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Why read this?

There is so much hype surrounding Artiﬁcial Intelligence and
Machine Learning and their use in Customer Experience but
very few people truly understand the difference between the
two and fewer know how to put them to use. These words are
loosely used by a majority of people. This paper will throw
light on the differences amongst the two along with a few
examples to help Marketing Professionals decode the
complex code!
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Today, technology seems to have overtaken the
world and humans alike. Any organisation that
wants to put across a strategic, forward-thinking
perspective talks about how much emphasis
they are putting on technology and Artiﬁcial
Intelligence. For a lot of us, our ﬁrst brush with
AI and machines was through movies like
Stanley Kubrick’s – 2001: A Space Odyssey.
Most people will distinctly recollect the scene in
which Hal 9000 disobeys the astronaut on his
ship when he realises that they want to
disconnect him.

Hal 9000 says, “I’m sorry Dave. I’m
afraid I can’t do that” and then
kills the astronauts, making people
believe that all this can go horribly
wrong. The AI story was further
propagated by the Terminator
series and movies like Steven
Spielberg’s – ‘A.I.’ and Spike
Jonze’s – ‘Her’, starring Joaquin
Phoenix and Scarlett Johansson as
a ‘virtual’ Samantha.

The term - Artiﬁcial Intelligence (AI) has been
around since 1950s. It was ﬁrst discussed by
John McCarthy and Marvin Minsky at a
Dartmouth Summer Conference involving
Mathematics, Game Theory and Logic. Though
its presence has only been felt around since
2007 when iPhone, Facebook and Amazon Web
Services pioneered mobile, social and web
platforms. Cut to circa 2019, AI is everywhere.
It has become as ubiquitous as ‘AIr’. It is in our
mobiles, cars, hospitals, banks, retail shops,
media, everywhere.
So, what does AI entail? Broadly AI is - Logic
based – Indicative Logic Programming (ILP),
Robotic Process Automation (RPA) and Fuzy
Systems. AI is Knowledge based – Probabilistic
Methods and Machine Learning (ML). It includes
Bayesian Networks, Neural Networks and
Natural Language Processing (NLP). It embodies
intelligence using Affective Computing,
Distributed Artiﬁcial Intelligence and Deep
Learning Algorithms. It also includes Computer
Vision and Sensor Fusion. Whoa! This is where
the heavy-duty jargon ends.
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People including seasoned marketing professionals use the terms Artiﬁcial Intelligence (AI) and
Machine Learning (ML) interchangeably. But that is inaccurate. The fundamental difference between
AI and ML is that AI mimics humans while ML is the system that can understand how to ﬁgure out a
speciﬁc task. According Avinash Kaushik, Digital Marketing Evangelist at Google – ‘AI is an intelligent
machine and ML is the ability to learn without being explicitly programmed’
Sundar Pichai, the Google CEO states that – ‘ML is a core transformative way by which we are
rethinking how we are doing everything. We are thoughtfully applying it across all our products be it
Search, Ads, YouTube or Play.’
So, if this is what ML does, what does AI do?
1. AI can discover what attributes/elements from massive amounts of data are most predictive.
2. AI can draw inferences and weigh the most productive attributes to make a recommendation.
3. AI will mature with each iteration. It will alter and adapt to new information.
4. AI is capable over a period of time, of understanding context.

To understand the biggest role that AI will play
for marketeers, we can draw inferences from
what Sherlock Holmes once said – ‘ It is of the
highest importance in the act of detection to be
able to recognise out of a number of facts,
which are incidental and which are vital’

Amazon, Google and Spotify are
some of the obvious users of AI
and are undoubtedly way ahead
of the rest. Currently, Marketeers
are ﬁnding multiple ways to use
AI to drive customer journeys and
customer experience:
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personalized channel experience
Real-time next best offers

22%
Personalised
overall customer journes

Average Use, Planned Use,
and Projected Growth of
AI Use cases

Predictive journeys

+

Improved customer
segmentation

257%

Two year growth
Automated social and
messenger app interactions

57%

Currently use

Dynamic landing
pages and websites

Ofﬂine/online data
experience faciliation

Programatic advertising
and media buying

Plan to use within two years

To demystify the role of AI, let’s narrow down the funnel and consider what it can do for a Marketer.
AI driven marketing programs can lead to –
• Improvement in the average sales cycle.
• Increase in Cross-sell and Up-sell revenue.
• Better return on marketing investments.
• Lower cost of customer service.
• Better customer experience.
With the kind of strides, we are taking in technology, more and more customer experiences will be
analytics and data driven. These will not be ‘visible’ to us, but we will certainly ‘feel’ them. AI will
result in more intuition driven, man+machine interaction. It will drive more meaningful use of big
data. AI will lead to a more immersive and wholesome customer experience. From content
personalisation, predictive analytics, customer segmentation to facial recognition, CMOs certainly
believe that AI will drive a lot of these initiative:
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Content personalisation

56.5%

Predictive analytics for customer insights

56.5%
49.6%

Targeting desicions

40.9%

Customer segmentation

38.3%

Programmatic advertising and media buying

33.9%

Improving marketing ROI by
optimizing marketing content and timing
Conversational AI for customer service

25.2%
14.8%

Next best offer

10.4%

Augmented and virtual reality
Autonomous object/systems
Facial recognition and visual search
Biometrics, also known as chipping

2.6%
1.7%
0.0%

But how exactly will all this happen? How will it enhance customer experience? How will it deliver on
the above mentioned KPIs? So many questions to answer. Simply put, AI will 1. Mine text data at scale.
2. Find better and real time insights including from video, images and voice.
3. Provide more sophisticated and actionable insights.
4. Add a narrative to the petabytes of data.
5. Help marketers do better digital advertising, cross device targeting, using machine learning
and deep learning.
6. Play a huge role in personalising loyalty programs for Retails, Hotels, Airlines, etc. besides
this, it is already playing a huge role in enhancing the retail experience.
7. Help in devising next best products/service offerings also called product recommenders.
Amazon uses this very effectively. According to them, one in twenty of their
recommendations are bought by customers. Considering that these twenty are picked from
millions of products it is a pretty amazing achievement.
8. Help in automated targeting, attention tracking, analysing and optimising marketing
campaigns, dynamic content and smart tagging.
Artiﬁcial Intelligence is seeing a large-scale adoption by US marketers in $500M to $1B companies,
with conversational AI for customer service being the most dominant. Businesses between $500M to
$1B lead all other revenue categories in the number and depth of AI adoption use cases.
It’s also important to understand that smaller companies are leading the way in AI spending to drive
return on investment by optimizing content and timing.

Hansa Cequity | 05

How Real is Artificial Intelligence in the context of Marketing and Customer Experience?

Top uses of AI in marketing by
company revenue:
How is your company using AI in its marketing activities? (check all that apply) - % Selected
$500999M

$1-9.9B

$10+B

61.1%

55.6%

63.9%

66.7%

28.6%

55.6%

77.8%

66.7%

53.3%

33.3%

28.6%

66.7%

55.6%

52.8%

60.0%

Customer segmentation

42.9%

28.6%

55.6%

11.1%

41.7%

40.0%

Programmatic advertising and media buying

38.1%

28.6%

33.3%

44.4%

36.1%

53.3%

Improving marketing ROI by
optimizing marketing content and timing

38.1%

28.6%

33.3%

33.3%

33.3%

26.7%

Conversational AI for customer service

23.8%

14.3%

16.7%

88.9%

19.4%

20.0%

Next best offer

19.0%

0.0%

16.7%

22.2%

8.3%

33.3%

Augmented and virtual reality

0.0%

14.3%

11.1%

22.2%

13.9%

6.7%

Autonomous object/systems

0.0%

0.0%

5.6%

11.1%

2.8%

0.0%

Facial recognition and visual search

4.8%

7.1%

0.0%

0.0%

0.0%

0.0%

Biometrics, also known as chipping

0.0%

0.0%

0.0%

0.0%

0.0%

0.0%

Activity

<$25M

<$26-99M

Content personalisation

42.9%

42.9%

Predictive analytics for customer insights

52.4%

Targeting desicions

$100499M

CMOs believe that incorporating AI in the marketing technology stack will result in measurable
ﬁnancial beneﬁts. It will also enhance the customer experience not to mention the brand differentiation that this will create.
A Gartner Research indicates that in a few years the biggest differentiation between products/services
will be customer experience, an overwhelming 89% concur. It also rather boldly, goes on to say that
85% of customer relationships will be managed without human intervention.
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How the Automotive
Industry is taking to AI?
In the Automotive Industry consumer journeys
are getting more and more complex. Traditional
ways of deﬁning purchase cycles do not make
any sense anymore. The prospect may have seen
a video ad on YouTube or a banner ad on a
website or a post on social media plus layer this
with multiple creative and content executions,
and then visited the website, later check out the
reviews on an Auto blog, compare with other
similar brands on platforms like CarDekho, etc.
then go to the dealership or make a call to the

MARKETING

Exploring AI in automotive
marketing

contact centre. Now this perhaps is one of the
more simpliﬁed versions but in reality, it can be
much more complex and confusing. How do
brands make sense of such a journey? How does
one successfully attribute the digital journey?
The good news is that if the data is well
organised and structured and real time and
automated and aided by AI and ML a rule-based
data driven attribution is possible. Do have a
look at an illustrative Automotive Marketing and
Sales Organisation’s AI based transformation:

SALES

Integrating AI into
automotive sales

OPERATIONS

Transforming all M&S
operations through AI

AI-enabled1 use cases
Programmatic advertising
(bidding and buying

Lead management
automation

Sales/demand forecasting
and trendspotting

Cross-channel budget
planning/allocation

Life cycle omnichannel
up-and cross selling

Build-to-stock conﬁguration
and distribution

Personalised Marketing
(eg. creative customization

Personalised,
dynamic pricing

Chat bots and virtual assistants

...lead level

Data-drivenattribution on...

...sales level

Aftersales and services
(e.g. predictive service offers)
Visual inspection and RV
calculation for returned used cars
Dealer footprint
optimization
Product marketing
(e.g. contenting, speciﬁcations)

Technical/operational founadtion
Full ad tech stack, incl. measurement,
future-proofed (e.g. GDPR, ITP 2.0)

Cloud based, real-time CRM and DMS
integrated to ad tech stack

Customization of AI/ML solutions
(Incl. e.g.image or voice APIs)

Digital Talent Agenda

Broken-down organizational silos and
data silos (e.g. dealer-OEM data
sharing policies)

Entire organizational design shaped
around digital and data capabilities

Partnership ecosystem able to serve
dealers
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An interesting example
from BFSI:

Large banks have thousands of customer
touchpoints that capture millions of
customer interactions every day, making
customer experience a mineﬁeld for them to
navigate. Nordea, a Stockholm-based bank,
has looked deep into the customer journey
to ﬁnd the best points to deploy AI for
maximum impact.
They recently introduced virtual employees,
that perform repetitive tasks faster and more
efﬁciently than their human counterparts.
These virtual employees (Liv in Stockholm,
Erma in Denmark, Roberta in Norway, Sirius
in Finland, among others) are empowered to
take correct and fast decisions using
rule-based robotics initiatives. This frees
employees to engage in those activities that
provide an enhanced experience to
customers.

The Retail industry have also
taken to AI in a big way:

Examples like the Hema chain from Alibaba
in China and Amazon Go are leading the way.
The way in which AI and ML is delivering a
never before customer experience and
convenience in real time is truly the way
forward. Alibaba is already experimenting
with facial recognition, tracking, using
geo-locations, trying to compel shoppers to
buy more by providing what they see as a
better customer experience using AI.

Nordea also partnered with an AI-based text
analytics solution provider to interpret
hundreds of inbound customer
communications per second and intelligently
forward them to the right business unit. This
eliminates the agent-based sorting that
frustrates bank customers around the world.
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In the future
0.0%

10.0%

Today
20.0%

30.0%

40.0%

60.0%

48%
45%

Customer engagement (e.g. pre sales, either online or in-store)
37%

Supply chain logistics and management
33%

Supply and demand predictions(e.g. merchandising sales forecasting)

41%

37%
39%
37%

Payment processing

37%
35%

Digital Data/security
29%
30%

Product recommendation engines

31%
30%

Post sales customer service
21%
20%

Physical security (e.g. security camera analysis)

23%
19%

Product design and creation
Other

50.0%

2%
1%

There is no doubt that AI has captured the
imagination of organisations. The big ﬁve Google, Facebook, Apple, Microsoft and Amazon
are investing heavily in AI and are at the
bleeding edge. Google has staff research groups
like Google Brain and DeepMind and Facebook
has FAIR – Facebook AI research and FBLearner.
Alexa, Siri, Cortana are slowly but surely
becoming a part of our daily lives in India.
Currently the role played by AI is limited to AI
powered chatbots. According to Gartner, by
2020, AI bots will power 85% of all customer
service interactions and digital buying (i.e.
programmatic buying), website optimisation,
A/B testing, e-mail marketing, lead scoring.
Television too is moving towards programmatic
buying. Creative development in the context of
what content – headline, copy and images to be
deployed are now beginning to be subjected to
AI based testing. A lot of customer and

marketing analytics including Market Mix
Modelling, Attribution Modelling, Market Basket
Analysis, etc. is beginning to take baby steps
towards using AI. One thing is certain,
Marketing is in the eye of the storm as far as
technology is concerned. The entire marketing
process is undergoing a re-design, unknown to a
lot of marketing professionals. Marketing
leaders will have to make judicious choices and
develop thought through relevant strategies
tailor made for their organisations in the
context of when, where and how to use Human
Intelligence and Artiﬁcial Intelligence.
All of this thought process will need to be
integrated with the business strategy. Marketing
leaders will have to think holistically and
integrate AI based technologies into their core
strategy:
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VALUES/OBJECTIVES
STAGES IN THE
STRATEGY/EXECUTION
PROCESS

Deﬁnition of
objectives
Reframing

SITUATION
Signal
detection

OPPORTUNITY

STRATEGY

Pattern
Recognition

Roles for people
Roles for technology
IMPLEMENTATION

Abstraction/
human intuition

Execution

Prediction/
simulation

Analysis

Assessment

Shaping/
Inﬂuencing

The HANSA CEQUITY AI for MARKETING Model will help marketeers take informed and
outcome-based decisions on how and where AI sits in their scheme of things:

AI to ATTRACT

AI to ENGAGE

AI to RETAIN

Customer Journey Mapping

Personalisa�on

Reten�on & Churn modelling

Digital Media Strategy

On-Site experience

Customer Delight & Experience

Remarke�ng and Retarge�ng

Web Analy�cs

Customer Sen�ment Analysis

Market Mix Modelling

Social Media

Market Basket Analysis

Marketplace segmenta�on

A�ribu�on Modelling

Customer Life�me Value (CLTV)

The use of AI is getting more integral to all marketing platforms and clouds. Based on more than 11
years’ experience across Automotive, Consumer Durables, BFSI and Retail Chains, we demystify and
contextualise strategies for clients, keeping in mind three key KPIs – Attract, Engage and Retain
customers. Hansa Cequity is at the forefront of providing intelligence to drive successful AI driven
marketing programs cutting across Digital Experience, Campaign Management, Web Analytics,
Business Analytics, Customer Analytics, Marketing Platforms and other Enterprise Solutions.
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ABOUT HANSA CEQUITY
CEQUITY’S BUSINESS IS HELPING
COMPANIES ENHANCE CUSTOMER EQUITY.
Founded in 2007 with the belief on customer equity being the only
differentiator in the next era of business, Cequity works with top management
teams to create and operate customer-centric strategies
as a strategic asset.
Our work across clients, independent research and studies done by us to
understand customer value drivers, show a strong correlation between superior
customer experience and strong improvement in the bottom line.

WHO WE WORK WITH?
Our clients are typically bold, ambitious business leaders who seek to create a
customer intelligence led differentiation. They have the talent, will and
open-mindedness required to succeed. They are not satisﬁed with the status
quo and are looking to transform customer experience in their ﬁrms.

WHAT WE DO?
We help companies acquire, retain and manage customers optimally. We help
managements deﬁne actionable customer strategies driven by data, analytics,
marketing technology and creative insights. We take it a step further by working
with management teams to implement and operate on these strategies to
achieve the desired success.

HOW DO WE DO IT?
Our elegant integration of multiple services as a service platform - strategy,
data, analytics, technology, campaign management, digital, customer
relationship centres and creative solutions; creates outstanding results for our
clients. Our deep experience as a consulting and operating partner to clients
enables us to achieve tangible business impact and success for them.

Neeraj Pratap Sangani
Neeraj is a customer experience management & marketing specialist with
experience in business/marketing consulting, brand building, strategic
marketing and digital marketing. He has developed and executed CXM &
CRM projects, MarTech implementation, data integration projects including
customer life cycle management, customer segmentation and customer
engagement for clients across different verticals like BFSI, Auto, Retail,
Consumer Electronics and Durables, Agro-Chemicals & Print Media.

To know more, contact us at marketing@cequitysolutions.com

Consulting I Data Management
Analytics & Insights I Campaign Management
Digital Experience I Customer Relationship Centres

ISO/ IEC 27001:2013 CERTIFIED

403 & 404, B Wing,
4th Floor, Commercial Ofﬁce Towers,
Kohinoor City Mall, Kirol Road, Off LBS Marg,
Kurla (W), Mumbai 400 070.
Email: marketing@cequitysolutions.com
http://www.hansacequity.com
Mumbai, Delhi, Bangalore, Chennai and Chicago.

