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Al In Marketing Has Become Necessary

In so many ways, Al is helping both Fortune 500 companies and
tiny startups improve their engagement with people and
optimize their consumer processes to grow their brand and

increase their chances of success.

Marketers can no longer afford to be

ignorant about Al. They can no longer

NBEeSOl 'L aAravyLie o0SOldaS GKSE@
dzy RENZEGFYR Al 2NJ GKSE R2Y QU 1Y o E
incorporate it into their strategic |
YIEN]SGAYy3d LXIyad ¢KSeé [faz2z R2yQ

become experts in Al. Marketers do need

to understand the role that Al plays in
O2yadzySNAQ fAGPSa AT
and be relevant. Companies are already
using Al to disrupt a broad range of
businesses. The question is whether the
established players will take proactive

steps to ensure that disruptioR 2 S & y Q i

happen to them.
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Recommendations for Al Success

The longterm path to success with consumer products and

services that rely on Al, including chat bots, voice assistants,

facial recognition, and robots, requires marketers to understand

their target audience, the role that Al can play in marketing to

them, and the Al Triple Win framework of Utility, Privacy and

Security, and Trust.

Ourresearch suggests that success is
maximized byargeting andwinning

with Early Adopters, those consumers
and customers who will ultimately set
the stage for Laggards to become
adopters themselves. And, in order to
raise their odds of success with those
Early Adopters, marketers must
approach the integration of Al into
their brand processes and applications
0 KNRJAK ¢gKI
framework¢ every Al product or

service must have utility, aralso

¢KS al N} SGSNDa DdzA RS G2

embedprivacy/security andtrust.
Theserecommendations evolved out
of two paths. First, we conducted
proprietary primary research among
1000 adults in Canada to understand
their opinions and uses of artificial

intelligence $eemethodology in the

Appendiy. Second, we explored the
consumetfacing Al landscape to

identify tangible examples that

6S Ol t thighlight Sactfiof theiHrdl Gillars d Y ¢

our Triple Win framework.
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Canadians are Cautiousyrious

Various perceptions surround &lterms of how people currently use Al tools

in their personal and work lives as well as their perceptions of specific Al

applications such ashatbotsand voice assistants. Not surprisingly, our

research discovered a vast disparity within the population. We listened to

people who fully understand and use the most advanced Al tools as well as

people whose lifestyles nested them in a world void of Al recognition. We

listened to Early Adopters, Laggards, and everyone in between.

Awareness of Al is Strong

Despite the neveending barrage of
global, political, entertainment, and
social news to weed through, more
than half of adults in Canada (58%)

heard something in the media about

artificial intelligence over the last year.

Words that Describe Immediate
Reactions to Hearing the words
‘Artificial Intelligence'

NET: Positive
Curiosity / interest
NET: Negative
Mystery/unknown
Science fiction
Concern
Excitement

Fear/Anxiety

Hype

Disappointment

¢KS al N} SGSNDa DdzA RS G2

|

Canadians Have Mixed Feelings
And, given that the media shared an
incredible range of successful and
aKFYSTdzZ aid2NRSa
Y2NBE RSGF A
that personal feelings about Al are
conflicted. About 53% of people
expressed both positive and negative
feelings about Al. This includes about
70% of people who expressed positive
feelings about artificial intelligence,
including curiositf57%)and excitement
(20%), as well as more than 45% of
people who expressed negative feelings
including fear (20%), disappointment
(4%), and concern (33%).

{ dz0O0SaaFdzA ! L 5
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Not All Al Applications Have Ultility

¢KSaS LIRaAGAGS FYR yS3aAlIGAGS LISNODSLIIAZ2YyaA
of Al tools. For many people, Al is perceived to be more useful for impersonal tasks such
as getting quick answers to questions such as restaurant reviews, movie times, or trivia
(44%), and managing home utilities (41%). However, tasks requiring a greater element
of trust or security are perceived to be less useful Al applications. For instance, only 27%
of people think selflriving cars would be a useful application and only 17% believe Al

would be useful for building personalized learning plans.

Abilities of Artificial Intelligence That Would Be Most Useful

44

Getprompt answers to your questio

Manage your home heatingyater

and AC systems to ensure sav 41

Asses®r diagnose health issu

Manageyour everyday tasl

Selfdriving cars

Increaseyour productivit

Help make bedinancial choice

Simplifying shoppir

N
N

N
w

Create a personalized music list for

Get prompt help for an Al custorr
service representatiy

Develop tailored learning progre

(for you or your childrer

Help make best shopping decisi
based on your browsing histc

N
o

(=Y
~

Arrange your travel plai

=
~

[EnY
()]

Barriers Must Be Overcome

LGiQa Of SINJ GKI G LiSefdett storoNEROLAR Yhey ré&ogiiiZé e R 2 dz
utility of Al, that it can solve many important problems. At the same time, a lack of trust
regarding safety and ethics remains a key barrier to adopting personalized Al tools.
People recognize that while there is great potential in Al tools, there is also much room

for caution.
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The Al Triple Win Framework

Marketers who want to be successful with Al applications must
incorporate each of the three pillasUtility, Privacy and

Security, and Trust. For clarity, we will discuss each of these
pillars separately, but they truly cannot be separated as the
recipe for success requires the successful integration of all three.

We call this theAl TripleWin framework.

Pillar1: Utility

For companies yet to employ it, Al is a shiny object already being quietly tested or
overtly assimilated into the systems of their most aggressive competitors. But to simply
have the goal of using Al because competitors are using it is misguided. Just as when
any new tool or technology is incorporated into business tactics and strategies, Al too
must solve a pain point or add value. Whether that means answering customer
guestions within seconds, serving consumers with more relevant website ads, creating
product delivery efficiencies, or entertaining people while they wait for a taxi, every Al
tool must serve a genuine need. Marketers must have clarity on the role that Al can play
in building a successful brand and that requires Utility, a foundational property that the

two remaining pillars depend on for success.

¢KS al Nl SGiSNDR&a DdzZARS (2 {dzOOSaafdzZ ! L 7



Pillar2: Privacy and Security
i

To provide useful Al services, companies must collect, store, and use personal data. But

for consumers to buy into this need, companies must prioritize both privacy and security.

Privacy:

Privacy by Desidis a concept introduced by Ar@avoukiana global privacy expert

from Canada. In summary, companies must incorporate privacy as a fundamental
principle in every aspect of their work not as an afterthought or reaction to a breach,
but rather as a formal and preplanned aspect embedded throughout every business
process. Privacy, whether it relates to consumers, customers, or the company, must be
respectful, visible, and transparent. With a privacy focus, companies collect only that
data which is essential for providing a service or product and ensure that only those

people who must access the data can do so.

SKLARWlLTON ¢KS al N SGSNNa DdzARS G2 {dz0O0Saa+tdzA ! L 8
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https://www.ryerson.ca/pbdce/certification/seven-foundational-principles-of-privacy-by-design/

Security

Security entails creating Al systems that hold data safely, and have transparent and
auditable outcomes and processes. Though breaches and accidental data losses are
inevitable, successful companies must have sufficient processes in place that prevent
casual errors and make hacking nearly impossible. Of course, when problems do arise,

companies focused on security are highly responsive and keep consumers informed.

Marketing is intertwined with privacy in that it depends on understanding personal and
private information about people in order to more precisely address their needs and
desires. Companies must use the information consumers provide to them in context or
it will be perceived as a violation of privacy. Those companies that fail to clearly disclose
they are using personal information for those purposes are violating consumer
expectations of privacy. Together, these aspects of safety and security are what make
consumers comfortable sharing their most sensitive data, including financial records

and health data.

SKLARWlLTON ¢KS al N SGSNNa DdzARS G2 {dz0O0Saa+tdzA ! L 9
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@ Pillar 3:Trust

The third pillar of successful applications of Al is trust, an aim to achieve Al for Good, to
serve a purpose greater than simply increasing profits and market share. In today's
world of transparency and instant communication, revenue grabs are simply not
sustainable. Marketers and brands must go beyond acting for the good of the brand and

also act for the good for the customer.

Al applications using consumer information such as favourite songs, retailers, or
purchase behaviours must ensure they provide a fair value exchange for this personal
information. At a minimum, the exchange of data for services must be in the best

interest of consumers. Over time, Trust can grow and evolve with a stretch goal of being

in the best interest of humankind.

SKLARWILTON ¢KS al N] SGSNDa DAARS G2 {dOOSa&avdd ! L 10
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The Foundation fosSuccessful
Implementationof Al

Marketers who implement Al marketing strategies via these
three pillars of Al success have discovered the Triple Win

TN YSG2N]l ® LYy GKS F2fft26Ay3I 3
each pillar to provide more clarity around how successful

brands have implemented them.

A.l. TripleWin

Utility Privacy&
Security

Y SKLAR WILTON ¢KS al N] SGSNDRa DdARS (G2 {dzO0O0Saa¥dd ! L 11
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F% Pillart: Utility
AAVAS

b
How many apps on your phones have sat there, untouched, for months

or years? Downloaded with good intentions, apps that have no value,
solve no pain points, and create no efficiencies are doomed to fail. Al
tools are no different.

Marketers in many industries have leveraged Al to build successful brands that solve
O2y&adzYSNJ LAY LRAYyGA FYR FRR @l tdzSod Ly

marketers have created clarity around the role that Al can play in growing their brand.

FY SKLAR WILTON ¢KS al N] SGSNDRa DdARS (G2 {dzO0O0Saa¥dd ! L 12
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51%of consumers
would be comfortable if
Al answered their
customer service calls

37%of consumers are
comfortable with Al
customer service

in online retail

m\ SKLAR WILTON
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Retail
Customer service is one of the most recognizable and useful applications of Al for
consumers. Many brands currently use voice assistahistbots and robots to help

consumers physically and virtually wade through the increasingly complicated customer
decision journey.

These Al tools help people find clothes that fit propeﬂﬁ_@hrﬁ answer questions
about products and serviceSéphord, [ 2 ¢ ‘6 @oilafon€ haseven imbued a

culturally relevant personality for their New Zealand based customer service voice

assistantAlibabd, a leader in applying advanced technologies in the retail space, has
employed smart racks and mirrors to help people see themselves in new styles without

ever trying the clothes on, a boon for accessibility.

Levi's @
@levis.canada
Home
About
= = - @ Typically replies within a day s
Liki U har d M
Videos _
Poel #' Create post Can | check if an item is available? lity Ses sl
: ‘Can some sist me? + your friends to like this Page
Locations m - Write a post an someone sssist me’ L.
Cor ity - 8,570 pacple like this
mmuni
| 7,242 pacple follow this
Info and ads Photovideo QR Tagrienss Q@ EH @ B O & @ 9 o Chat(3g) @ 2 %
& A ~ 1 B ~p
[ SBAQa ANUdzl £ { U é f 3ephoraChabot

A Facebook Messenggratbotthat
helps people find jeans that match their
personal preferences.

Dispensebeauty advice, quizzes about
product preferences, content
suggestions, and product suggestions.

¢KS al N)LSGUSNDA DdARS (2 {dOOS&aaTdd ! L
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https://www.facebook.com/levisvirtualstylist/
https://www.kik.com/bots/sephora/
http://www.lowesinnovationlabs.com/lowebot/
https://www.afr.com/technology/vodafone-promises-unique-personality-with-ai-digital-human-assistants-in-stores-20180926-h15wo1
https://www.mumbrella.asia/2018/07/alibaba-claims-its-ai-is-about-to-change-copywriting-forever-for-agencies-and-brands
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[ 2 ¢ SawéBot Vodafone Voice Assistant  Alibaba

Arolling kiosk that helps Chatbotthat helps Alpowers a tool to
customers find productsin  customers tailor trip ideas  generatemultiple ideas
store and answer customer based on personal for products

service questions preferences

In our research, we discovered that Canadians feel positive about Al in the customer
service space. About 64% of Canadians understand that Al can answer questions and
nme: 0StASPYS GKFG 'LQa FoAfAdGe G2 3ISH LINEP
them. Further, 59% of people would feel comfortable with Al providing

recommendations on what to purchase.

Y SKLAR WILTON ¢KS al N] SGSNDRa DdARS (G2 {dzO0O0Saa¥dd ! L 14
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Travel
Brands in the travel industry are also taking advantagehatbotsand virtual assistants

to offer more efficient customer servickayak, KLM, and BestWesterr? use Al to help

consumers select and book the most suitable flights and locations, wittien'®and
Marriot™ are using robots and virtual assistants to help guests better navigate both the
K2GSt FyR (GKS ada2NNRdzy RAyYy 3 | NBrbow vdicdzi (i 2 Y S N,

assistant to order room service or book sggpointments.

Thisextensive use of Al for customer service reflects Canadians views towards Al in the
0N} St AyRdzAGNEB® ! 62dzi KFIEF 2F /Lyl RAIYya
0KSANI OGN ¢St LI IFya FyR oy: aleée GKS@QR FS

Early Adopters are great advocates for these Al applications.

Hilton Hotels Best Western
Robotconcierge for quick access to Chatbotthat helps customers
personalized information about the tailor trip ideas based on
hotel and area personal preferences

KLM

Helpscustomers book tickets, send confirmation, deliver flight updates, arcpestions

Kayak
Facebook messengehnatbotto makefinding and buying flightsasierandquicker

Marriot Hotels
Voice assistant help guests find and use their hotel amenities

SKLARWILTON ¢KS al N] SGSNDa DAARS G2 {dOOSa&avdd ! L 15
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https://www.kayak.com/messenger
https://www.bcg.com/en-ca/industries/transportation-travel-tourism/optimizing-digitizing-airline-operations.aspx
https://www.adweek.com/brand-marketing/best-western-is-turning-to-ibm-watsons-ai-to-help-travelers-plan-summer-vacations/
https://www.adweek.com/brand-marketing/best-western-is-turning-to-ibm-watsons-ai-to-help-travelers-plan-summer-vacations/
http://newsroom.hilton.com/corporate/news/hilton-and-ibm-pilot-connie-the-worlds-first-watsonenabled-hotel-concierge
https://www.warc.com/newsandopinion/news/marriott_welcomes_alexa/40652

Food and QSR

Companies that take innovative risks to meet and exceed customer needs and create
exciting, personal experience will be rewarded with loyal consumers. Within the food

and QSR category, bothl Y LJ6 Spf s@dKnorr® use Al to help customers

customize recipes based on ingredients currently in their hoFaeoBell uses a Slack
chatbotto take orders. Andg 2 Y A Eizzéf’ allows consumers to place orders by
a&SYRAY3 I YSaal3asS (KFG O2yiGlAaya 2yteée GKS

Theseuses are very much in keeping with Canadian perceptions of Al. About 60% of
people are comfortable with Al providing them with recommendations on what to eat
based on their personal medical history and goals. And, many believe that Al has the
potential to improve customer service (40%) or provide the same or better customer

service than a person (20%).

All of these tools put Al at the forefront of consumer experiences allowing people to see

for themselves the benefits that Al brings to the customer journey.

52YAy2Qa tATTL
FaceboolMessengechatbotnamed
a52Y¢é Fft2ga O2yadzyS
order by sending a message that only

O2y il Aya GKS 62NR a4t

/1 YLIBSttQa {2dzl
Adsuse Al and natural language
processing to communicate with
consumers and generate recipes based
on ingredients they have on hand.

TacoBell
Slackchatbotto take orders

Knorr
Develops reAcipes ba§ed on ingredients
Ay (K $omdza SNID &

SKLARWILTON ¢KS al N] SGSNDa DAARS G2 {dOOSa&avdd ! L 16
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https://www.mobilemarketer.com/news/campbells-unveils-ai-powered-ad-with-ibms-watson/512931/
https://www.mobilemarketer.com/news/campbells-unveils-ai-powered-ad-with-ibms-watson/512931/
https://eatyourfeed.knorr.com/
https://www.tacobell.com/stories/tacobot
https://www.tacobell.com/stories/tacobot
https://www.networkworld.com/article/3175038/artificial-intelligence/how-dominos-pizza-is-using-ai-to-enhance-the-customer-experience.html
https://www.networkworld.com/article/3175038/artificial-intelligence/how-dominos-pizza-is-using-ai-to-enhance-the-customer-experience.html

u ;\N) . >

Pillar2: Privacy and Security
Without her permissiont_Y I 1 2 y OABIORSIRISR | yR &Sy

confidential, irhome conversation to a random person on her contact list.

This is privacy and security. Or the lack thereof.

Without collecting, storing, and analyzing personal information, brands are unable to
market to people based on their personal needs and desires. Marketing is unavoidably

intertwined with privacy.

SKLARWILTON ¢KS al NJSGSNNa DdzARS G2 {dz00Saa+tdzA ! L 17
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https://www.welivesecurity.com/2018/05/25/amazon-alexa-accused/

Making Privacy Easy

Unfortunately, few consumer facing brands have made privacy a key differentiator.

DuckDuckG8, an internet browser that purposefully does not track its users

movements (unlike Google, Firefox, and others), is enjoying increased consumer

interest. Snips®is an upand-coming voice assistant alternative to Alexa and Siri that
=NIP: P g

focuses on privacy and security. Theiversity offoronto in Canada has developed a

privacy filter that, when applied to photographs, adjusts pixels in images to render them

nearly useless to facial recognition systems. One particularly interesting application is

the European Consumedrganizatiof’ (BEUC) using Al to help people better

understand complex privacy policies.

University Of DuckDuckGo Snips

Toronto Internetbrowser Voiceassistant that
Privacyfilter that 0Kl G R2Sayotuses dnhhtivary
rendersmages users movements

useless to facial
recognition systems

European
Consumer
Organization
Tool to decode
and understand
privacy policies

SKLARWlLTON ¢KS al N SGSNNa DdzARS G2 {dz0O0Saa+tdzA ! L
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https://duckduckgo.com/traffic
https://techcrunch.com/2018/09/18/committed-to-privacy-snips-founder-wants-to-take-on-alexa-and-google-with-blockchain/
https://www.utoronto.ca/news/u-t-ai-researchers-design-privacy-filter-photos-disables-facial-recognition-systems
https://www.utoronto.ca/news/u-t-ai-researchers-design-privacy-filter-photos-disables-facial-recognition-systems
http://fortune.com/2018/07/05/ai-claudette-privacy-policies-gdpr/
http://fortune.com/2018/07/05/ai-claudette-privacy-policies-gdpr/

A Case for Transparency

LikeMe_WeZl, a social media network that allows users to control which aspects of their
data are shared, marketers aiming to create successful Al strategies for their brands
Ydzad YIF 1S LINAGFO& FyR aSOdaNaiGe | 1S& 02Y
consumers to physicalseethat a company handles their data securely. As a result,

most companies that genuinely care about privacy and security address this unavoidable

lack of transparency through publicly displayed company policies on their websites. Plain

language allows anyone to understand what data is being collected for what purpose
(Appl€”?, Encirclé®), learn about changes to those privacy policishit™), or find out
how to withdraw consent for the collection of daténskeBanIgs).

Purism digital devices Encircleinsurance company
Mobile phones, laptops, devices Providests privacy policy on the homepage,
designedwith privacy and security anddescribes datatorage standards, who

can access the content, what happens to

data in transit, and how they handle
Apple

i ) asswords.

Privacypagedescribehow the P

company uses data. Includes a MeWe social network

transparency report, and security Providesa Privacy Bill of Rights that promises

policies for iCloud data. control over information sharing.

Danske Bank

Detailshow to withdraw consent for

the collection data, a list of website

cookies they collect, and how those

are used.
SKLARWILTON ¢KS al Nl SGiSNDE DdZARS (2 {dOOSaaFdA ! L 19
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http://mewe.com/
https://support.apple.com/en-us/HT202303
https://encircleapp.com/security
https://www.fitbit.com/legal/privacy-policy
https://danskebank.co.uk/personal
https://danskebank.co.uk/personal

Security By Design

More important for consumers, however, are brands that employ Privacy by Design and
deliberately build their products and services with privacy and security in mind. One of
the few examples iBurisni®, a company that builds digital technologies with security as

the main feature.

In general, our research showed that people are comfortable with the possibilities that
Al facilitates. People are comfortable trusting Al systems with even the most sensitive
aspects of their personal lives including regulating the temperature inside their homes
(72%), organizing their schedules (64%), and providing companionship to people who

need it (580).

Comfort With Al Performingrasks

1
Regulatethe temperature in your home (based
your habits]

72

al
Organize and notify you about yoschedule ant 64
appointments

Provide companionshifor peoplév
(e.g. elderly people living with disabilitie

Control your house utilities and applianc 57
c
Provide you with financial advit

Provide you with legal advic

48

Send "Happirthday" and other personal messag5
to people in your contact lisi

44

0pAlK2dzi R2OG2ND:

39

Diagnoseyour medical condition (without a doctor
involvement)

3

Interact with and teaclyour childrer

38

SKLARWILTON ¢KS al N] SGSNDa DAARS G2 {dOOSa&avdd ! L 20
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https://puri.sm/
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privacy and maintain 100% security, a position that Laggards hold on to dearly.
Demonstrating distrust, more than 20% of people have added their phone numbers to

the Do Not Call list. More than 43% of people worry about the Al on their phone, and a

whopping 78% believe that Al will increase the lack of privacy.

250@S |t NBIFRe aSSy GKFd LIS2LX S dzy RSNaiGl Y
intelligence in their personal and work lives. They simply want marketers to implement

those processes in a way that respects their privacy and maintains their security.

¢KS al NJSGSNNa DdzARS G2 {dz00Saa+tdzA ! L 21



@ Pillar #3:Trust

Uber. A super convenient riegharing alternative to taxis. A company
accused of harassment within the company and by the drivers. A

company accused of underpaying drivers and overcharging customers

In any discussion of companies creating trust within a <:ommuti_llr@¢27 is identified as

one that used to be a shining example. However, a growing lack of trust quickly hurt its
bottom line. Now, with the onboarding of new a CEO who is more focused on doing the
right thing rather than endlessly increasing revenue, consumer opinions are gradually

improving.

Amazor® also failed on the Trust pillar when its Al hiring system learned from human
biases that male employment candidates were preferable to female candidates. The
project was terminated prior to implementation but not before news of the blunder
leaked to outraged consumers. Amazon did the right thing on their own volition though

not soon enough for consumers

¢KS al N)LSGUSNDA DdARS (2 {dOOS&aaTdd ! L 22
























