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THE AGE OF Al

WHAT HAPPENS WHEN

MARKETER AND MACHINE INTELLIGENCE
MEET?

Colin Shearer, Chief Business Development Officer
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/" /BUT IT CAN TAKE US
TO NIRVANA!
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HOW COMPANIES
SUCCEED - OR FAIL -
WITH Al
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...OR BY CRITICAL BUSINESS IMPERATIVES?
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..OR COMBINE BUSINESS
NOWLEDGE + Al EXPERTISE?
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OR PRAGMATICALLY USE WHAT
YOU’VE GOT, AND GO FOR QUICK WINS
THAT PROVE VALUE?
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WHICH DATA SCIENCE
APPROACH WILL YOU TAKE?
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OR A SCALABLE,
AUTOMATED,

“INDUSTRIALISED” o
APPROACH? .

.
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SO WHAT DID WE LEARN FROM
ALL THIS WHEN WE CAME TO
CREATE OUR

Al FOR MARKETING?
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WE AIMED TO...

Enhance marketers’
jobs, not replace them
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Consumers
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Marketing i Machine
! Execution :
Expertise ' ' ' ' ' ' Intelligence

Content

Propensities

Creativity Recommendations

Audiences 1-1 targeting at scale

agillic summiT1s



WE AIMED TO...

Incorporate deep expertise
in data-driven marketing

Enhance marketers’
jobs, not replace them

Address crucial marketing
imperatives

Provide incremental steps,
rapid start up, quick wins

Package machine learning
capabilities as automated
modules
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Match the right message to the right lead sources
Identify enquirers with the best chance of converting, focus attention, “jump” to purchase

Know which browsers with abandoned baskets are worth following up
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Personalise newsletter offers
Identify cross-sell opportunities based on purchase patterns

Understand individual replenishment cycles
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Anticipate loyalty/retention issues

Tailor renewal offers
Personalise win-back communication
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Share of Wallet / Cross Sell
New Product Model / Collection

-
Birthday Bargain Hunter
Anniversary

Local & Personalised Newsletter

Product Replenishment

Out of Stock

Purchase Satisfaction
Back in Stock

Service Reminder Transactional Recommendation

Personalised Permission Category Personalised

Profile Survey Net Win
Capture Interest Newsletter ®tfek

Welcome
Programme

Family Survey Repermission|
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HOW CLOSE TO
NIRVANA DOES THIS
BRING YOU?
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Al IMPACT ON PERFORMANCE VITA

Al enhan @ d newsletters

Al driven transaction al recom men datio n
Al driven pro duct reple nishment

Al driven share o f wallet

Al driven win-b ack
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THANK YOU

Colin Shearer
colin.shearer@ agillic.com

+44 7900 683250
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