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Introduction

Global marketing no longer takes place on a stable playing field. It now operates within an uncertain landscape
defined by geopoalitical tensions, shifting cultural values, regulatory flux, and evolving technologies. In this
volatile environment, artificial intelligence (Al), especially agentic Al, provides a resilience opportunity by acting
as an autonomous, goal-directed system that can modify content, timing, and channel choices across markets.
This article explores how agentic Al is transforming the ways brands engage globally. Through industry
examples and strategic frameworks, it shows how businesses can not only automate decisions but also earn
trust, respond to geopolitical disruption, and enhance productivity in marketing operations.

How Agentic Al Redefines Marketing

Agentic Al is a system that behaves with autonomy, makes contextual decisions, and learns in an ongoing
manner without being explicitly instructed how to act. Importantly, unlike traditional predictive Al, which
processes information and recommends the most appropriate alternative, agentic Al can take action on behalf
of a brand.

The adoption of Al agents by industry is rapid. In 2024, the global market for Al agents was estimated to be USD
5.40 billion, and it is expected to reach USD 50.31 billion in 2030 and further expand to USD 89.87 billion by 2034.

For international marketers, agentic Al allows traditional ‘static’ promotional campaigns to become interactive
ones. Agentic Al systems can autonomously personalise across cultural contexts and platforms in cross-
channel marketing. These Al agents don't just automate marketing workflows; they author experiences in real-
time that evolve with the consumer based on their needs, as illustrated in Figure 1.



https://www3.weforum.org/docs/WEF_The_Global_Risks_Report_2024.pdf
https://www.weforum.org/publications/global-risks-report-2024/
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https://arxiv.org/pdf/2506.16429
https://www.ibm.com/think/topics/agentic-ai
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https://www.optimove.com/resources/learning-center/agentic-ai-in-marketing
https://www.grandviewresearch.com/industry-analysis/ai-agents-market-report
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Figure 1: Agentic Al System Capability in a Marketing Context
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Source: Developed for this article using concepts from Mukherjee & Chang(2025)'s work

Navigating Geopolitical Uncertainty with Intelligent Agents

The modern business world exists within a climate of trade limitations, sanctions, and regulatory changes that
happen unexpectedly. For international marketers, these geopolitical tensions can be reduced through a
planned promotional campaign approach, using an Al-driven risk and response protocol. Figure 2 provides a
geopolitical navigation framework that maps how marketing teams can use Al to classify risk levels and
determine the appropriate response. A low-risk assessment results in automated reporting that provides
continuous monitoring of the situation, while a high-risk assessment results in immediate suspension of a
campaign and human intervention.

A mid-risk assessment resultsin deploying an adapted campaign based on an analysis of the situation, including
compliance and cultural sensitivity checks to ensure regulatory compliance. For example, when hashtags
#Boycott McDonald's and #Boycott Coca-Cola became trending on social media during the conflict between
Russia and Ukraine, these global brands utilised Al-driven alert systems to observe varying online sentiment and
rapidly modify their messages and operational approaches to address reputational risk, without breaching
ethical or labour securities.

Agentic Al can also ensure cultural sensitivity in promotional campaigns. A slogan that might be harmlessin one
market could spark a backlash in another. Agentic Al systems can identify a problem in real time and suggest a
culturally safe alternative. Agentic Al monitoring can assist brands to modify their digital assets promptly to
meet evolving regulatory needs or changing customer sentiments in conflict-affected or sanctions-prone
regions.



https://arxiv.org/pdf/2502.00289
https://www.weforum.org/publications/global-risks-report-2024/
https://www.marketingweek.com/ukraine-brands-responding/
https://www.marketingweek.com/ukraine-brands-responding/
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https://www.ibm.com/think/topics/agentic-ai

K\/2

AIB REVIEW

By the Australian Institute of Business

Figure 2: Geopolitical Navigation Framework
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Building Consumer Trust and Cross-Border Credibility

Trust has emerged as a defining metric for brand resilience. The ability of agentic Al to facilitate real-time
sentiment analysis, flag and adjust messaging inconsistencies, and offer human handover when consumer
sentiment signals discomfort aids in building trusted relationships between brands and consumers. For
example, Unilever has tested Al agents to adapt promotional campaigns in various cultural settings by
customising narratives to reflect issues in different locales, like tapping into a lip-synching trend during
RamadaninIndonesiaandjoiningin the local conversation when Brazilian actor Fernanda Torres was nominated


https://www.weforum.org/publications/global-risks-report-2024/
https://www.ibm.com/think/topics/agentic-ai
https://arxiv.org/pdf/2502.00289
https://www.unilever.com/news/news-search/2025/new-marketing-model-helps-brands-leverage-trends-and-cultural-moments/
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for an Oscar. Al agents helped detect local trends and quickly created content accordingly that resonated with
consumers, unlocking new levels of innovation, agility and impact.

Case Studies Across Industries

Other leading organisations worldwide are also demonstrating how agentic Al is assisting global marketing
efforts, delivering measurable results across retail, entertainment, healthcare, and beauty sectors. For
example:

Coca-Cola
Agentic Al marketing systems at Coca-Cola make independent decisions regarding cultural adaptation by
autonomously adjusting campaign messaging in markets around the world, while ensuring brand
consistency.

Spotify

Spotify's recommendation engine uses autonomous Al agents that continuously analyse listening patterns
and independently adjust algorithms without human oversight, adapting to both individual preferences and
cultural trends across diverse markets.

Sephora

Sephora has been a pioneer in applying agentic and generative Al (GenAl) to consumer experiences. Its
Virtual Artist app powered over 200 million virtual shade try-ons, boosting engagement and conversion. In
Southeast Asia, Al-driven personalisation delivered a 28% rise in app adoption and 48% increase in virtual
try-on usage. Sephora’s chatbot assistant resolved 75% of customer inquiries, cutting response times to
under 10 seconds. More recently, GenAl tools enabled the retailer to create marketing content 40% faster,
with measurable increases in campaign return on investment (ROI).

Mecca

Mecca became one of Australia's first companies to deploy Al personalisation technology, generating over
10 million product recommendations weekly. The rise of agentic Al in modern marketing through its Amazon
Personalise implementation positions the regional beauty retailer to compete with global giants through Al-
driven customer engagement.

World Health Organisation (WHO)

Beyond retail, WHO has piloted Al chatbots to deliver reliable health information during crises. These
systems adjusted responses in real time as new medical guidance emerged, showcasing how agentic Al
enhances trust in high-stakes global communications.



https://www.marketingdive.com/news/what-coca-cola-learned-generative-ai/741709/
https://www.analyticsinsight.net/case-study/generative-ai-uncapped-coca-colas-creative-revolution#google_vignette
https://www.analyticsinsight.net/case-study/generative-ai-uncapped-coca-colas-creative-revolution#google_vignette
https://research.atspotify.com/2024/12/contextualized-recommendations-through-personalized-narratives-using-llms
https://research.atspotify.com/2024/12/contextualized-recommendations-through-personalized-narratives-using-llms
https://www.cut-the-saas.com/ai/beauty-and-the-bot-how-sephora-reimagined-customer-experience-with-ai
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Innovation, Ethics and Influence in Global Commerce

Consumers increasingly expect businesses to act not only as sellers but also as social actors who will take
responsibility for fostering fair, transparent and accountable deployment of Al agents. Mindful that the use of
agentic Al may break trust and drive away audiences who might view automation as manipulation, marketers
are turning to grounded persuasive language models for automated marketing to ensure content is both
persuasive and reliable in facts, a critical need in a world wary of Al-generated misinformation.

However, as agentic Al expands from an operational support to a strategic partnership role, and requlations,
such as the European Union (EU) Al Act, come into force, businesses will need to demonstrate ethical and
compliant use of agentic Al across borders. This will require balancing the productivity afforded by the speed
and autonomy of agentic Al with strong human oversight.

The strategic question now facing business leaders is not whether to embrace agentic Al but how to safequard
its incorporation, ensuring it is a trusted quide that strengthens relationships between brands and consumers
inuncertain times. Figure 3 shows a systematic approach to deploying Al systems involving four phases: assess
current capabilities, risks, and cultural fit; pilot use cases in low-risk markets; scale across channels; and
govern using ethical guidelines and transparent practices that ensure human oversight.

Figure 3: Strategic Implementation Framework
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Conclusion

Agentic Alis transforming global marketing by redefining how brands operate worldwide. It offers opportunities
to recalibrate campaigns in unpredictable geopolitical circumstances and personalise consumer interaction in
cross-cultural situations. However, opportunities come with responsibilities. Success will rely on
accomplishing a trade-off between agentic Al autonomy and its ethical use to ensure resilient relationships
between consumers and brands. Global brands are already incorporating Al agents. So, it's not a question of if
Al agents will be used, but how they will be used to reflect a brand’s values, uphold trust, and adapt to
uncertainty.

So, here’s the final question: Will your brand navigate with static marketing playbooks or intelligent agents that
adapt, learn, and evolve in increasingly unpredictable global markets? Please share your thoughts in the
comments.
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