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INTRODUCTION: 

WE’RE ALREADY BEYOND  
THE BRINK

That hackneyed phrase, we’re standing on the brink of a revolution? When it  
comes to artificial intelligence, it’s wrong. Because we’re already beyond that brink.

Of course artificial intelligence will eventually reach into every facet of technology 
and life, and it’ll compel sea-changes we probably can’t imagine today.

But when it comes to marketing, it’s already too late to turn the tide: AI has 
irreversibly affected how marketers are doing their jobs, and its impact is 
accelerating. Very shortly, for instance, it’ll bootstrap marketing automation  
to the next level. 

Achieving true personalization and 1-to-1 marketing engagement are very real 
benefits of AI, essential in an increasingly mobile, omnichannel digital age. But 
there’s more to how AI and marketing will work together than that.

In this ebook, we’ll dig into exactly where and how deep learning will evolve 
marketing, not just in terms of strategies, tactics and technologies, but in the  
very makeup of marketing departments and the skills marketers will need to 
leverage AI in decades to come.
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DON’T WAIT FOR MARKETING AI: 
IT’S ALREADY HERE 
John McCarthy once made a telling complaint that still applies to how people have 
perceived -- or, rather, failed to perceive -- the arrival of artificial intelligence in their lives: 
“As soon as it works, no one calls it AI anymore.”

He was more than qualified to carp about the 

fact, having won the Turing Award and being 

one of the founding fathers of AI. He even gets 

credited with coining the very term artificial 

intelligence back in 1956.

Here’s how what John McCarthy said relates to 

what’s going on today:

Innovations like AI often sneak in on us, gradually merging into the workaday and 

commonplace.  They do it without any of the abrupt upheavals or manic melodramatics 

we’ve been conditioned to expect of AI by TV, the movies and (bad) science fiction. Or 

by the bolder speculations of futurists like Vernor Vinge and Ray Kurzweil, whose notion 

of an eventual Singularity has fired the imagination of a lot of people, including the 

occasional hack screenwriter.

When a sweeping transformation enters our lives incrementally, in a thousand small, 

pedestrian and often invisible ways, we don’t recognize it’s even arrived until that 

evolution has nearly run its course.

Truth be told, artificial intelligence won’t unexpectedly arrive in the shape of a cheesed-

off robot anytime soon.

That’s because AI is already here. And it’s everywhere.
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KNOW YOUR AI (BECAUSE IT’LL KNOW YOU) 

One reason most of us, including the media, have wrongheaded expectations of AI  
is because they see it as a monolith, not realizing the term is a catch-all for different 
levels of capability:  

Artificial Narrow Intelligence (ANI), or “Weak AI,” specializes in a single area, like the 

chess program that can beat a Grandmaster, but will never understand how to operate  

a toaster. It’s the task-specific level of AI that’s most common today.

Artificial General Intelligence (AGI), or “Strong AI” or “Human-Level AI”, means a 

system that’s as smart as a human being at every intellectual task, including being able to 

reason, problem-solve, think in abstractions, and learn from experience. The Blue Brain 

project used IBM’s Blue Gene supercomputing platform to simulate the neural network 

of a rat, with 10,000 neurons and 108 synapses; the ability to duplicate a human brain’s 

functionality is vastly harder.

Artificial Superintelligence (ASI) is the trope of sci-fi movies and TV shows that gives 

the public a poor idea of AI, depicting machines smarter and faster than humans at every 

possible job. ASI presents us with the vision of an AI-dominated future that gives pause 

to many of us, though as long as we’ve got a Captain Kirk around we can probably talk 

them to death.1

 ANI is becoming pervasive across our lives, from how we do online search to what 

route we drive to the appliance store to pick up a new fridge or dishwasher that’s also 

incorporating AI. Through deep learning, our smartphones, autos, wearables and homes 

are already understanding our needs and behaviors, and figuring out the best way to 

serve them.

1Here’s a game to play with the Trekkies in your life: How many times did Kirk outsmart an AI during the 
run of the Original Series? 
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TEACHING AI TO LEARN, ASSIST...AND EVOLVE 

A lay person who wants some idea of what AI is 
all about and how it’s already affecting modern 
life could easily just Google “artificial intelligence” 
to find out more. Or he or she could visit Google’s 
own AI Experiments page, where a series of 
interactive exercises help users explore machine 
learning. For Google, AI is hugely important, the 
backbone of every future aspect of their business.  

In 2015, they rolled out RankBrain, a deep learning system that helps generate answers to search queries. 

RankBrain is a perfect example of deep learning through a neural network, where software and 

hardware approximate the lattice of neurons that make up our own brains, carrying out tasks far more 

quickly and accurately than human wetware ever could. It’s called deep learning due to the increasing layers 

of information that are processed by ever-faster computers.

If you’re searching for “automobile” in Google Photos, you’d be shown every picture 

of an auto you’ve stored because Google AI has analyzed each image on file and 

recognized the patterns that match your query.

When Google debuted a huge range of new hardware devices in early October, from 

its Pixel smartphone to its Home household gadget, they were really Trojan horses, 

as Wired put it, for Google Assistant, their AI helper app. Assistant works invisibly, 

predicting user needs, acting on requests and giving succinct answers to questions, 

while tapping into resources like Google’s Knowledge Graph, which warehouses more 

than 70 billion facts used to enhance search.

Other platforms like Google Translate rely on machine learning to do their jobs, too. 

And recently, Google announced that three of its experimental AIs, named Alice, 

Bob and Eve, had learned on their own how to construct encryption methods 

allowing them to communicate privately with each other, while also learning what data 

deserved to be kept safe.
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“Knowing how to encrypt is seldom 
enough for security and privacy,” the 
Google team said. “Interestingly, neural 
networks can also learn what to encrypt 
in order to achieve a desired secrecy 
property, while maximizing utility.”

Facebook recently launched DeepText, able to read and comprehend a thousand 

posts per second in over 20 languages. Imagine typing in a Messenger text about 

needing to order pizza, and Facebook conveniently serves up links or prompts about 

where to order in your area: that’s DeepText at work. 

DeepText will also monitor comments on a post you’re interested in to remove the 

dross while pulling up the ones you’d actually like to read. Eventually, its deep learning 

capabilities will allow text and visual content to be analyzed together. That’ll be useful 

on a channel where 400,000 new stories and 125,000 comments on public posts are 

shared every minute. In fact, Facebook already claims its AI systems report more 

offensive photos than humans do across its network.
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PUTTING AI IN THE EVERYDAY 

Frankly? It’s getting so that it’s harder and harder to find a walk of life or commonplace 
device that isn’t incorporating AI in some way. 

    SMARTPHONES are already replete with AI. An assistant like Siri is only a marquee example; 

from your navigation apps to your music recommendations, deep learning is at work. As we 

move forward, microprocessor chips designed specifically for AI will be a key feature of 

next-gen devices, allowing complex processing tasks to be done within your phone, without 

having to connect to the Cloud; you’ll be carrying a neural network in your pocket with 

unimaginable potential.

    If you’re using EMAIL, you’re probably using AI: the spam filters that separate the messages 

you actually want from those offers to open a massage parlor franchise! or make $100,000 a 

day in just your spare time! depend on ANI that learns your specific preferences. Which may, 

for all we know, include the haunting desire to own a massage parlor franchise.

    HOUSEHOLD SMART DEVICES like Nest thermostats are examples of how AI learns and 

predicts based on your regular routines, linked into the Internet of Things (IoT). But more 

sophisticated executions include Amazon Echo, the spearpoint of a new inrush of AI-enabled 

appliances (we’ve already mentioned Google’s Home device). Gartner has predicted that 

the average home may include no less than 500 smart devices by the year 2022, all of them 

dependent on AI.

    WEARABLES are an AI avenue, too; already, sales of devices such as the Apple Watch and 

Fitbit products, among others, are up over 67% versus 2015; it’s a market estimated to be 

worth over $34 billion by 2020. The fitness tracker you’re wearing may have embedded AI, 

and communicates with your smartphone, uploading data to Cloud-based platforms that 

often use AI-driven analytics to make sense of your exercise routines, sleep patterns, diet and 

more...and share that data with brands who can then reach out with predictive offers based 

on your behaviors. 
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    APPAREL is another realm where AI is making 

inroads; when somebody says your new outfit 

“looks smart,” there’s a chance you can take it 

literally. Manufacturers already use AI to optimize 

their supply chains (that’s critical in a segment 

where styles and tastes can be tough to predict), 

but retailers like Macy’s are trying to use AI to 

help shoppers find their ideal look, while others are launching AI stylists that understand 

the nuances of fashion and personal style. And the kinds of AI chips that’ll show up in 

smartphones and appliances may very soon be embedded in our clothing, too.

    AUTOMOBILES are rife with ANI, with computers controlling everything from your engine 

to your brakes, your entertainment touchscreen and air conditioning. The autonomous car 

or Testa’s Autopilot system may get all the press, but the cars and trucks we use for every 

commute or delivery are already leveraging the technology in hundreds of ways.

    Do any AIRLINE TRAVEL lately? Then you may be happy -- or maybe not so happy -- to learn 

you were in the hands of AI systems helping to control the plane in flight, suss out the best 

route around weather, and even decide what gate you should be using at your destination. 

The system-wide logistics of baggage handling are informed by AI, but now some of the 

baggage handlers may be running on AI, too. At least you’ll save on tips.

    TOYS AND GAMES are deploying AI, bringing even classic brands like Hot Wheels into the 

21st century as it uses special tracks, sensor-embedded cars and chipped controllers to 

make sure cars stick to the track instead of leaving it to attempt an Evel Knievel jump over the 

family dog. Until Junior switches off the AI driving assist, of course. 
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These are just the tip of the AI iceberg in the consumer products universe. When it comes to B2B, 

manufacturing, healthcare, finance and other sectors, AI is already at the forefront: 

    FINANCIAL FIRMS utilize AI everywhere from the customer service department, via 

chatbots, to the trading floor: AI traders account for over half of the trades of equity shares 

done in U.S. markets. But AI may scale down to personal finance, as well: a San Francisco 

startup, Wallet.AI, hopes to collect all the bread crumbs people leave behind as they eat, 

shop and otherwise spend money, combining that with mass data from other sources to 

recognize and analyze patterns and help users better manage their finances.

    HEALTHCARE enterprises invested $400 million in AI in 2015, a figure expected to balloon 

to $3 billion by 2020. Some of the areas where it’s being applied include robotic surgery, 

where simple surgeries are already being performed by robots. Devices such as Pillo, touted 

as the “world’s first artificially-intelligent healthcare companion,” can answer health questions, 

dispense meds and vitamins, sync with wireless and wearable devices and connect patients 

with caregivers via mobile alerts. Another firm, Beyond Verbal, uses an AI-powered research 

platform to analyze vocal biomarkers to detect heart problems, and claims it can identify 

other illnesses such as ALS and Parkinson’s.

    THE U.S. MILITARY has invested heavily in AI through the Defense Advanced Research 

Projects Agency (DARPA) for years, of course. One recent revelation was how AI permits 

airborne drones to distinguish when an on-the-ground individual is armed -- and the test 

they shared with the media didn’t even utilize a military unit, but an off-the-shelf retail drone. 

It might be reassuring to note that the Pentagon doesn’t intend to give “full autonomy” to AI 

weaponry...but on the other hand, the drone in this test was nicknamed Bender, of Futurama 

fame, who’s often gone off about his intent to “kill all humans.”

    ARCHITECTURE AND CONSTRUCTION innovators are adopting AI on various fronts; a 

recent search of Indeed.com using “artificial intelligence architect” as keywords found over 

130 job listings. They’re particularly interested in AI integration into what they call additive 

construction -- or what the rest of us think of as large-format 3D printing. By combining AI 

and machine vision, a printed structure can be better designed, more quickly constructed 

with a minimum of defects, fine-tuned during the actual build to suit its context or site, while 

using materials more efficiently. Here, as in other fields, there’s serious investigation of AI-

guided robots to take over construction tasks. 



10A.I.MPACT: MARKETING’S ACCELERATING EVOLUTION 

HOW A.I. WILL AFFECT  
MARKETING IN 2017 & BEYOND
Before we dig into the developments you’ll likely see in 2017 as artificial intelligence 
continues to transform marketing and advertising, let’s cast a glance backward.

For old-school ad execs and creative teams, here’s the moment where one of their most hated enemies 

first showed its blinking, beeping, buzzing face, as beautifully depicted on Mad Men when old-school agency 

types had to learn to embrace this:

Don Draper may have had his qualms about the IBM 360. But this was the Space Age. 

And the arrival of the computer and data-driven analytics rocketed agencies and brands 

out of antiquated approaches. Much to the consternation of those clinging to a more 

seat-of-the-(grey flannel)-pants philosophy.

In any revolution, there are leaders and losers. Right now, there’s another epochal 

transformation happening, one that would really muss Don’s Brylcreem. 

Artificial intelligence is already dramatically impacting most present-day marketing 

practices, and that evolution will turn into a tidal wave in 2017, overwhelming anyone 

who’s not ready.
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FOLLOW THE ‘SMART’ MONEY

When investor cash blows in a certain direction, it’s a good sign which way the winds of change are going. It 

doesn’t take much native intelligence to realize an increase of 300% in AI investment is a pretty big bump. 

Forrester Research isn’t reaching when they project how  artificial intelligence will be a hot 

investment category in 2017.  In 2015, Bloomberg went into great detail about how 

investors were already pressing their Gucci-shod feet to the floor in accelerating the funding 

of  AI startups.

But really? A jump of 300% in a single year? It shows how AI has been anointed the Next Big 

Thing in tech investment. Where’s that money going, specifically?

This heatmap of corporate investment in A.I. over the past five years tells the story. 

Healthcare is leading the race, but check out the runner-up.
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WHY DO MARKETERS NEED AI ASAP? 

The benefits of integrating AI and machine learning into a marketing program are legion.  But the best 

macro argument for adopting AI might be summed up in a single graph from Forrester. 

As they see it, businesses that incorporate AI to uncover actionable insights “will steal $1.2 trillion per 

annum from their less informed peers by 2020.”

If that’s not competitive pressure, what is? Laggards will find themselves shedding 

business to AI-equipped rivals who are able to give consumers and customers (in B2C 

and B2B alike) what they crave the most: insights-driven personalization at every 

phase of engagement.

This eventuality is what’s compelling corporations and investors to suddenly pivot toward 

investing in AI today, so they can hold onto market share tomorrow.

But where does AI already have traction in marketing and advertising today, and what’s 

it projected to do tomorrow?
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“Cognitive technology is there to extend and 
amplify human expertise, not replace it.”

Rob High, Chief Technology Officer, IBM Watson

IN 2017, AI ACCELERATES! 

Marketing has always owned a unique advantage over other parts of an enterprise, such as HR and 

logistics, when it comes to adopting AI: it’s in the business of constantly generating large volumes of data, 

whether in the form of clicks, views, email responses, or information from other touchpoints. So it simply 

makes sense to put AI to work there first.

AI has taken on the mantle that once belonged to the “expert systems” developed in the 

1980s, designed to emulate the decision-making expertise of human experts.  AI can 

now utilize data to support brand managers and marketing departments in analyzing 

their brand’s attributes, channels, competitors, targets, pricing and budgets.  But beyond 

the C-suite, AI has also gotten woven into tactical execution at every level.  

In 2017, AI will get smarter and more cost-effective, accessible via SaaS, mobile apps 

or IoT embeds. So it’ll not only become more sophisticated but more pervasive, 

available to marketers at every tier in every sector who’ll use AI to tackle a huge array 

of marketing needs.
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ANALYTICS, INSIGHTS & FORECASTING 

We’re at the point where there’s an enormous amount of data available to practically every marketer who 

wants it, whether they’ve culled it themselves or secured it from external sources. The hurdle, of course, is the 

enormity of these data pools, and the limits of human beings when it comes to making sense of them.

Mining Big Data for its potential value mandates 
using artificial intelligence to extract its riches. 
Machine learning can pull insights out of sprawling 
agglomerations of information, moving “business 
intelligence” into a whole new sphere. 

With over 2,000 marketing technology vendors out there already, most of them claiming some focus on 

analytics, an ability to deliver or integrate with AI systems is going to separate the wheat from the chaff in the 

eyes of enterprise tech buyers in 2017 and beyond.

Here are only a few examples of where AI has already been a player in predictive analytics, and where it’s 

headed in the next few years:

    In the airline industry, neural networks such as the Airline Marketing Assistant/Tactician have been 

used for decades to forecast passenger demand, guiding seat allocation and ticket pricing. 

    Spiegel used pattern classification via a neural network to fine-tune its marketing decisions. 

By analyzing lists of people who had made just one purchase from a Spiegel catalog, using 

demographic information on hand about them, it could recognize patterns that identified  the 

people most likely to be repeat purchasers.

    In a notoriously fickle category like fashion marketing, companies like TechStyle are now using 

predictive analytics engines to minimize guesswork about style trends and deliver increasingly 

personalized products to consumers.   

    Salesforces’s Einstein platform is helping marketing and sales teams predict which email leads are 

more likely to convert, then recommends the best followup actions. It also advises on campaign 

spends and timing; when ShopAtHome.com used Einstein, it saw a 23% lift in email clicks and a 30% 

increase in opens.
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ACCOUNT-BASED MARKETING 

AI innovators have been finding ways to apply machine learning against key marketing challenges, and 

that’ll gather steam in 2017. One of those challenges? Making account-based marketing (ABM) a reality.

There are numerous shortcomings with present-day lead generation and marketing automation 

models that prevent ABM actualization, starting with the problem of identifying quality leads. Yet the B2B 

prospecting adage that 95% of leads are misses needn’t hold true anymore, thanks to AI. 

A Deep Learning platform (like the products developed by MarianaIQ) can analyze 

thousands of inputs about demography, psychography, social media behaviors and 

a raft of other data to create hyper-accurate personas, constantly updated in real 

time. That enables marketers to find and engage only the best prospects within the 

accounts they want to target, achieving 1:1 personalization with each of them.

Since AI cost-effectively automates much of the leadgen and engagement process, 

tomorrow’s ABM programs will be implemented at scale, across all of a marketer’s 

accounts, by more and more companies.
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BOTS AND AI MARKETING ASSISTANTS 

AI-powered bots and chatbots will grow in application and diversity for sales and marketing. Facebook’s 

new Send/Receive API for Messenger allows bots to respond to customer queries with structured 

messages that include images, links and call-to-action buttons. 

So users could potentially use Facebook’s bot to book a flight, reserve a dinner spot, 

fulfill an e-commerce order or pay for purchases, or any other task addressed by third-

party developers. Facial recognition will soon allow these AIs to recognize us on sight, 

and adjust interactions accordingly.

Chatbots are one thing, but putting sophisticated AI “on the payroll”, so to speak, is 

another sign of things to come. An offering like Shopify’s Kit, which provides an AI 

marketing assistant to help Shopify customers market and promote their online 

stores, foreshadows how AI will take on other marketing roles in the years ahead.

The tasks Kit handles include creating Facebook and Instagram ads, posting Facebook 

updates to drive customer engagement, sending personalized “thank you” messages to 

generate repeat purchases, promoting new or back-in-stock 

items, and outputting sales performance reports.

Some marketing departments can’t get that much work out 

of a human employee, frankly.

By 2020, 
smart agents 
will manage 

40% of mobile 
interactions.

Source: Gartner
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CONTENT MARKETING 

Marketing automation was ripe for the arrival of AI, and content creation and management tools such as 

Marketing.AI and ClearVoice, among others, are already making content publication more efficient. That’ll 

expand in 2017 and beyond, as  AI fine-tunes inbound marketing programs in real time to capitalize on 

audience hot buttons, identify key influencers and promote content more efficiently.   

AI will also keep evolving its ability to actually author content, creating material that reads 

naturally, not like someone’s been taking dictation from Robby the Robot. 

News media such as the LA Times, Forbes and the Associated Press have already 

been using  AI tools to produce fact-based articles, summaries and reports on a basic 

level. However, companies like like Articoolo and Quill have developed AI platforms for 

writing content on a more sophisticated level.  As Quill’s website puts it, organizations are 

increasingly using “advanced natural language generation (Advanced NLG) to transform their 

data into narratives.”

Content writers may dread this development, but the upside  

is that whatever a machine writes can’t be any worse than  

most of the crappy content already glutting the web. You can’t  

pin that on AI.

AI will  
replace 16% 

of American jobs 
by the end of 
the decade. 

Source: Forrester
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CUSTOMER JOURNEY MAPPING 

Delivering a seamless customer experience is job #1 for digital marketers. And that seamlessness 

relies on predicting a customer’s behavior, so every step along their path can be mapped out and made 

personalized and consistent.

Up till now, this depended on assigning a static persona to each customer. Those were tied to pre-mapped 

journeys, where offers and messages were designed to match up against the specified persona. 

Does it work? Meh. People have a knack for going off in unexpected directions when 

their path offers options.  A customer labeled as Persona A may branch off in a direction 

intended for Persona B, for instance. 

By being able to continually process huge amounts of 

customer data, Deep Learning systems can create way more 

granular, more accurately-predictive personas, allowing 

real-time adjustments to each customer’s journey. Every 

interaction and new set of options can be customized to the 

actual individual’s behaviors, context and timing, heightening 

the quality of their brand experience.

In the next three  
years, 60% of digital 
commerce analytics 
investments will be  
spent on customer 
journey analytics.

Source: Gartner
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PREDICTIVE CUSTOMER SERVICE 

Being able to predict when and why a customer is contacting you is insanely valuable to any organization 

that relies on delivering effective and cost-efficient customer service. AI supplies that edge, by allowing 

them to accurately deploy CS resources while also delivering exceptional personalization for the customer.

    Take banking, for instance; USAA has been utilizing AI to improve its “guess rate” about when 

its customers will next contact the bank, and for what products. By analyzing thousands of 

factors, USAA is able to match broader patterns of customer behavior to individual users. The 

result? Guess rate accuracy rose from 50% to 88%.  

    Expedia plans to use AI for customer service, not just to help travellers search up flight 

and hotel options. One startup, Lola, even plans to combine AI with messaging and mobile 

to create a hybrid platform where human travel agents can provide users with AI-enabled 

personalization.

    Chatbots with AI smarts may take over customer service, which is why Microsoft is investing 

heavily in “conversation as a service” and Facebook has said chatbots are how they’ll monetize 

Messenger: “We’re going to build AI to help automate responses (for businesses).” 

By the end 
of 2018, “customer 

digital assistants” will 
recognize customers 

by face and voice 
across channels 

and partners.
Source: Gartner
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SEARCH 

Ten years ago, typing in a search term like “men’s leather jackets” at an eCommerce site wouldn’t have 

yielded the best results, because the term wasn’t exact enough for the search tool’s crude capabilities. 

Today, search improvement has grown by leaps and bounds, largely thanks to AI, and the pace of change 

won’t slacken in 2017: 

   Google’s use of deep neural networks has grabbed headlines of late, for good reason. 

Its newest trick? The use of “sentence compression algorithms” giving its search 

engine the ability to effectively understand and respond to human speech.  

   Advances in voice search from companies like Google and Baidu will become more 

and more important for burgeoning markets like Korea or China, where it’s difficult to 

type out searches on mobile keyboards.

   Content relevance and value will be a much bigger factor in search, as AIs like 

Google’s RankBrain grow to understand the context of content on websites, making 

it necessary for marketers to serve the searcher’s intent by focusing on content 

quality, not just keywords.   

   Visual and audio content optimization for SEO will become more important, as 

search engines gain greater comprehension of the meaning of images, videos and 

audio clips.

   For any size eCommerce marketer, even at the smallish end of the spectrum, 

platforms like Elasticsearch will make sophisticated search increasingly accessible for 

its customers.    

   Indix and other DaaS providers make it easy to extract and analyze search and 

product data from massive external sources, improving a marketer’s own onsite 

search tools without having to build them from the ground up.
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RECOMMENDATION ENGINES 

Isn’t it amazing how Netflix knows exactly the titles that’ll slake your thirst 

for, say, documentaries about Icelandic sheep shearing? Well, maybe it’s 

not so amazing anymore: It’s already become ho-hum to acknowledge how 

a Netflix, or Spotify, or Amazon can personalize recommendations to a 

customer’s  tastes. 

Recommendation engines are indispensable, though, 

to brands with huge inventories of digital or physical 

products who need to connect with user preferences as 

fast as possible.  Netflix estimates their recommender 

system saves them $1 billion a year by reducing customer churn and maximizing the 

value of their catalog. That’s a lot of wool.

Today’s AI recommendation engines far outstrip the old-fashioned way of doing things, 

which involved human-generated guidelines and historical rankings based on prior user 

preferences. The use of AI-driven recommendations will keep growing in 2017, part of 

the broader onrush of personalization across digital channels. 

They’ll only get smarter and more nuanced as they integrate Big Data and behavior 

tracking, at the same time they’re becoming more available to every size marketer.  

Amazon has open-sourced its AI recommendation software, DSSTNE, in order to 

“promote innovation” from researchers and other third parties, 

though it also helps them show up competitors as they try to pull 

off another Android and make their platform an industry standard.

75% of what 
people watch on 
Netflix is from an 

algorithm-generated 
recommendation. 
Source: The Netflix Tech Blog
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PROGRAMMATIC ADVERTISING 

Using automated processes and exchanges to connect advertisers with publishers, all in search of the right 

eyeballs for their messages, is another area where AI will keep driving seismic shifts.  

Being able to bid in real time to buy ad inventory across websites, social media, mobile, 

and now even TV would be impossible without artificial intelligence.

The classic examples? Demand-side SEM platforms like AdWords, Facebook and Twitter, 

sucking down ever-larger shares of advertiser media budgets.

In 2016, programmatic digital display ad spending was expected to surpass $22 

billion, nearly a 40% jump over 2015 and comprising 67% of total U.S. digital display 

ad spending. For 2017, that’ll grow to over $27 billion, as AI makes programmatic 

advertising more targeted and relevant than ever to each audience member.
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DYNAMIC CREATIVE OPTIMIZATION 

It’s one thing to target people at the right time and place, but putting the right messaging in front of those 

eyeballs is another place where AI will take even greater hold.  In the next few years, more advertisers will 

turn to dynamic creative optimization (DCO) to create and test copy and design options in real time to 

see what scores best.  

A 2015 eMarketer survey found that nearly two-thirds of ad executives were already 

planning on using data to drive customization or optimization of ad creative.

    When Weight Watchers sought to draw more attendance to its local 

meetings, it employed a DCO program and saw a 56% increase in 

acquisitions and a 50% bump in clickthroughs. The top-performing ad 

banner the DCO created drove a click-to-conversion rate 190% higher than 

their best-ever non-DCO banner.  

    Ben Kartzman, co-founder and CEO of DCO platform Spongecell, was 

quoted in 2016 as seeing sees DCO as being more central to the creative 

process in the year ahead: “Over the next 12 to 18 months, I think executive 

creative directors will adopt that mantra and philosophy—and build briefs with 

programmatic creative in mind, rather than simply adding it on.” 

    But AI may soon be producing passable creative work all on its own.  Last 

year, MC Saatchi tested an AI which generated bus stop ads for a fictional 

coffee brand -- and evolved the creative over time in response to people’s 

facial responses.   

    McCann Erickson in Japan recently rolled out the world’s first AI Creative 

Director, AI-CD β, whose first commercial was aired for an actual client, 

Clorets Mint Tab.

We can probably guess what Don Draper would have thought of that.



WHO’S ON YOUR MARKETING 
TEAM OF TOMORROW? 
Whether they’re in marketing or some other discipline, it’s odds-on that when artificial 
intelligence in the workplace is mentioned to somebody, one of the first thoughts to leap 
into his or her head is, “Will it take away my job?”

It’s a fair question. And people have been asking it for a really long time. 

The tension between machine learning and human intellect has been routinely reflected in popular media: 

Just within this document, we’ve done call-outs to an Avengers movie, Star Trek and Mad Men for their takes on 

AI as a nefarious change agent who’ll suck the humanism out of our lives. Or just zap us to atoms.

But as far back as the 1950s, the notion that computers might 

supplant us in the workplace was very much on people’s 

minds. So much so it was a comic premise of a 1957 Tracy-

Hepburn comedy, Desk Set. 

The movie’s third lead? The computer installed by Spencer 

Tracy’s inventor in the reference and fact-checking department 

of a fictional TV network. Its name, EMERAC, was a take on the 

pioneering ENIAC, but also sounded suspiciously like ipecac, 

the emetic. Though Kurt Vonnegut had already beaten them to 

that joke in a 1950 short story, EPICAC.

In Desk Set, Kate Hepburn’s staff worries they’ve become 

expendable. When EMERAC mistakenly pink slips everyone in the company, including 

the CEO, it’s a gag with unnerving undertones. 

How will AI really affect the structure and staffing of a 

marketing team as we move forward? Will a “marketing 

department” even be recognizable a decade or more  

down the line? 

What disciplines will be valued? And 

what jobs may end up as obsolete as 

punchcards, vacuum tubes and EMERAC?
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US Army photo of ENIAC via Wikipedia

Global 
demand for 

data scientists 
will outstrip 

supply by 50% 
by 2018. 

Source: McKinsey
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THE ECONOMICS OF AUTOMATION AND AI 

The fact that technological advances can cause job losses, at least in the 

short term, is taken as economic gospel. Yet whether or not it results 

in long-term unemployment has nearly always been up for debate.

As far back as Aristotle, thinkers were debating the issue of machines 

displacing human beings at various types of labor. Would innovation 

disrupt employment over the short haul, but reward society with 

more productivity, expansion of opportunity, even the creation of new 

industries and wealth? 

Technological unemployment was the term coined for job displacement. 

But as the Industrial Revolution progressed, it became obvious that 

technology was delivering huge benefits to every level of society, from 

white-collar to working class. 

So any worry about technology causing permanent harm to the job market got assigned 

another term: “Luddite fallacy.”

But the shifts that artificial intelligence and robotics may create might be significant 

enough to create serious upheavals in business, banking, manufacturing, retailing and 

every other sector, especially since those changes are happening with remarkable 

speed. The questions are big enough that the World Economic Forum has tried to 

address it, Stephen Hawking has chimed in with dire warnings, and leading economists 

are attempting to model the impacts.

In other words? Nobody really knows anything yet.

But people and pundits are more than willing to hazard guesses:

    93% of the major investors polled at the 2016 edition of Web Summit 

in 2016, a major technology conference, felt that AI would eliminate 

significant numbers of jobs and that governments weren’t prepared for 

the problem.   

     On the other hand, 89% of that group also predicted Hillary 

Clinton would be the next President of the United States.
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    Researchers at Oxford University estimate that up to 47% of U.S. jobs could be automated within 

the next two decades; whether that number includes politicians and economists was unclear.  

    A new White House report sees the potential for AI to create new career opportunities, but may 

hit hard at lower-level jobs.

    Forrester foresees how 16% of U.S. jobs will be replaced by AI by 2015, while the equivalent of 

9% will be created — a net loss of 7%, with office and admin support staff taking the biggest hits.

    But higher-wage jobs may suffer, too.  Mary “Missy” Cummings, director of the Humans and 

Autonomy Lab at Duke University – and a former Navy pilot – noted at a recent MIT conference 

how commercial pilots might be in the crosshairs since they “touch the stick for three to seven 

minutes per flight and that’s on a tough day,” with the rest accomplished via autopilot. 

    A survey of business executives by the National Business Research Institute (NBRI) found 38%  

of enterprises are already using AI technologies of one kind or another, and 62% will employ  

AI by 2018.

One bright spot if AI becomes prevalent in the workplace may be an explosion of entrepreneurship  

as people innovate new businesses and livelihoods outside of those made obsolete by machine  

intelligence systems.

That’s especially true if social safety nets or even a “universal guaranteed income” 

are used to mitigate the impact of job losses.

Given a social safety net, entrepreneurship is almost to be expected. One economist 

at the University of Chicago has demonstrated what’s called the Peltzman Effect: 

when more safety features are introduced into cars, the number of fatalities and 

injuries doesn’t fall, because people compensate by taking more risks.  

The same may prove true in business.

“Companies that do not adapt 
applied AI will quickly perish or 
diminish in market size and value.”

Mark Minevich, Comtrade Software

93% of automation 
technologists feel  

unprepared or only partially 
prepared to tackle the 
challenges associated 
with smart machine 

technologies.
Source: Forrester

AI will be 
a $37 billion 
industry by 

2025. 
Source: Tractica
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AI WILL FORCE CHANGE -- AND HELP MANAGE IT 

Programmer/pundit Scott Brinker came up with a revealing model (which he called Martec’s Law) for how 

technological change and organizational change happen. The challenge for businesses lies in the fact that they 

don’t follow nearly the same curve:

Technology changes evolve exponentially, while 

organizational changes happen logarithmically. 

Companies are constantly having to adjust 

and re-adjust to tech advances. And with the 

accelerating pace of tech change, that presents 

an even bigger issue.

Artificial intelligence and Deep 

Learning systems are driving 

many of those changes, but they’ll also provide a means for marketers to close the gap 

between tech’s potential and their own organizational capabilities.

AI will, first and foremost, deliver efficiency that’s impossible to achieve using traditional 

methods or human intelligence. Arduous, repetitive and complex tasks can be assigned to 

AI agents, from CRM engagement through customer service bots to far more sophisticated 

predictive analytics functions. 

“Anything that seems rote or mechanical, 
there is no reason for humans to do—it’s 
all going to go to AI.” 

Dharmesh Shah, HubSpot

As the chart above shows, deploying  AI to tackle these tasks isn’t an optional scenario. 

It’s a competitive mandate, compelled by the huge tides of data we’re generating and the 

multiplying number of touchpoints we’re creating, where consistency and seamlessness of 

personalized experience is becoming the customer’s default expectation. 

Only AI implementation will allow us to keep up with the escalating workload we’ve 

created within 21st century marketing departments.
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AN AI JOBS MAP 

Here’s a topline grid of what kinds of jobs AI will take on in tomorrow’s workplace – and why:

Job Type Rationale Caveats

High-routine jobs such as 
manufacturing quality control, 
shipping & logistics, automated 
CRM & CS, clerical & maintenance, 
marketing automation.

   Too costly or unfeasible for 
human execution.

   Jobs involving high levels 
of repetitive routine, 
programmable responses and/
or low skills thresholds.

   Requires sufficient data for AI 
adoption, and some routine jobs 
may not generate  enough data.

High-cost / high-skill jobs such 
as surgery, medical diagnostics, 
pharmacists, military/policing, 
robotic manufacturing, vehicular 
driving/ piloting.

   They’re jobs where human 
intelligence is currently applied 
but at high cost and error rate 
compared to AI.

   Requires higher degree of AI 
sophistication and flexibility.

AI-exclusive jobs such as Big 
Data analytics, marketing and 
communications personalization, 
advanced research and 
development, large-scale 
environmental management, 
robotic deep space exploration.

   They’re beyond human ability 
to perform at any more than a 
basic level – or perform at all.

   May require actual AI 
“superintelligence” with  
pseudo-sentient features.

Important points to remember?

    Simply because AI may be able to take over any type of job is no guarantee that it will.  

    When the Industrial Revolution eliminated many jobs, it also drove innovation and new forms of 

work and wealth benefitting far more people than were displaced.

    Despite the qualms of people like Bill Gates and Elon Musk about AI, the majority of AI researchers 

agree that fears of machine superintelligence are groundless.   
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MARKETING FUNCTIONS OF THE (VERY NEAR) FUTURE 

Before we outline the structure of tomorrow’s prototypical marketing department, let’s lay out the functions 

it’ll have to manage, since those will dictate exactly what roles need to be filled. 

Here’s a simplified model of the tasks of a marketing team in the near-future 

omnichannel universe of customer engagement:

   Through Analytics, marketers will seek to better understand prospects and 

customers, and search out new opportunities to engage and sell.

   The Experience they deliver will have to be remarkable, customized, engaging and 

consistent across every single touchpoint.

   Communication will, in a social channel-dominated world, entail ongoing two-way 

dialogues that are personalized to every customer. 

How does AI factor into these?

   In Analytics, collecting and analyzing all the data necessary for finding actionable 

insights that can power 1:1 engagement --  in real time, yet! -- is only viable using AI.

   The customized Experience marketers must deliver to each customer will only be 

reliably consistent across all their various touchpoints if AI is coordinating every step 

of the sales journey.

   Communication will depend on machine intelligence due to the scale of engagement 

across social media and mobile, as millions of customers each demand an 

instantaneous and personalized dialogue with a brand.
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A MORE INTEGRATED (AND INNOVATIVE) TEAM 

For more integrated and seamless customer engagement to really work, marketing teams will need to be far 

more integrated and seamless than they are today. Silos and barriers between key players and resources will 

have to be torn down in order to give an enterprise’s marketing  the agility it’ll need to stay competitive.

Today’s divisions – between marketing, 
advertising, leadgen, sales and other 
disciplines – will need to disappear so 
marketers can prioritize the customer 
experience and journey. 

One global study by the Association of National Advertisers, the World Federation of 

Advertisers, EffectiveBrands and Forbes predicts that tomorrow’s most successful 

companies will follow exactly that model. They’ll use hub-and-spoke structures with  

a CMO (or even a “Chief Experience Officer”) in the center, with managers interconnected  

in a constant web of collaboration.

AI will actually expedite this. By intelligently automating some workloads, organizations are 

free to eliminate many traditional, silo-style managerial hierarchies. Processes and workflows 

can be more streamlined, so marketers can focus on innovation and strategy, not the 

time-sucking minutiae of program administration or execution.

Graphic source: Forbes
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WHO GOES, WHO STAYS? 

Gartner projects that 30% of our jobs may be taken over by AI by the year 2025. But that doesn’t mean 

marketers will get kicked to the curb en masse by AI. Many will be liberated, so their energies can be devoted 

to those areas where creativity, empathy and human engagement matter most. Or they’ll work in jobs that 

hybridize the respective strengths of human beings and AI. 

A lot of tomorrow’s marketing jobs are 
beyond imagining right now: In 1986, what 
would you have thought if someone said they 
earned their living as a “webmaster”? 

That said, a lot of the present-day jobs that deal with the more mechanical mundanities of marketing will be lost:

    Customer service and CRM will migrate to AI; customer dialogues conducted via the keyboard 

are increasingly being handled by bots, and conversational UIs will advance to the point where voice 

communication will be a customer-machine activity.

    Persona development, lead generation, acquisition and conversion will be managed by 

machines. Hands-on manual processes for creating buyer personas will be obsolete when AI can 

build real-time prospecting profiles using detailed social data. On the sales side, leads will get fed to 

specific salespeople (or “personalized” salesbots) based on data-based “matchmaking” to ensure the 

right fit between prospect and sales rep.

    Market research and business intelligence is a natural fit for AI, whether it’s 

charting social sentiment, analyzing online communities, identifying audience 

trends or microtargeting block-by-block, house-by-house sampling programs. One 

U.K. agency is using IBM’s Watson platform to generate psychological profiles to 

help in ad targeting. The focus group may never go away, but will it someday be 

facilitated by an “employee” like Jia Jia? 

    Content management and development for CRM, email, websites and digital advertising will 

increasingly fall to AI, allowing publishers to do more with fewer human staffers. “Cognitive content 

platforms” like Persado already use semantic algorithms to create optimize email subject lines, 

and crunch massive amounts of data to script personalized online ads; tomorrow, each person’s 

customer journey will be de facto unique and utterly customized.  

    Media buying is a natural fit for AI. When IBM tested Watson for programmatic ad buying, it was 

able to make instantaneous decisions about whether or not to place a bid while learning which buys 

were most effective, resulting in a 35% lift in campaign results.
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HUMAN ASSETS STILL OFFER HUMAN ADVANTAGES 

There are aspects of marketing, advertising and the “art of persuasion” that AI may find tough to take on, at 

least in the near term, according to a 2013 study by Oxford researchers about the future of employment 

and job automation. 

The paper took an in-depth look at the history of labor and analyzed 702 occupations, 

and found roadblocks to automating certain occupations, with four main skills posing 

the thorniest challenges:

    ORIGINALITY: The ability to come up with absolutely new creative 

ideas or approaches to solve a problem, rather than creative synthesis or 

recontextualization of existing ideas into new forms, where AI is already 

making advances.

    FINE ARTS: Knowledge of theory and techniques required to compose, 

produce, and perform works of art, like dance, visual arts, drama, and 

sculpture.

    SOCIAL PERCEPTIVENESS: Being aware of others’ reactions, and 

understanding why they react as they do.

    PERSUASION: Persuading others to change their minds and behavior.

Any job which relies heavily on these talents is unlikely to be entirely deputized to an  

AI...at least, for now. When McCann Erickson Japan pitted an AI “creative director” 

against a human one to develop separate campaigns for Clorets, consumers voted 

for the latter. This demonstrates how AI can’t yet reproduce the emotional connections 

inherent in a good creative campaign -- but the AI-versus-human voting ran close.
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A GARDEN OF GROWTH, NOT SCORCHED EARTH 

A lot of AI experts shake their heads at the dire forecasts of doom-and-gloomers. To them, the story will be 

about job creation, not attrition or eradication. Particularly when it comes to marketing. 

Ari Sheinkin, VP of marketing analytics at IBM, says their work with Watson has proven the 

power of AI to actually create new marketing jobs, versus discarding existing workers. 

“When we roll out a new capability, our experience is the exact opposite of what you see in 

the press. We go out and hire new people because our capability is so much more. I think 

you will see more of that.”

New roles for data scientists, automation specialists, robot monitoring experts, content 

curators and more will probably populate the rosters of in-house marketing departments 

and external agencies in the years ahead. Those may only be the beginning.

“There are many ways of going 
forward, but only one way  
of standing still.” 

Franklin D. Roosevelt
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SUMMARY: MARKETING 
AI’S HAPPY ENDING? 
Is there a secret for marketers to coexistence with intelligent machines in our AI-
powered future?

Sure. It’s a simple constant that’s held true during any period of change and disruption: 

Flexibility and agility always win the day.

So marketing pros need to stay educated about the changes going on around them, and 

assertive about exploring ways to partner with machine learning systems to deliver better 

experiences and value to their clients and customers.

Fact is, maybe the last word on this already got said back in 1957. 

By the end of Desk Set, the dreaded EMERAC turns out to be a helpmate for its human 

colleagues, not a replacement. It’s a tool they’ll be able to use to improve the work they 

already take pride in doing. 

As some people prophesy and panic about how AI will make the human element 

outmoded in tomorrow’s marketing universe, that’s a plot point worth remembering.
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ABOUT 

MARIANAIQ
MarianaIQ started out as a conversation between three friends at a Manhattan bistro in 
2012, discussing how omnichannel marketing automation could reach “markets of one” 
and deliver true 1-to-1 engagement.

Since those three friends were among the best minds in deep learning and marketing data, it’s 

no surprise that brainstorm put down stakes as a company in Palo Alto, California, in 2013. Its 

mission? To drive a sea-change in marketing by reversing the way marketing is done. 

MarianaIQ precisely identifies and analyzes a marketer’s true targets before any campaign or 

content gets rolled out. Its artificial neural network surfaces insights about each target by analyzing 

social, web and proprietary data, regardless of source or vertical, in nonstop real time. The longer 

it works, the brainier and more predictive MarianaIQ becomes about each individual, so  

a marketer can personalize every single point of engagement.

Able to seamlessly integrate with an existing marketing stack, MarianaIQ plumbs an ocean of data 

to connect marketers with the right person, using the right content, at the right time. Turning the 

dream of Account-Based Marketing into bottom-line reality.

www.marianaIQ.com


