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Let AI do the heavy
lifting for you
Today, Artificial Intelligence (AI) is proving to be both
exciting and daunting at the same time. While the
opportunities the technology presents, such as quicker
decision-making and better data analysis, are clear to see,
there’s a concern that it could take people’s jobs away.
With that in mind, it’s perhaps not surprising that, despite
59% of digital and marketing leaders considering themselves
at least ‘experts’ in delivering personalization, less than 45%
are leveraging AI capabilities for crucial functions1.
AI can be a great tool for automating repetitive tasks,
facilitating personalization, and identifying patterns in user
journeys, but your business will only benefit once you have
a clear plan for how you’re going to drive business value
through the application of AI – so start demystifying it today.

Step 1: Focus on
personalization, not AI
The first thing to realize is AI is not a magic bullet, or
something that will make every marketer redundant. It’s
simply a means to an end – not the end itself. It is possible
to achieve effective marketing personalization without it,
but it’ll take much longer and, realistically, cost a lot more.
So, if you’re among the 44% who believe automation
is the top barrier to greater personalization of data, or
the 39% who believe it’s the greatest barrier to personalized
content, before you start working with AI, it’ll pay to develop
a strategy around your personalization. Once you’ve done
so, you’ll be able to use the technology you have in place
– including AI – to enable it.
To help you do this, take a look at the first guide in this series:
‘How to get past personalization paralysis’, for a step-bystep guide to kick-starting your personalization efforts.

Step 2: Educate your team
Your staff will always be the most important part of
your business, but misunderstandings about what AI is
useful for could potentially make your team resistant to
its implementation.
The fact is, AI is only as effective as the data you put into
it – and it’s up to your team to provide that data. It needs to
be clean, accurate, and free of duplicates. Crucially, in the
new GDPR world, you’ll need permission to use it too.
And, of course, that data is only useful if your team is
available to evaluate and action the trends and insights the
AI picks up. And because they didn’t have to do the intense
data analysis work in the first place, they’ll have more time
to focus on true personalization than before, meaning they
can do the jobs they excel at, leaving the menial work to
the machines.
At a more operational level, you also need to make sure
you have a clear and consistent vision of the organization’s
data landscape. Practically, that means working to
break down data silos by supporting cross-department
standardization and integration.

Step 3: Change your approach
With the right mixture of technology, and a changing approach to how you use it, you’ll set
yourself up for better results from your automation efforts.
When you automate tedious processes and replace human judgment with prediction and
pattern recognition, you’ll quickly start to discover patterns, behaviors, and segments you
never knew existed.
Once again, this can never fully replace human problem-solving, but it’s a useful ally to have.
Think of machine learning as an extension to your team, spotting patterns that you might
have missed, or presenting insights for you to expand on.
In this sense, AI can act as everything from a tool, to a peer, and even a manager.
This approach, suggested by Thomas W. Malone, the founding director of the MIT Centre for
Collective Intelligence, will allow you to expand your team’s abilities and free up more space
for advanced thinking, simply by moving our thinking “from putting humans in the loop to
putting computers in the group.”2

81% of senior marketers are already
leveraging AI or machine learning
to help facilitate personalization.1

Positioning options for AI
TOOLS

ASSISTANTS

THE HUMAN IS FULLY
IN CONTROL

HELPING A HUMAN DO
THEIR JOB BETTER

• E
 nables a capability a human doesn’t
have alone

• P
 rovides insights that would be too timeconsuming or complex for humans to uncover

• T
 he user is always in control, guiding
AI actions and monitoring progress

• H
 uman uses the information/analysis to perform
tasks more efficiently and effectively

 xamples: communications, translations,
E
text-to-voice, authentication, collaboration

 xamples: recommendations, identifying
E
patterns, segments, and anomalies

PEERS

MANAGERS

FREE UP RESOURCES BY
WORKING AUTONOMOUSLY

FREE UP RESOURCES BY
DIRECTING, EVALUATING, &
COORDINATING OTHERS

• P
 erforms defined tasks so a human can
concentrate on other work
• Can complement human activity
 xamples: auto-targeting, recommendations
E
and decisioning, chat bots, approvals

• M
 anages aspects of orchestration around tasks,
activities, or humans
• A
 ugments need for human management of
delegating, direction, evaluation of work, and
coordinating others efforts
 xamples: review and allocation, routing,
E
prioritization, escalation, monitoring

Step 4: Start delivering
hyper-personalized
digital experiences with AI
Effective personalization means delivering the right
message, to the right person, at the right time. And when
you have many different versions of content, for different
customer segments, across different channels, this
becomes an incredibly complex task.
That’s why it’s best to take it one step at a time:
As with every major change, this should start by putting a
suitable plan in place. Without one, there will be no clear
roadmap to follow as you progress.
Next, prepare your data. As we’ve discussed, you need
to ensure that you gather and store it in a way that is
fully compliant with GDPR, but the data also needs to be
relevant to your requirements.
You then have to ensure your technology is prepared;
scalable resources, especially cloud resources, can be
excellent value for this work, as it can be expanded to suit
your needs quickly and easily.
Next, start co-creating with AI. Your marketing team
can handle the large jobs and overarching campaigns,
while allowing AI to also deliver simpler personalization,
therefore providing a more complete experience.
When you do all this, it’ll put you in the perfect place to
reap the benefits. What’s more, those benefits will feed
directly back into your data pool, allowing you to deliver
hyper-personalized digital experiences.

55% of senior marketers are now using AI
or machine learning for predictive analysis
and scenario planning.1

51% of senior marketers have
chosen AI or machine learning
for quicker responsiveness to
customer actions.1

Step 5: Reap the benefits
When used effectively, AI can help you effectively apply your data to create meaningful
customer connections – leading to more transparent insights and accurate personalization
initiatives. The more effectively you can use strategy and technology to understand
customers’ intent and personalize experiences to meet their needs, the more they
will trust in and rely upon you to make their lives easier.
Connecting clean, structured, and tagged data with powerful machine learning algorithms
is an exciting prospect brimming with interesting use cases like:
•

Automated content tagging

•

Self-assembling web pages

•

Dynamic audience discovery

•

Predictive scenarios and best next steps

In the right hands, and given the freedom to do what’s required, AI can be a major asset
for any business trying to forge a meaningful relationship with customers, while also reducing
the time and effort required to achieve such goals.

Discover more
The Society of Digital Agencies (SoDA)
and Sitecore Trends in Personalization
full report contains more insight into
how businesses are approaching
personalization – and you can read it
for free below.
Download the full report
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content, commerce, and data into one connected platform that delivers
more than 500,000 digital experiences every day. Leading companies
including American Express, ASOS, Carnival Cruise Lines, KimberlyClark, L’Oréal and Volvo Cars rely on Sitecore to provide more engaging,
personalized experiences for their customers. Learn more at Sitecore.com
1.

SoDA research

2.

https://www2.deloitte.com/us/en/insights/focus/technology-and-the-future-of-work/
human-and-machine-collaboration.html

