
1

ANZ C-suite perspectives 
on agentic AI
 Prepared for:

February 2025

Living Consumer Intelligence | business.yougov.com



11 February 2025

Methodology
• This study was conducted online between 14th – 20th January 2025.

• The sample comprised 487 C-suite executives and above of large businesses (250+ employees) in Australia and New Zealand. In 
this report, this audience will be referred to simply as ‘ANZ C-suite execs’ for brevity.

• The sample categorised CIO and CTO as technical leaders and other ANZ C-suites/owners/directors as non-technical leaders.

• YouGov designed the questionnaire in consultation with Salesforce. 

Management Role N

Owner 34

Board of Directors 42

ANZ C-suites 411

Type of leaders N

Technical 164

Non-technical 323

Market N

Australia 312

New Zealand 175
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Key Findings
Q1: When considered against your other business priorities, how important do you believe artificial intelligence (AI) to be to the success of 
your business over the next three years?

• When considered against other business priorities, 99% of ANZ C-suite execs believe AI to be important to the success of their business 
over the next three years, including 79% who say AI is critical – their top priority (29%), or quite important – in their top three priorities 
(50%).

• 16% believe AI is moderately important (one of many notable initiatives to the success of their business over the next three years), while 
just 4% believe it is only slightly important (on their agenda but deprioritised), and just 1% say that it is not at all important and that they are 
not considering AI integration.

• 40% C-suite execs in New Zealand say AI tools are critical – their top priority, which is almost twice as likely as those in Australia (22%).

• No notable differences exist by business size.

• While a similar proportion of ANZ C-suite execs working in technical and non-technical roles believe AI to be critical to the success of their 
business over the next 3 years (27% and 29% respectively), those in technical roles are more likely than those working in non-technical 
roles to believe it is quite important - in their top three priorities (57% compared to 46% respectively), while those in non-technical roles are 
more likely to believe it to be moderately important (19% compared to 12% respectively).

• Around half of ANZ C-suite execs working in the energy & utilities sector (65%) and healthcare* (63%) say AI integration is quite important 
(in their top three priorities), to the success of their business over the next three years.

*Caution low sample: healthcare N=35  
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Key Findings
Q2: You said that you consider integrating AI as important, or as a priority, for the success of your business in the next three years. What is 
driving that?

Among those who believe AI to be important to their business success over the next three years (n=484)…

• The two most important factors driving the importance, or priority, of integrating AI for business success in the next three years are: to bring 
innovative customer and/or employee experiences to market (57%) and to meet customer expectations for faster, more personalised 
experiences (55%).

• These factors are closely followed by, wanting to become a market leader (i.e. to be seen as being on the cutting edge of technology 
adoption) (51%), employee demand to introduce AI tools (50%), and to boost productivity and efficiency (49%). 

• Less commonly, ANZ C-suite execs say this has been driven by the need to remain competitive (38%).

• ANZ C-suite execs working in businesses with 1000+ employees are more likely than those working in businesses with 500-999 
employees to cite the need to boost productivity and efficiency (54% compared to 43%) as a driving factor, while those working in 
businesses with 250-499 employees are more likely than those working in businesses with 500-999 employees to cite the need to remain 
competitive (45% compared to 33%) as a driving factor.

• The most commonly cited driving factors for ANZ C-suite execs working in the energy and utilities sector is to bring innovative customer 
and/or employee experiences to market and to remain competitive (54% respectively). In the financial services and manufacturing sectors, 
it’s customer expectations for faster, more personalised experiences (financial services: 57%, manufacturing: 64%). In retail, it’s equally: 
bringing innovative customer and/or employee experiences to market, to become a market leader and to meet employee demand to 
introduce AI tools (all 57%).  
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Key Findings
Q3: How would you describe your organisation’s current AI approach and strategy?

• Just 27% ANZ C-suite execs describe their organisation as currently having a fully integrated AI strategy (a detailed roadmap that aligns 
with their overall business goals).

• While, most commonly, 45% of ANZ C-suite execs describe their organisation as currently implementing an AI strategy (have established 
clear objectives for AI integration that align with their overall business strategy, though the implementation is still in progress).

• In addition, a further 22% of ANZ C-suite execs describe their organisation as developing an AI strategy (in the process of establishing 
clear objectives and implementation for their AI usage)

• Just 6% describe their organisation as having a nascent AI strategy (having an initial framework for an AI strategy, outlining basic principles 
and potential applications but still exploring the use of AI in their work), and just 1% say they have no defined AI strategy.

• 46% of ANZ C-suite execs who consider AI to be of critical importance to the success of their businesses over the next 3 years describe 
their organisation as currently having a fully integrated AI strategy, while 32% describe their organisations as currently implementing an AI 
strategy.

• Of those that consider AI to quite important (in their top 3 priorities), 23% describe their organisation as currently having a fully integrated 
AI strategy, while 53% describe their organisations as currently implementing an AI strategy.

• C-suite execs in New Zealand are more likely than those in Australia to describe their organisation as currently having a fully integrated AI 
strategy (38% compared to 21%).
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Key Findings
Q3: How would you describe your organisation’s current AI approach and strategy? (Cont.)

• ANZ C-suite execs working in organisations with 500-900 employees are more likely than their counterparts in smaller organisations to 
describe their organisation as currently having a fully integrated AI strategy (31% compared to 250 to 499 employees: 20%). 

• 41% of ANZ C-suite execs working in the energy and utilities sector, and 40% working in the retail sector, describe their organisation as 
currently having a fully integrated AI strategy, which is twice as likely as those working in the financial services (19%) and manufacturing 
(20%) sectors - who have a higher proportion who describe their organisation as developing an AI strategy (financial services: 29% and 
manufacturing: 31%).



11 February 2025

Key Findings
Q4: Based on the definitions of AI provided earlier, which of the following best describes your organisation’s current use of each type of AI?

• When it comes to the use of the different types of AI, research suggests that large ANZ organisations are furthest along their AI journey in 
generative AI, with 47% of ANZ C-Suite execs saying that they have fully implemented generative AI, and a further 39% saying they are 
experimenting/piloting generative AI.

• Interestingly, large ANZ organisations are in a similar position in their journey to using both predictive AI and agentic AI – ANZ C-Suite 
execs say they have fully implemented predictive AI (40%) and agentic AI (38%) – and a further 45% respectively say they are 
experimenting/piloting with predictive AI and agentic AI.

• Large businesses in New Zealand appear to be leading the way in ANZ as C-suite execs in New Zealand are more likely than those in 
Australia to say their organisations have fully implemented generative AI (NZ: 55% compared to AU: 43%), predictive AI (NZ: 49% 
compared to AU: 35%) and agentic AI (NZ: 44% compared to AU: 34%).

• While there are no significant differences among business size, the research suggests that businesses with 250-499 employees are slightly 
behind larger organisations (500+ employees) in their AI journey to fully implement generative AI and agentic AI, however these smaller 
companies appear to be active in experimenting/piloting with agentic AI specifically (50%).

• Large ANZ organisations in the energy and utilities sectors appear to be leading the way in AI adoption, as ANZ C-suite execs working in 
the energy and utilities sector are more likely than those working in the financial services and manufacturing sectors to say they have fully 
implemented predictive AI (59% compared to 33% and 21% respectively) and agentic AI (56% compared to 31% and 27% respectively) in 
their organisations.
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Key Findings
Q5. What, if any, do you see as your biggest business challenges in the next year?

• ANZ C-suite execs cite the following top business challenges over the next 12 months: mitigating cyber security risks (47%), adapting to 
technological change (44%) and improving customer experiences (40%); navigating economic uncertainty (38%) and meeting sustainability 
and ESG goals (38%); attracting and retaining talent (32%), and the inability to scale business to meet demand (31%).

• ANZ C-suite execs working in businesses with 1,000+ employees are more likely than their counterparts in smaller businesses with 
500-999 employees to cite adapting to technological change (49% compared to 38%) and improving customer experiences (45% 
compared to 34%) among their top business challenges over the next 12 months.

• The biggest business challenges differ by sector as those working in the energy and utilities and manufacturing sectors are more likely than 
those in the retail sector to cite mitigating cyber security risks (57% and 60% compared to 38% respectively) as their biggest business 
challenge over the next 12 months. Those in the financial services sector are more likely than those in manufacturing to cite attracting and 
retaining talent (42% compared to 21%) and the inability to scale business to meet demand (42% compared to 21%) among their top three 
business challenges.

• Of those that consider AI critical (their top priority) to driving the success of their business over the next 3 years, mitigating cyber security 
risks (45%), navigating economic uncertainty (43%) and adapting to technological change (41%) are most commonly cited among the main 
challenges facing their business over the next 12 months.
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Key Findings
Q6: What, if any, is/are the biggest challenge(s) in implementing AI in your business?

• When it comes to implementing AI in their business, ANZ C-suite execs most commonly cite challenges around managing data privacy, cyber 
security, or regulatory compliance/standards (42%) and difficulty integrating AI into existing workflows, systems, or tools (37%).

• These are followed by concerns regarding the acceptance or trust for use of AI among customers (34%), high implementation costs or limited 
budget for AI projects (33%) and insufficient organisational data to effectively train AI models or agents (32%).

• Less commonly cited challenges include shortage of skilled personnel or expertise in AI, difficulty in driving AI adoption among employees 
(both 30%) and inconsistent or poor-quality outputs (26%).

• Those in non-technical roles are more likely than those in technical roles to cite shortage of skilled personnel or expertise in AI as a challenge 
to implementing AI in their business (36% compared to 20%).

• ANZ C-suite execs working in businesses with 250-499 employees are more likely than those with 500-999 to cite high implementation costs or 
limited budget for AI projects as a challenge to implementing AI in their businesses (40% compared to 27%).

• While those working in the energy and utilities (39%), financial services (30%) and healthcare* (43%) sectors are much more likely than those 
in retail (16%) to cite inconsistent or poor-quality outputs as a challenge.

• Of those that consider AI critical (their top priority) to drive business success over the next 3 years, challenges around managing data privacy, 
cyber security, or regulatory compliance/standards (41%), insufficient organisational data to effectively train AI models or agents (36%) and 
difficulty in driving AI adoption among employees (35%) are most commonly cited as challenges to implementing AI in their business.

*Caution low sample: healthcare N=35  
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Key Findings
Q7: To what extent do you agree/disagree with the following statement? “Integrating agentic AI is a priority for the success of my business in 
the next 12 months.”

• 96% of ANZ C-suite execs agree that integrating agentic AI is a priority for the success of their business in the next 12 months, including 
almost half (48%) that strongly agree in this regard and the same portion who somewhat agree (48%).

• Of those that consider AI critical (their top priority) to driving business success over the next 3 years, those that strongly agree that 
integrating agentic AI is a priority for the success of their business in the next 12 months increases to 69%.

• C-Suite execs in New Zealand are more likely than those in Australia to strongly agree that integrating agentic AI is a priority for the 
success of their business in the next 12 months (61% compared to 41%).

• As are those working in the energy and utilities (61%) and healthcare* sectors (60%), who are much more likely than those in the retail 
sector (30%) to strongly agree in this regard.

*Caution low sample: healthcare N=35  
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Key Findings
Q8: When thinking about using AI agents at work, what is/are the most important factors to consider?

• When thinking about using AI agents at work, the top three most important factors considered by ANZ C-suite execs are data security and 
privacy (41%), integration with current systems (i.e. tools, platforms and processes) (39%), and customer acceptance, engagement, and 
impact (37%).

• These are followed by operational efficiency (36%), reliability and accuracy of outputs (34%), ease of use (33%), employee acceptance 
and engagement (31%) and return on investment (29%).

• ANZ C-suite execs working in the healthcare* (54%) and manufacturing (45%) sectors are more likely than those in the retail sector (22%) 
to cite integration with current systems among their three most important factors considered.

• In contrast, those working in the financial services (34%) and retail (37%) sectors are more likely than those in the technology* sector 
(16%) to cite return on investment among their three most important factors considered.

• ANZ C-suite execs working in businesses with 250-999 employees are more likely than those with 1,000+ employees to cite reliability and 
accuracy of outputs among their three most important factors considered (37% compared to 28%).

• Furthermore, those with 500-999 employees consider customer acceptance, engagement, and impact (44%) to be the most important 
factor when considering using AI agents at work, which is significantly more likely than their counterparts in smaller organisations with 
250-499 employees (31%).

*Caution low sample: healthcare N=35, technology N=37  
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Key Findings
Q8: When thinking about using AI agents at work, what is/are the most important factors to consider? (Cont.)

• C-Suite execs in New Zealand, who the research has revealed are more likely than their Australian counterparts to have fully implemented 
agentic AI in their organisations, are more likely than those in Australia to cite ease of use as an important factor considered (40% 
compared to 29%) when using AI agents at work.

• Ease of use (40%) is in fact the most important factor considered by C-suite execs in New Zealand, closely followed by operational 
efficiency and data security and privacy (both 39%) to round off the top three.

• While in contrast, C-suite execs in Australia cite data security and privacy (42%), integration with current systems (39%) and customer 
acceptance, engagement, and impact (37%) as the top three most important factors considered.

*Caution low sample: healthcare N=35  
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Key Findings
Q9: How are you/do you plan to use AI agents in sales?

Of those that ranked sales within the top 3 areas of their business they feel most ready/enabled to implement agentic AI (n=189)…

• Enhancing customer engagement and follow-ups (50%), identifying upselling and cross-selling opportunities (48%) and forecasting and 
analytics (46%) are identified as the most common areas in sales where ANZ C-suite execs are, or plan to, use AI agents.

• These are followed by creating sales proposals and/or strategies (43%), supporting on sales-related administrative tasks (i.e. quoting and 
billing) (39%), pipeline management and sales funnel optimisation (35%) and nurturing and qualifying leads (33%).

• ANZ C-suite execs working in smaller businesses with 250-499* employees are more likely than those from larger organisations with 
500-999 and 1,000+ employees to say they plan on using AI agents in sales to support on sales-related administrative tasks (i.e. quoting 
and billing) (56% compared to 33% respectively). 

• Of those that consider AI critical (their top priority) to drive business success over the next 3 years, 58% say they plan on using AI agents in 
sales for forecasting and analytics.

*Caution low sample: 250-499 employees N=48  
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Key Findings
Q10: How are you/do you plan to use AI agents in customer service and support?

Of those that ranked customer service and support within the top 3 areas of their business they feel most ready/enabled to 
implement agentic AI (n=249)…

• Providing 24/7 support across all customer-facing channels (58%), and complaint handling and escalation (i.e. ticket routing complaints to 
appropriate team or agent) (53%), are identified as the most common areas in customer service and support where ANZ C-suite execs are, 
or plan to, use AI agents.

• These are followed by providing personalised customer interactions (i.e. based on customer history) (48%), collecting and analysing 
customer feedback (47%) and offering multi-lingual support to customers (42%).

• While less commonly, 34% plan to use AI agents in answering customer queries and 32% for processing refunds and claims.

• C-suite execs in New Zealand are more likely than their Australian counterparts to say they plan to use AI agents in customer and service 
and support by offering multi-lingual support to customers (52% compared to 36%).

• ANZ C-suite execs working in smaller businesses with 250-499 employees are more likely than those from larger organisations with 
500-999 to say they plan on using AI agents in customer service and support for complaint handling and escalation (62% compared to 41% 
respectively). 

• Of those that consider AI critical (their top priority) to drive business success over the next 3 years, almost seven in ten (68%) say they plan 
on using AI agents in customer service and support to provide 24/7 support across all customer-facing channels. 
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Key Findings
Q11: How are you/do you plan to use AI agents in marketing?

Of those that ranked marketing within the top 3 areas of their business they feel most ready/enabled to implement agentic AI 
(n=260)…

• Managing marketing platforms (i.e. social media, website) (57%) and generating rich media or content (i.e. video, images, audio, etc.) 
(50%) are identified as the most common areas in marketing where ANZ C-suite execs are, or plan to, use AI agents.

• These are followed by developing marketing campaigns and/or strategies (45%), A/B testing for marketing and advertising campaigns 
(42%) and reporting and campaign analytics (40%).

• While less commonly, 37% plan to use AI agents for market research and insights and 25% plan to use AI agents for copywriting.

• ANZ C-suite execs in New Zealand are more likely than their Australian counterparts to say they plan to use AI agents in marketing for A/B 
testing for marketing and advertising campaigns (51% compared to 38%).

• Of those that consider AI critical (their top priority) to drive business success over the next three years, managing marketing platforms 
(58%) and developing marketing campaigns and/or strategies (57%) are identified as the most common areas in marketing where they 
plan to use AI agents.
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Key Findings
Q12: How are you currently enabling your teams to use agentic AI at work?

• 98% ANZ C-suite execs say they are currently enabling their teams in some way to use agentic AI at work, with the most common way being 
providing guidelines and training for the use of agentic AI (59%).

• 52% are enabling their teams by integrating agentic AI into existing workflows or AI-enabled platforms, and 49% through a clearly defined 
agentic AI policy and governance framework.

• 51% of ANZ C-suite execs say they are enabling their teams through specific investment in internal training and skills-building.

• Interestingly, 46% are enabling their teams to use agentic AI at work through a rewards-based system to drive adoption.

• Of those that say they have fully implemented agentic AI in their organisations, just over half say they are enabling their teams by providing 
guidelines and training for the use of AI (57%), integrating agentic AI into existing workflows or AI-enabled platforms (55%), through a clearly 
defined AI policy and governance framework (54%) and through specific investment in internal training and skills-building (53%).

• While 48% are enabling their teams to use agentic AI at work through a rewards-based system to drive adoption.

• Of those that consider AI critical (their top priority) to drive business success over the next three years, in addition to enabling their teams by 
providing guidelines and training for the use of AI (59%), 58% are integrating agentic AI into existing workflows or AI-enabled platforms and 
56% are investing in internal training and skills-building.
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Key Findings
Q12: How are you currently enabling your teams to use agentic AI at work? (Cont.)

• ANZ C-suite execs working in the energy and utilities (72%) and manufacturing (67%) sectors are more likely than those in financial services 
(49%) to say they are enabling their teams by providing guidelines and training for the use of AI.

• C-suite execs in New Zealand are more likely than their Australian counterparts to say they are enabling their teams by providing guidelines 
and training for the use of AI (65% compared to 55%) and by integrating agentic AI into existing workflows or AI-enabled platforms (59% 
compared to 48%).

• ANZ C-suite execs working in smaller businesses with 250-499 employees are more likely than those from larger organisations with 500-999 
to say they are enabling their teams through specific investment in internal training and skills-building (56% compared to 45%) and through a 
rewards-based system to drive adoption (52% compared to 39%). 

• In contrast, those working in larger businesses with 1,000+ employees are more likely than those from smaller organisations with 250-999 to 
say they are enabling their teams by integrating agentic AI into existing workflows or AI-enabled platforms (58% compared to 49%).
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