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EXECUTIVE BRIEF

Social Media Marketing
in the Age of Al

How agentic Al will transform consumer engagement, brand building, and retail growth.




[ THE CENTRAL QUESTION

THE GRAYSON COMPANY

The model that built brands is being

rewritten

For over a decade, social media followed one model: brands
created content, algorithms distributed it, and consumers
consumed it. Artificial intelligence is fundamentally changing
that equation.

The next era will be shaped less by humans scrolling feeds
and more by digital assistants, recommendation engines, and
autonomous shopping agents that actively participate in

purchasing decisions.

Social Media Marketing in the Age of Al Agentic Al & Retail

“How do we influence
both human

consumers and the AI
agents acting on their

behalf?”

Replacing yesterday’s question: “How do
we optimize social media?”
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. THE EVOLUTION OF SOCIAL MEDIA MARKETING

Three eras — and a fundamental shift

ahead

PHASE 1
ﬂ 2005-2015

Social Broadcasting

Brands built followers, published
content, and grew awareness.
Reach, impressions, and
engagement defined success.

Consumers were the sole decision-
makers.
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PHASE 2
e
= 2015-2025

Algorithmic Social
Commerce

Platforms became
recommendation engines.
Targeting, influencers, video, and
personalization drove outcomes.

Algorithms shaped what consumers
saw.
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L] 2025-2035

Agentic Social
Commerce

Al agents discover, compare,

evaluate, and execute purchases —
often on the consumer’s behalf.

Brand -> human -> agent ecosystems.
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I WHAT IS AGENTIC AI?

Traditional Al responds. Agentic Al
pursues objectives.

TRADITIONAL Al answers questions you ask. pursues goals on its own.

Q Gathers information cI Evaluates options and [ Makes tailored
autonomously alternatives - recommendations

+,» Completes tasks and oo .

V4 ‘. Learns individual preferences 355 Coordinates across platforms

transactions

In practice: “Find the best running shoes under 5150,” “Restock household essentials,” “Recommend a healthy cereal for my family.” The Al — not
the consumer — may be the first to evaluate your brand.
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[ THE MOST SIGNIFICANT IMPACT

Discovery is being rewritten

For years, consumers discovered products through influencers, friends, advertising, and platform algorithms.
Agentic Al inserts a powerful new layer between the consumer and the brand.

@
- ®»
Consumer Brand Selection
States an intent or need Curates and evaluates options Surfaces a single recommendation

The new challenge: How does your brand become visible to AI?
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[ THE RISE OF “Al VISIBILITY”

A new discipline emerges: Al
optimization

Just as brands once invested heavily in search WHAT Al SYSTEMS MUST EASILY UNDERSTAND

engine optimization, the next frontier is

. @®  Product attributes & differentiators
making your brand understandable to

machines. . :
& Sustainability & ingredient transparency

The winners may not be those with the largest
advertising budgets — but the brands most $  Pricing & real-time availability

understandable to Al.
%  Consumer sentiment & trusted reviews
Beyond SEO, social algorithms, and paid ads — visibility
now depends on structured, trustworthy, machine-
readable information. #  Brand authority & reputation data
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. SOCIAL CONTENT BECOMES HYPER-PERSONALIZED

From campaigns for segments to
experiences for individuals

TODAY
Marketers create campaigns for broad audience Al systems generate experiences for individuals
segments — one message designed to fit many. — a single campaign spawning millions of

personalized variants.

¥ o i o

Real-time Context-aware

Dynamic generation o Individualized messaging Adaptive creative
personalization engagement

The era of one-size-fits-all social marketing is ending.
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. INFLUENCER MARKETING FACES A TRANSFORMATION

The influence economy expands to
algorithms

o &
Synthetic AI-Augmented Agent
Influencers Creators Recommendations
Al-generated personas operate Human creators use Al to multiply Buyers increasingly trust their
24/7, speak many languages, scale output — content cycles shrink personal Al assistant over celebrity
globally, and produce unlimited from weeks to hours. endorsement.
content.

A future purchase may rely less on celebrity endorsement and more on Al evaluation.
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. COMMUNITY BUILDING BECOMES MORE VALUABLE

As Al content floods feeds, authenticity
wins

CONSUMERS WILL INCREASINGLY SEEK

Ironically, AI may make

genuine human ¥ Genuine experiences 1@ Real relationships
communtities more

important than ever.

‘@  Trusted communities ®  Authenticinteractions

Authenticity may become one of the most
valuable competitive advantages. The opportunity: brandsthat foster customer advocacy,

loyalty ecosystems, and peer-to-peer engagement.
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. CUSTOMER SERVICE BECOMES A MARKETING CHANNEL

The line between service and marketing
disappears

Agentic Al blurs marketing, commerce, customer experience, and service. Future assistants resolve issues
proactively — and every interaction becomes a brand-building moment.

D N @ & <

Product Personalized Subscription

Loyalty management

Automated returns . . Lo
troubleshooting recommendations optimization

Every customer interaction becomes a brand-building moment.

Social Media Marketingin the Age of Al Agentic Al & Retail 10



THE GRAYSON COMPANY

[ soCIAL COMMERCE ACCELERATES

Friction collapses — opportunity and
risk rise together

THE OLD PURCHASE PATH

See ) Research ) Compare ) Purchase

THE AGENTIC PATH

& <“Order the best option.” The AI performs the rest.

Opportunity Preferred Al picks may see unprecedented Risk Brands excluded from Al recommendations may
growth. become invisible.
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. THE NEW COMPETITIVE BATTLEFIELD

Trust becomes a measurable business
asset

As Al agents evaluate brands, recommendation engines
may prioritize trusted brands over heavily advertised ones.
Al increasingly assesses:

B cCcustomer reviews B Product quality

B Return rates B sentiment

| Transparency | Reliability

Discoverability Conversion
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. THE RISKS RETAILERS MUST PREPARE FOR

Four exposures in an agent-mediated
market

Commoditization Loss of Direct Relationships
If agents optimize for price and utility, brands Al intermediaries may control interactions,
risk becoming interchangeable. eroding valuable first-party engagement.
Synthetic Content Saturation Reputation Volatility

S A

"
A flood of Al-generated content may overwhelm Negative sentiment can sway Al
audiences and bury your message. recommendations at scale; brand trust grows

fragile.

Social Media Marketing in the Age of Al Agentic Al & Retail 13



. STRATEGIC PRIORITIES FOR BRAND LEADERS

Six moves to lead in AI-mediated

comimerce

o 3
Build AI-Readable Brands

Make products and attributes understandable
by machines.

Q

Prepare for Al Discovery

Optimize for recommendation engines as
aggressively as search.
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Invest in First-Party Data

Own customer intelligence; relationships are
strategic assets.

0

Focus on Trust &

Transparency
Trust is a core ranking signal in Al commerce.
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Develop Community-Led
Growth

Human connection becomes a key
differentiator.

Deploy Agentic Marketing

Use Al agents across content, campaigns, and
insights.

14



THE GRAYSON COMPANY

]
LOOKING AHEAD: THE NEXT DECADE

They are no longer
competing only for
attention.

They are competing for recommendation — and
increasingly, those recommendations will be made by
Al.

The organizations that adapt first — building trusted,
transparent, Al-visible brands while preserving authentic
human relationships — will define the next generation of
market leaders.
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Yesterday’s social strategies won’t be
enough for the next decade.

Agentic Al is transforming social media from a channel of engagement into a network of
intelligent decision-making systems.

Human Trust Machine Trust
:-% Authentic relationships, community, and 'Q' Structured, transparent, Al-readable brand
advocacy.

signals.
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