketers don't know if
their vendors are using it reflects our
experience.

Similarly, we're not surprised that more than half
of respondents don't care if their vendors are
using Al. These results, however, merit some
context.

This survey was given to marketing, sales, and
product team members. It's safe to assume that
compliance officers are much more concerned
about what tools the marketing team'’s vendors
are using. It's also worth noting that many
vendors' master services agreements, as
currently written, may preclude them from
using Al for client work.

Top chart n=32; bottom chart n=31.

Do you know if your marketing vendors use
generative Al in the work they produce for you?

Yes
9%

No
91%

Do you want your marketing vendors to use
generative Al in the work they produce for you?

Yes
19%

Don't No
care 20%
52%
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Final thoughts

Marketers are heading into uncharted Marketers' concerns about quality, accuracy,
waters with generative Al. But that intellectual property, and compliance are well-

doesn't mean you can afford to stay founded when it comes to generative Al.
on the shore But similar concerns have accompanied the

advent of nearly every technology-driven
marketing tool.

As with any tool, the impetus is on marketers to
figure out how to use Al to enhance their teams'’
productivity and creativity—while partnering with
compliance to understand and mitigate the risks.

At Wentworth Financial Communications, we will
continue following developments in generative Al.
We welcome the opportunity to share our ideas
about how you can enhance your team'’s ability to
create investment-grade content more efficiently.
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About Wentworth Financial Communications

We create investment-grade thought
leadership and content marketing for the
financial services industry's leading firms
and brightest minds.

As a team of writers, editors, and content
strategists who are native to the investment
industry, our financial services experience
empowers us to tackle any topic, no matter
the level of complexity. We partner with
organizations that realize that their people—
and their ideas—are the firm's most
valuable assets.

Learn more about our team and our
services at wentworthwriting.com.

Contact us

Whether you're looking to elevate your content
strategy or create industry-leading thought
leadership and product collateral, we're here to
strengthen your brand.,

Email; info@wentworthwriting.com

Phone: 312.513.2174
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