Artificial Intell
Works Well wi

Big data, cloud computing, artificial intelligence (Al), machine learning, predictive, preemptive, and
predictive analytics — all of these terms play a large role in how digital transformation has changed
how businesses find, contact, and form relationships with their prospects and customers. Customer
relationship management (CRM) wouldn’t be what it is today without these technological
advancements. Salesforce was a leading force behind this disruption. Customer databases evolved
from pieces of information to powerhouses of business development.

As technology keeps moving forward, we are continually finding new ways to perform our work,
interact with each other, and improve our business functions. However, unintended consequences can
occur as we more blindly automate processes and interactions. If the foundation of sales is excellent
customer service, how can that be done artificially? Data is useful, but data cannot replace the human
experience (HX).

Hi, My Name Cy Borg

The more we move into processes that are automated or controlled by artificial intelligence, the more
the CRM, or other technology, becomes our coworker. While we are not foretelling a scene of science
fiction where robots work alongside us, going into the kitchen for an oil break and participating in the
holiday party committee, we are recognizing that tasks that may have once been manually done by a

human are now automated through Al.

Big data opened up incredible possibilities for automated intelligence and learning. While Al uses data,
its ability to analyze and learn from this data is limited by the quantity and quality of information that it
is given. There is still a need for people to control and monitor what our technology is doing. It would
be hard to find a workplace where we didn't monitor and assess our human workers; we must use the
same mindset to implement automation and Al.

Partnering with technology and data can start to ensure that Al is working the way it is intended. For
some, this can be a change in mindset as well as processes. As much as we like automation and
simplification, the best policies still come from the human brain. This is principally true regarding
consumer’s data. If they are not already, marketing and sales personnel must diligently add steps that
monitor and control how they use data.


https://www.salesforce.com/

—

I'll Be Back...With Privacy Concerns

It's hard not to imagine a “marketing gone wrong” situation, CRMs sending ten emails to the same
person a day, annoying the crap out of them. This doesn’'t mean scrapping the technology that we
have at the ready; it means collaborating with the machine. Okay, | might be pitching a sitcom idea
there, but using data and Al incorrectly can have adverse effects in the world of marketing. Sure,
they might not be Terminator robots taking over the world disastrous, but if people begin to distrust
your brand due to your company’s behavior, customer frustration, irritation and distrust can become
a serious problem to your bottom line.

You may be familiar with Asimov’s law of Robotics written by science fiction author Isaac Asimov.
The first law is a robot may not injure a human being or, through inaction, allow a human being to
come to harm. The second is that a robot must obey the orders given by human beings except where
such orders would conflict with the First Law. Again, we are not suggesting a rouge CRM out for
revenge, but if we examine the second law, the idea of how this could relate to situations in market-
ing and sales becomes more evident. How does Al follow that law in regard to marketing concepts
like personalization and targeting?

Personalization is one of the most popular tactics in current marketing. According to

72% of consumers say they now only engage with marketing messages that are personalized and
tailored to their interests. It seems simple enough. However, voters say data priva-
cy is one of the most significant issues our society faces. This presents a conundrum. Consumers
want, nay demand, a personalized marketing experience when they are looking to buy, but they don’t
want to feel like their privacy is put at risk when they search online.

Tactics like personalization and targeting use Al to perform their tasks, and if not properly strate-
gized and monitored by humans, data mongering can become more commonplace. Data without
boundaries can become intrusive, even manipulative, whether or not that was the marketer’s inten-
tion. Conversely, Al can actually help inform user intent and support security, which in the long run,
can be useful for navigating the ethics of how we use data and technology.

Companies must begin to cultivate a culture of security and privacy within their organization. This
requires an understanding of why and how their employees engage with data; this information can
help form policies around data usage to ensure the highest security and privacy protocols are estab-
lished and employed.

The bottom line is the answers are not yet clear. What is certain is as we navigate uncharted territo-
ries, we, the humans, must ensure our strategies, policies, and regulations ensure the human experi-
ence is not overlooked, undermined, or jeopardized. When we work with technology and Al, we must
not flip the switch and walk away. How we use Al falls upon us to guarantee that the human experi-
ence is not compromised.



https://pro.morningconsult.com/articles/most-voters-say-congress-should-make-privacy-legislation-a-priority-next-year
https://smarterhq.com/privacy-report
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