2026

Marketing
Irends

How Print + Digital TULIP
Brands Win Trust In An m
Al-Powered World




Marketing in 2026 is at a crossroads.
Technologies once considered experimental,
such as Al agents and generative models, are
becoming increasingly pervasive. Meanwhile,
consumer and stakeholder expectations
have undergone significant shifts. Audiences
are fatigued with digital overload, and leaders
demand accountability. Brands must bridge
innovation with authenticity and clarity.

This guide explores five key marketing trends
that associations, professional firms, and
growing brands cannot ignore. Each chapter
explains what's changing, why it matters,
and how to act, including the marketing mix
and beyond. With our help, you can guide
your content, channels, budgeting, and
relationships in the year ahead.
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Chapter1

The Rise of
ANnswer

Traditional SEO is wunder pressure. Al
assistants (such as ChatGPT, Google Gemini,
and Claude) are transforming how users
find answers, often bypassing Google itself.
Industry analysts, including Gartner, predict
that traditional search engine traffic could
decline by as much as 25% by 2026, as users
increasingly shift to Al-powered tools for
finding information. This figure is widely cited
as a forecast based on current digital trends
and technological advancements. However,
the actual changeinsearch traffic will depend
on how quickly mainstream audiences adopt
Al (Search Engine Land, 2024).

Answer Engine
Optimization (AEQ)

is now critical:
structuring your
content so Al systems
surface your brand as
the answer, not just a
link.

Smartlnsights identifies AEO as one of
the dominant martech trends for 2026
(Smartinsights, 2025).
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How to Act:

Audit your website and content for schema markup, FAQs, and structured data to ensure
optimal SEO and AEO performance.

Provide depth and context so that Al-generated summaries can link back to you.

Create answer-friendly content designed for direct Q&A.

Monitor whether your brand is appearing in Al results.
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Chapter 2

Authenticity

Beats

Automat

Generative Al is now a standard tool.
According to Salesforce’'s 2025 State of
Marketing report, 63% of marketers are
currently using generative Al in their
workflows. Yet audiences are quick to
detect generic or mass-produced content.
Smartlnsights highlights that marketers
are pivoting toward micro-influencers,
employee voices, and authentic storytelling
in 2026.

A 2025 study published on arXiv found that
hybrid human-Al teams deliver higher-
quality outcomes than humans or Al
alone, with humans especially contributing
strengths in storytelling and nuance. This
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o
reinforces the need for authentic, human-
driven communication.

How to Act:
Incorporate human-first stories, such
as profiles, Q&As, testimonials, and real
customer stories that uniquely reflect
your brand and the voices of your
association.
Use Al to support drafts, not replace
human storytelling, preserving nuance
and brand tone.
Publish fewer, higher-quality pieces to
spotlightuniqueinsightsand community
voices.
Maintain a consistent tone and branding,
regardless of the production method.
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Chapter 3

Proof of
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ROI Will Decide

Budgets

Leaders are demanding a clear return
on marketing investment. According to
Salesforce’s 2025 State of Sales report,
83% of sales teams using Al experienced
revenue growth in the past year, compared
to 66% of sales teams that do not use Al.
Meanwhile, according to the Smartsheet
2025 Pulse of Marketing Report, marketers
are increasingly adopting Al-powered
analytics tools to enhance decision-making
and improve the quality of their reporting.

Why it Matters:
Marketing budgets must demonstrate
direct value in terms of retention, leads,
or sponsorship.
Stakeholders want transparency and
accountability in spending.
Brands that demonstrate ROl will secure
larger, more stable budgets.

How to Act:
Embed QR codes in sponsorship
ads and editorial content to track
engagement and conversions.
Use unigque URLs tied to sponsors
to demonstrate direct pathway
attribution.
Feature case study sidebars like: “This
association increased sponsorship
revenue by 30% using print ads linked
to trackable landing pages.”
Employ narrative  reporting to
explain the story behind the metrics,
combining data dashboards with
compelling evidence to enhance
understanding.
Build unified dashboards to tie your
print-digital ecosystem to business
outcomes and stakeholder reporting.
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Chapter 4

Prestige &
Differentiation
in Saturated

Markets

Digital noise is overwhelming. Brands risk
blending into endless feeds of emails and
social ads.

Premium print assets
such as magazines,
annual reports, and
colfee-table books
offer a tangible

and memorable

alternative.

Why it Matters:
Print conveys credibility, permanence,
and thoughtfulness.
It avoids digital fatigue by providing
audiences with something tangible to
engage with.
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A prestige-level asset differentiates
your brand as intentional and invested
in its success.

How to Act:

Identify one or two flagship print-digital
hybrid assets each year to anchor your
brand'’s prestige.

Invest in design, storytelling, and
production quality to create a piece
people hold on to.

Repurpose magazine spreads into
social media assets, such as mock-ups,
carousels, and reels, which extend both
visibility and longevity.

Position your magazine as a must-have
asset for donors, sponsors, and top-
tier clients who value credibility and
relationship-building.

WWW.TM.MEDIA | 11




Chapter 5

Hybrid Models
of Strategy -
Execution

Entirely in-house marketing strains resources, and total outsourcing
risks losing control of the brand. The hybrid model, where you set brand
vision and trusted partners manage execution, is gaining momentum.

Tulip Media is your hybrid partner, blending print and digital expertise
to execute your vision with precision while keeping you in control.

Why it Matters:
Retain control of brand and messaging while offloading production.
Gain access to specialized skills without building entire teams in-
house.
Scale capacity flexibility with proven systems and processes.

How to Act:
Clearly define roles between your strategy owners and execution
partners.
Establish governance with calendars, checkpoints, and feedback
loops to ensure alignment.
Integrate tools and platforms across teams for seamless campaign
execution.
Pilot with one flagship initiative, such as a magazine or annual
report, before scaling hybrid production.
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Chapter 6

2026 Will
Belong to the
Bold, Not the
Generice

The era of cutting corners and flooding channels with generic

content is over. Brands that succeed will combine innovation
with integrity, keeping strategies sharp, voices authentic, and
results measurable.

Here’s how they’ll do it:

« Craft for clarity: Optimize content for answer engines, not
just attention.

« Pair human insight with Al efficiency: Creativity wins when
innovation and expertise combine.

« Provevalueateveryturn: ROlisn'tabuzzword, it'sa promise.

« Lead with prestige: Flagship print assets are your currency
of credibility.

« Stay nimble: A hybrid approach offers flexibility and focus.

The brands that rise are those that simplify, stay authentic, and
focus on what counts.
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About Tulip
Media Group

Tulip Media Group partners with businesses across
North America to create custom magazines and
integrated content strategies that drive measurable
engagement. We blend the timeless impact of print
with modern digital approaches to help businesses
build real connections, boost visibility, and grow their

business with done-for-you marketing.

Ready to refresh your marketing strategy?
Contact us today for a free consultation

at TulipMediaGroup.com




