
The role of 
ISBA

The ISBA 
strategy

u	Marketers are facing, arguably the 
biggest transformation of our industry 
since ISBA was formed in 1900.

u	Member concerns are dominated by 
the economic outlook and the tech 
environment, significantly influenced 
by AI.

u	They are managing a complex mix of 
financial pressures, tech disruption, 
measurement challenges, and 
evolving talent needs.

u	Whilst trust in advertising is on the rise, 
challenges remain, from online user 
and brand safety, to authenticity and 
the use of AI.

u	ISBA is greatly valued by its members 
and plays a critical role in bringing 
together advertisers, media owners, 
regulators and other stakeholder 
bodies to shape industry frameworks 
and best practices.

u	ISBA’s reputation means government 
and the media value its opinion and 
thought leadership.

u	The new ISBA strategy has been 
developed in order to ensure it remains 
as trusted, relevant and influential in the 
next five years as it has in the last 125.

ISBA’s strategy is anchored

in insights and information,

including direct feedback

from members and industry

landscape assessments.

The 2026 Operating Priorities 

are our focus for the next

12 months.

1	 Effectiveness and trust: Marketers 
need help to prove the effectiveness of 
their investment. Not another academic 
argument, but a single, independent, 
evidence‑based framework. 
Effectiveness goes hand in hand with 
trust, achieved by representation in 
policy and regulation and responsible 
marketing support. 

2	 Transparency: From agency operating 
models to AI‑driven optimisation, and 
developing media channels, advertisers 
want visibility where it matters: over 
decisions that affect their brands, their 
investment and their accountability.

3	 The Future: Marketers are looking for 
practical guidance — not predictions 
— on what AI‑enabled, agile operating 
models really mean for their teams and 
their spend. This also means talent 
is more vital than ever. Craft skills, 
strategic judgement and analytical ability 
all matter, and all marketers must be 
equipped for a landscape defined by 
complexity rather than simplicity.

Dynamic 
and volatile 

change
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u	Unite the industry to create 
the definitive, data based 
business case for a balanced, 
cross media approach to 
effective advertising.

u	Provide tools that enable 
best practice integration of 
growing advertising channels 
including Retail Media, 
Influencer marketing and 
GEO.

u	Ensure the voice of members 
is heard in regulatory forums 
wherever new or amended 
advertising regulations are 
being discussed.

u	Represent members 
with both platforms and 
government to ensure their 
needs for online brand and 
user safety are met.

u	Encourage and provide 
guidance on responsible 
advertising, including 
sustainability, accessibility 
and inclusive advertising.

u	Advise and support members 
on the evolution of agency 
models, agreements, and 
ways of working.

u	Provide guidance on 
responsible and effective 
integration of AI and the 
emerging shape of future 
operating models.

u	Expand and deliver ISBA’s 
programme of training.

u	Help members navigate and 
accelerate the integration of 
AI into marketing operations.

Enable 
 Advertising 
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2026 Operating Priorities
The building blocks to deliver the strategy start in 2026 with key workstreams.

To view the full 2026 Operating Priorities please click here.

For more information about ISBA visit www.isba.org.uk  

or email Membership@isba.org.uk
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u	Represent and champion 
members’ interests in a 
consolidating market of 
media and agency mergers.

u	Advocate for appropriate 
transparency and operating 
principles as AI automated 
workflows accelerate.

https://www.isba.org.uk/media/isbas-2026-operating-priorities
http://www.isba.org.uk
mailto:Membership@isba.org.uk

