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Introduction

In the rapidly evolving landscape of digital marketing, the integration of proprietary modeling and artificial intelligence
(Al) technology has become increasingly essential for businesses seeking to gain a competitive edge. With Al’s ability
to analyze vast amounts of data and deliver actionable insights, companies can optimize their marketing strategies,
enhance customer experiences, and achieve tangible results. In 2023, the global Al market was estimated at USD
196.63 billion and is projected to grow at a CAGR of 36.6% from 2024 to 2030, which means that your competitors are
planning to get in the game.

“Generative Al is one of the most powerful tools a marketer can have,
and data takes it to new levels and builds connections that previously
were unattainable. This enables clients to experiment with new creative,

test it in interesting ways, and get better at delivering customers content
that resonates. With marketers at the helm and Al bolstering their efforts,
creative is better, faster, and more cost-effective.”

Abir Bhattacharyya, Chairman and Co-Founder of MoveFlux.

However, many companies are struggling to use this powerful tool. “Many marketers are interested in introducing Al
into their work processes, but they lack the data, tools, budget, and guidance to do so confidently with a proper plan in
place,” said Andrew Frawley, Data Axle’s chief executive officer.

In a world where bad data costs U.S. companies about 3 trillion dollars per year, according to IBM, it’s clear that
businesses need to focus on getting their data ready for the Al revolution, before they take the plunge into the

great unknown. This whitepaper draws insights from experts in the industry and outlines our agency’s approach to
developing innovative solutions to help marketers and advertisers find their footing. By leveraging advanced modeling
techniques and Al capabilities, we empower businesses to navigate the dynamic marketplace effectively.
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Al Enabling a More Complex Buyer Journey

Did you know that a study by Google found that 95% of customers will use more than one channel when making a
purchasing decision? This preference for an omnichannel approach to marketing is relevant for both B2B and B2C
marketers, with a Salesforce survey revealing that 72% of consumers and 89% of business buyers think brands
should understand their unique needs and expectations across multiple channels. Juggling consumer preferences
along with an omnichannel campaign is tough, but Al is here to help.

Al is fundamentally reshaping our understanding of the increasingly complex buyer journey. As consumers engage
with brands across a multitude of channels and devices, Al-powered tools offer the ability to analyze vast amounts
of data from these interactions, revealing nuanced behavior patterns, preferences, and decision-making processes.
There are also more people involved in the buyer journey than ever before and this is especially true when it comes
to B2B purchasing. In the past, marketers have assumed that buying groups are generally about 6 people. However,
according to Forbes, the new reality is that marketers need to anticipate a buying committee of about 10-14 people
or more.

This advanced analysis allows marketers to gain a more comprehensive view of the buyer journey, enabling them
to predict future actions, anticipate needs, and personalize experiences with greater accuracy. By decoding the
intricacies of customer behavior, Al empowers businesses to create more relevant and engaging interactions,
ultimately driving better outcomes across the entire buyer journey. Let's explore how.

AWARENESS During the awareness phase, Al helps identify potential customers through predictive analytics
and data-driven insights. By analyzing browsing history, social media activity, and other digital footprints, Al can
pinpoint individuals who are most likely to be interested in a product or service. This enables marketers to target
their advertising efforts more effectively, increasing the chances of attracting qualified leads.

CONSIDERATION In the consideration phase, Al-driven recommendation engines and personalized content
play a crucial role. By understanding individual preferences and behaviors, Al can deliver tailored product
recommendations, relevant content, and personalized offers that resonate with potential buyers. This not only
enhances the customer experience but also increases the likelihood of conversion.

DECISION Al's ability to process real-time data allows marketers to optimize their strategies during the decision
phase. Dynamic pricing models, personalized promotions, and automated chatbots provide customers with the
information they need to make informed purchasing decisions. Al can also analyze past purchase behavior to
suggest complementary products, enhancing the overall value of the transaction.

LOYALTY Post-purchase, Al continues to play a vital role in fostering customer loyalty. By analyzing customer
feedback, purchase history, and engagement patterns, Al can identify opportunities for upselling, cross-selling, and
personalized retention strategies. Automated loyalty programs and personalized communication help maintain
long-term relationships with customers, increasing their lifetime value.

ORORONO
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EXPERT INSIGHT
BOB HALE, CEO, ALTERIAN, EXPLAINS THE ROLE Al PLAYS IN OPTIMIZING CUSTOMER EXPERIENCE

At Alterian, our main use for Al is focused on helping the customer experience (CX) teams in businesses.
These teams are working with vast amounts of data, and we need to help them wade through oceans of it
in a short period of time. We don’t want these teams to get lost in the amount of data they have — the key is
making your data actionable, and that’s where Al comes into play. Once brands are able to distill their data,
they can pull insights from it to better understand customer journeys, friction points, and ultimately provide
the experience the customer wants to see from them.

Much of the hype around Al is often looked at as customer-facing. People are talking about building better
chatbots and things like that. But in reality, Al is a mix of terms and needs. Brands shouldn’t limit their use
to customer-facing tools — there are a plethora of use cases that will help marketers meet their KPls and
businesses smash their goals.

One of the biggest benefits of Al comes from what it does behind the scenes to drive ROl and reduce
operational and resource waste. Its ability to analyze and draw actionable insights out of large quantities
of data and real-time interactions helps internal teams do their jobs better, faster, and more efficiently.
This means businesses adopting customer-led practices become more effective, saving time and using
fewer resources to achieve better results. Furthermore, those that leverage Al to enable their customer-
led journeys benefit from its unique ability to deliver real-time individualized journeys that help customers
achieve their goals more efficiently and are optimized to deliver on business objectives.

Exceptional Customer Experiences with Al

Creating exceptional customer experiences is at the heart of our agency’s approach to leveraging Al in marketing. In
fact, 86% of buyers are willing to spend more money if they receive a better customer experience. We believe that Al
should not only meet business goals but also enhance the overall customer journey. Our strategy focuses on three

key areas:

@& PERSONALIZATION @ PREDICTIVE INSIGHTS
Al enables hyper-personalization by analyzing By leveraging Al-driven predictive analytics, we
customer data to deliver relevant content, empower businesses to make data-informed
product recommendations, and personalized decisions. Predictive insights help identify
offers. This ensures that customers receive trends, forecast demand, and optimize marketing
tailored experiences that resonate with their strategies. This proactive approach enables
individual needs and preferences, leading to companies to stay ahead of the competition and
higher engagement and satisfaction. adapt to changing market dynamics.

@ AUTOMATION
Automating routine tasks and processes with Al
allows marketers to focus on strategic activities
that drive business growth. From automated
email campaigns to Al-powered chatbots, we
streamline operations, reduce manual effort,
and ensure consistent and timely customer
interactions.
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Section 2
The Importance of Data Hygiene in Creating Al-Ready Data

High-quality data is the backbone of effective Al models. Poor data quality can lead to inaccurate analysis, misguided
strategies, and ultimately, unsuccessful marketing efforts. In fact, a recent study found that underperforming Al
programs/models built using low-quality or inaccurate data cost companies up to 6% of annual revenue on average.
Ensuring that data is accurate, complete, and consistent is paramount for deriving reliable insights and making
informed decisions.

Data Cleansing

Data cleansing involves identifying and correcting inaccuracies, duplications, and inconsistencies within the dataset.
Regular data cleansing routines help maintain the integrity of the data, ensuring that Al algorithms can process it
effectively to deliver precise and actionable insights.

@) | Data Integration

Integrating data from various sources is essential for creating a comprehensive view of customer behavior and
interactions. Proper data integration ensures that all relevant information is available for analysis, allowing Al to
uncover deeper insights and make more accurate predictions.

Data Security

Protecting customer data is crucial for maintaining trust and complying with regulations. Implementing robust data
security measures, such as encryption and access controls, ensures that sensitive information is safeguarded against
breaches and unauthorized access. This not only protects customers but also enhances the credibility and reliability
of the data used in Al models.
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EXPERT INSIGHT

KIERAN KENNEDY, HEAD OF MARKETPLACE, SNOWFLAKE, SHARES THE
SECRET FOR SNOWFLAKE CLIENTS T0 UTILIZE ARTIFICIAL INTELLIGENCE AND

MACHINE LEARNING

Part of the challenge with powering Al and ML and LLM models is that you need
broad datasets that are analytic-ready. It's not hard to have a broad dataset -
there’s data all over the place. But is it in a format where you can run models
against it? That's what Snowflake Marketplace offers. Data is in an analytic format
so that it's ready to start running queries and training models.

Section 3
The Components of Al-Ready Data

A strong and strategic data foundation is crucial for successful Al implementation. Our agency emphasizes the

importance of Al-ready data, which involves:

>»

»

>

DATA QUALITY

Ensuring data accuracy, completeness, and
consistency is paramount. High-quality data is
the backbone of effective Al models and enables
accurate analysis and insights.

DATA INTEGRATION

Integrating data from various sources provides
a holistic view of customer behavior and
interactions. This comprehensive dataset allows
Al algorithms to generate more precise and
actionable insights.

DATA SECURITY

Protecting customer data is a top priority. We
implement robust data security measures to
ensure compliance with regulations and build
trust with customers.
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Digital Audiences and Al-Generated Digital Audiences

Recent research has found that Al-driven audience targeting has demonstrated a 30% increase in ad
performance and a 25% reduction in costs. Al-generated audiences leverage machine learning algorithms to
identify new customer segments that may not be immediately apparent. By analyzing patterns and correlations
in the data, Al uncovers hidden opportunities for targeting and engagement.

@ AUDIENCE SEGMENTATION
Al analyzes customer data to segment audiences based on demographics, behavior, and preferences.
This segmentation enables marketers to tailor their messages and campaigns to specific audience
groups, increasing relevance and impact.

“Audience segmentation isn’t what it once was.
There are nuances that have, historically, been
difficult to identify. We now have the data and
technology to break the barriers that used to exist

and can now make more intelligent decisions
based on a more holistic look at who our
audiences are and what they want.”

Craig Tomarkin, Co-Founder of Intelafy

@ AI-GENERATED AUDIENCES
Al-generated audiences leverage machine learning algorithms to identify new customer segments
that may not be immediately apparent. By analyzing patterns and correlations in the data, Al uncovers
hidden opportunities for targeting and engagement.

@ LEVERAGING Al IN CREATIVE
Al is not limited to data analysis; it also plays a significant role in the creative aspects of marketing.
See the case study on page 8 to learn more about how we utilize this at Data Axle.

@ CONTENT CREATION
Al-powered tools can generate content ideas, create personalized copy, and even design visual
elements. This accelerates the content creation process and ensures that marketing materials are
tailored to the target audience.

@ Ap oPTIMIZATION
Al optimizes ad performance by analyzing real-time data and adjusting bids, placements, and
creatives. This continuous optimization maximizes the effectiveness of advertising campaigns and
improves ROI.

@ ENHANCED CREATIVITY
Al augments human creativity by providing data-driven insights and suggestions. Marketers can
leverage Al-generated ideas to develop innovative campaigns that resonate with customers and
drive engagement.
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Leveraging Al in Creative: A Data Axle Case Study

In our creative team, the integration of generative Al into our workflow has revolutionized our performance
capabilities. By leveraging the strengths of our talented content strategists and copywriters, we enhance
their value through the strategic application of generative Al. This case study explores how clean data
serves as the cornerstone of our Al strategy, enabling us to maintain a deep strategic core and brand
consistency while driving performance through rigorous testing and audience-specific versioning.

Data-Driven Al Training

Our approach begins with the data. We utilize the same
audience and performance data that our team relies on,
ensuring that our Al models are trained with the same
insights and learnings. This foundational step is crucial
to maintaining the sentiment and strategic depth that
our team values. By embedding these elements into
our custom models, we ensure that the Al outputs align
with our established standards and expectations.

Audience-Specific Versioning

Our commitment to aligning content with different
audience segments is central to our strategy.
Generative Al aids in defining these audiences and
understanding how to effectively communicate with
them. By creating nuanced content that resonates
with specific segments, we enhance our ability to drive
engagement and conversion. This alignment is based
on the detailed audience data we extract, ensuring that
each piece of content is tailored to meet the unique
needs and preferences of our target demographics.

Brand Consistency

Maintaining brand integrity is paramount. We receive
extensive brand documentation from our clients, and
just as our team is trained on these standards, our

Al models are similarly trained. This includes core
brand pillars, tone of voice, and other critical elements.
By integrating these standards into our models, we
guarantee that our Al-generated content remains true to
the brand'’s voice and is consistent across all channels.

Scalable Testing

Testing is a vital component of driving performance,
and generative Al allows us to scale this process
significantly. With the capability to generate numerous
test variants rapidly, we can continuously keep

new variants in the market. This constant cycle of
testing, learning, and iterating feeds valuable insights
back into both our team and our Al tools, fostering

an environment of continuous improvement and
optimization.

Over the past decades, our human team has achieved remarkable success. Now, with the
supplementation of generative Al, we have created a “super team” that enhances our performance
capabilities at scale. Our data-axial approach to generative Al combines the best of human talent
with cutting-edge technology, allowing us to drive performance while maintaining strategic and brand
integrity. This case study underscores the importance of clean data as the foundation of a successful
Al strategy, highlighting the transformative impact of Al in our creative processes.




What Do You Know About

The Marketing Multiverse?

The “Marketing Multiverse” is an important new concept in the industry. The proliferation of remote work technology has
led to the lines between professional and personal lives, as well as physical and digital identities, becoming increasingly
blurred. This evolving landscape, often referred to as the “marketing multiverse,” presents both challenges and
opportunities for marketers, particularly in B2B and B2C spaces.

Throughout the day, individuals effortlessly transition between their professional and personal personas, often within
the same hour. A B2B decision-maker might start their morning reviewing industry reports on LinkedIn, only to switch
to browsing consumer products on Instagram during a lunch break. In the same vein, physical and digital channels are
seamlessly integrated—attending a virtual meeting while walking through a brick-and-mortar store or engaging in online
networking during a conference.

This fluidity demands a new approach to marketing. For advertisers, it's no longer enough to separate strategies into
rigid B2B or B2C silos. Instead, the focus should be on understanding the context in which the audience is operating
at any given moment and delivering personalized content that resonates across their various personas and channels.
Al and data analytics play a crucial role here, helping to track these transitions and tailor messages that align with the
audience’s current mindset and environment.

As the marketing multiverse continues to expand, businesses must embrace this blend of identities and channels.
Success lies in creating cohesive, omnichannel experiences that recognize the dynamic nature of today’s consumers—
whether they are engaging with your brand in a professional capacity, a personal one, or somewhere in between. By
doing so, brands can forge deeper connections, enhance engagement, and drive more meaningful outcomes.

Here are some ways advertisers are embracing the marketing multiverse:

1 . Immersive Brand Experiences: Brands can create virtual spaces where consumers can interact with products in a
more engaging way, for example, a virtual store where customers can try on clothes or test products in a simulated
environment.

2 . Virtual Events and Sponsorships: Companies can host or sponsor events in the metaverse, such as virtual
concerts, exhibitions, or trade shows. These events can reach a global audience without the constraints of physical
location.

3 . Enhanced Customer Engagement: Interactive and immersive experiences can lead to higher levels of customer
engagement. Gamification, AR filters, and VR experiences can make marketing campaigns more engaging and
memorable.

4. Data Collection and Personalization: The metaverse allows for detailed tracking of user interactions and behaviors,
providing marketers with rich data. This data can be used to create highly personalized marketing strategies.

5 . NFTs and Digital Assets: Nonfungible tokens (NFTs) can be used as part of marketing campaigns to offer unique
digital assets to consumers. These can be collectibles, virtual goods, or exclusive content.
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The Death of Org Charts and
Emergence of Neural Nets

Let’s talk about another disruption in the way we work.
This concept suggests a shift in organizational structure
and management, driven by the adoption of advanced Al
and machine learning technologies, specifically neural
networks. Traditional org charts represent a hierarchical
structure that can be slow to adapt and limited in its ability
to foster cross-functional collaboration. In the rapidly
evolving marketing metaverse, such rigidity is a liability.
The shift toward Al and data-driven strategies necessitates
a more flexible and interconnected organizational model.

Let's delve into what this actually looks like for the typical organization.

. Traditional Organizational Charts (Org Charts):

o Hierarchical Structure: Traditional org charts represent a top-down, hierarchical structure where roles and
responsibilities are clearly defined.

o Fixed Roles: Employees have specific roles, and communication flows through predefined channels.

o Bureaucracy and Slow Decision-Making: Hierarchical structures can lead to slow decision-making processes
due to multiple layers of approval.

. Emergence of Neural Nets in Organizations:

o Dynamic and Adaptive Networks: Inspired by the structure and functioning of neural networks in Al,
organizational structures become more fluid and adaptive.

o Decentralized Decision-Making: Decision-making is decentralized, allowing for faster and more responsive
actions. Teams can self-organize and reconfigure based on current needs and goals.

o Enhanced Collaboration: Communication flows freely across the organization, enabling better collaboration
and innovation. Teams can form and dissolve as needed, much like neurons forming temporary connections.

« Al and Automation Integration: Al systems can assist in decision-making, optimizing processes, and
predicting trends. This leads to more efficient and data-driven management.

o Skill-Based Team Formation: Instead of fixed roles, teams are formed based on the skills required for specific
projects or tasks. This allows for a more agile and flexible workforce.
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Implications and Future Outlook

‘F]':‘ In Marketing In Organizational

Structures
The integration of metaverse technologies The shift toward neural network-inspired
will likely revolutionize how brands interact structures suggests a move toward more
with consumers, making experiences more agile, responsive, and innovation-driven
immersive and personalized. Marketers need organizations. Leaders will need to embrace
to stay updated with these technologies to flexibility, foster a culture of continuous
effectively leverage their potential. learning, and leverage Al to stay competitive.

Overall, these concepts highlight the ongoing digital
transformation across industries, driven by advancements in

technology and changing consumer expectations.

Conclusion

In conclusion, building a strong and strategic data foundation is essential for leveraging Al-powered advertising and
marketing. By integrating proprietary modeling and Al technology, businesses can gain a competitive edge, optimize
their marketing strategies, and deliver exceptional customer experiences. Our agency’s approach, grounded in insights
from recent Forrester presentations, emphasizes the importance of Al in reshaping the buyer journey, enhancing
customer experiences, ensuring data readiness, targeting digital audiences, and driving creative innovation. Embrace
Al to unlock new opportunities and achieve tangible results in today's dynamic marketplace.

/4

Contact Us

Phone 1-866-DATAXLE - Email sales@data-axle.com < Website data-axle.com
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