Al in Marketing Operations:

A Strategic Roadmap for Success

DEVELOP A PLAN TO MOVE PAST THE BUZZ TO ACTUAL BUSINESS IMPACT

- ANWAAN

We've all heard the hype about Artificial Intelligence (Al), but how
do we move beyond the buzzwords and make Al a practical reality
in our daily marketing operations?
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Al IN MARKETING OPERATIONS INTRODUCTION

Al's potential to revolutionize a
marketer's work life is undeniable

Yet many marketing leaders find themselves at a crossroads, grappling with the
transition from Al's theoretical potential to its practical implementation.

If this sounds like your predicament, you're not alone. Rates of Al adoption vary, and
news sources on the topic differ greatly due to lack of data or how businesses self-report
their use of the technology. However, according to IBM'’s Global Al Adoption Index for
2023, 42% of enterprise-scale organizations are actively using Al ('in their businesses -
leaving a big percentage of other companies still contemplating what to do.

Let’s face it, moving from the theoretical to the practical can feel like navigating a
complex maze without a map. This article is your roadmap, guiding you from twisting
turns of endless Al possibilities to the territory of tangible results.

Here's our guidance on how to cut through the hype and get to a clear path to successful
Al implementation.

42%

° of enterprise-scale
organizations are
actively using Al @)
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Al IN MARKETING OPERATIONS STRATEGIC PLANNING

Strategic Planning:
Your Al Compass

To successfully navigate the intricate Al maze, you need a reliable compass—that’s your
strategic plan. You will need to identify your unique business needs, set clear objectives,
and define the resources necessary for a seamless and effective Al implementation. To

tackle this, start at the beginning:

WHO IN YOUR WHO STANDS OUT AS
ORGANIZATION IS ALREADY PRESENTING AND DEFINING
THINKING STRATEGICALLY THEMSELVES AS A MARKETER
ABOUT THE USE OF AI? WITH AN Al MINDSET, IN

APPROACHING THEIR WORK?

ldentify the thought leaders already brimming over with ideas about the benefits of
implementing Al and involve them early in the strategic planning process.

Next, determine who is leading up this effort and will spearhead the plan, including
securing resources and employees in other departments to supplement the process and
ensure broad buy-in.

Assembling your strategic plan provides a clear direction for Al implementation, allowing
marketing teams to align their efforts toward common objectives. Thinking through all
the elements will further help you with better allocation of resources and help ensure
your Al initiatives are adequately funded and supported.

Strategic planning is an essential first step in implementing Al into marketing

departments and processes. It sets the stage for an organized and coordinated approach
to leverage Al for better marketing outcomes.
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Al IN MARKETING OPERATIONS STRATEGIC PLANNING

|[dentify potential challenges

As you work through your plan, you should spend time identifying any potential
challenges or bottlenecks early on - enabling proactive problem-solving. Once you've
assembled your strategic-thinker planning team, encourage them to fully air and talk
through not only challenges but also proposed solutions and ways to move past the spots
that seem difficult.

To accelerate your strategic plan, consider partnering with experts. Why venture
through the maze alone when you can have a knowledgeable guide by your side? A
partnership with a digital marketing agency like Acronym provides invaluable expertise
and support, ensuring a smoother experience with less burden on you and your team to
develop your plan.
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Al IN MARKETING OPERATIONS THE 5 DS: YOUR Al ROADMAP

The 5 Ds: Your Al Roadmap

] So, you've assembled a great team, but how best to put together your _—
s action plan? One approach to consider in crafting a comprehensive
e roadmap for successful Al implementation is the “5 Ds” framework (Define,
— Design, Develop, Deploy, and Debrief). It's a systematic and structured
el approach that aligns with your strategic objectives and guides your every
] . . . ) . .
stepin the intricate Al maze. Let's examine some possible approaches to
P how you might do this. L
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Al IN MARKETING OPERATIONS THE 5 DS: YOUR Al ROADMAP

Define

This is the initial phase where you will need to apply a methodical process of envisioning
adesired future, translating this vision into thoroughly defined objectives, and creating a
sequence of steps to achieve them. In the context of Al integration, strategic planning
involves determining how Al can improve marketing results, identifying the outcomes
you want to achieve, and outlining a roadmap to leverage these technologies effectively.

For instance, do you want to improve customer segmentation, personalize content, or
automate certain tasks? Do you want to cut planning time and find time savings in the
execution of campaign tactics? Defining these goals upfront helps you focus your efforts
on areas that can drive the most value.

WHAT IS GPT ANYWAY?

GPT stands for Generative Pretrained Transformer. It's a complex
mathematical representation of text or other types of media that
allows a computer to perform some tasks, such as interpreting and
producing language, recognizing or creating images, and solving
problems, in a way that seems similar to the way a human brain
works. GPT is a type of artificial intelligence language model. (2)
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Al IN MARKETING OPERATIONS THE 5 DS: YOUR Al ROADMAP

Design

Once you've defined your objectives, the next step is to design a plan outlining how you'll
achieve these objectives using Al. This involves mapping out the specific marketing
processes that will benefit from Al and how Al will be incorporated into these processes.

For example, if one of your goals is to enhance customer segmentation, you might design
a plan to use machine learning algorithms to analyze customer data and create more
precise customer segments. You will need to evaluate if you have the correct underlying
data sets or infrastructure necessary to execute on and achieve your predefined goals.

Jump Past Barriers

There are some significant challenges to building a GPT-like model. We have included
some areas to be certain to include in your plan, so you can best get past obstacles.

DATA COLLECTION AND CLEANING

Gather a comprehensive, diverse, and high-quality dataset. This raw data must
then undergo rigorous cleaning and preprocessing to remove noise and
irrelevant information, making it suitable for training an Al language model.

— . MODEL DESIGN AND TRAINING
------------------------------ The intricacy of designing the model’s architecture, such as deciding the number
= of layers, attention heads, etc., requires a deep understanding of machine
learning technigues. Training the model to understand context, nuances, and
language subtleties is another complex task that demands time and expertise.
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Al IN MARKETING OPERATIONS THE 5 DS: YOUR Al ROADMAP

Develop

In this phase, you build the Al capabilities needed to execute your plan. This could involve
training existing staff, hiring new talent, and sourcing Al solutions providers and partners
like Acronym.

Clear Those Hurdles

When developing your model, keep these common challenges in mind.

OVERFITTING AND GENERALIZATION
------------------------------- -@ Striking the right balance between model specificity and generality is crucial.

While the model needs to avoid overfitting to the training data, it should also
generalize well enough to produce relevant outputs for unseen data.

OPTIMIZATION AND EFFICIENCY
------------------------------- ﬁ Optimizing the model for memory usage and speed is a key challenge,
Wi especially when preparing for deployment. The model needs to deliver
accurate responses quickly, without consuming excessive resources.

Q INTERPRETABILITY AND EXPLAIN

Unraveling the ‘black box’ of Al models to understand why they make certain
predictions remains a largely unresolved issue. Achieving transparency in
model decision-making can be a daunting task. Enlist the expertise of technical
resources.

Before launching, it is important to take several crucial safety checks. Be sure your plan
includes setting up the necessary infrastructure, such as data management systems, and
ensuring compliance with data privacy regulations.

Be sure to align with other departments or team members responsible for performance
analytics, tracking, and technology to determine any additional or further system integration
that might be needed. Have legal, IT and other stakeholders review the plan to ensure you
have robust data governance policies and that you protect data and intellectual property.

The development step of your roadmap can present challenges, but with a balanced approach
of technical proficiency, dedicated resources, and strategic foresight, you can navigate the
obstacles and arrive at the execution step.



Al IN MARKETING OPERATIONS THE 5 DS: YOUR Al ROADMAP

Deploy

Once your Al capabilities are in place, it's time to deploy your plan. This involves
implementing the Al technologies into your marketing operations and monitoring
their performance.

Avoid Common Roadblocks

SCALABILITY AND DEPLOYMENT
------------------------------- Scaling the Al model to cater to many users simultaneously, and deploying it in

a user-friendly manner, presents its own set of challenges. Ensuring the
model’s robustness while keeping it accessible and easy-to-use can be a
delicate balancing act.

MAINTAINING AND UPDATING THE MODEL
------------------------------- Like any technology, Al models need regular
052 maintenance and updates. Incorporating new data, fixing bugs, and improving
performance is an ongoing commitment that requires constant vigilance.

When executing your plan, it’s vital to maintain a customer-centric approach, ensuring that
Al initiatives enhance customer experiences rather than complicating them. Additionally,
it's crucial to foster a culture of continuous learning and adaptation, as the Al landscape is
continuously evolving and shifting. Kick-off is just the first step- monitoring and continued
training of Al models helps the technology learn, grow and develop further in support of
yOur processes.

Also plan to provide a feedback loop in your operations for both employees and customer
user experience to help you respond and make any adjustments more rapidly.
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Al IN MARKETING OPERATIONS THE 5 DS: YOUR Al ROADMAP

Debrief

The final phase is debriefing, where your team will review the newly implemented
initiatives, Al tools and their performance, and compare them to the set objectives.
Keep these questions in mind:

Did the Al technologies deliver the expected results? Did Al help us hit objectives and
demonstrate improvement?

What challenges did we encounter, and how can they be addressed?

needs adjustment?

Have we evaluated the Al model for or uncovered any biases (training data,
algorithmic, cognitive)?

How will our findings inform further strategy planning and adjustments to
Al integration?

e With the review process insights, how will we respond? What

a Finally, how frequently do we need to review and update our plan to make sure it
remains effective and relevant?

The 5D framework provides a structured approach to strategic planning for marketing
professionals, and helps you get your arms around the “how-to” of effective Al
implementation into your marketing.



Al IN MARKETING OPERATIONS ANALYLIZE, OPTIMIZE, RINSE, REPEAT

Analyze, Optimize, Rinse, Repeat:
The Journey Continues

Implementing Al is not just a one-time event—it's an ongoing, ever-evolving process as you
continue to weave this tool throughout your processes and business operations. Regular
analysis and optimization are essential to ensure your Al initiatives continue to deliver
value and keep you on the right path to success. Plan for what actions you want to take as
increased efficiencies and adjusted delivery processes impact roles and projects - fold those
discoveries into your plan and adjust performance tracking, planning, and measurement.

Look for the patterns that emerge- where are the areas where logjams were cleared,
production speed increased, or research time was shortened? With these gains and
administrative time and tasks freed up, where are the opportunities to spend energy on
strategy or creative ideation instead?
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Al IN MARKETING OPERATIONS CONCLUSION

Analyze, Optimize, Rinse, Repeat:
The Journey Continues

Navigating the complex landscape of Al can seem daunting, but remember, you don't have
to do it alone. At Acronym, we've been at the forefront of digital marketing for nearly three
decades, and we're passionate about harnessing the potential of Al.

We understand that implementing Al into your marketing operations and across marketing
plan deployment is a significant step, one that requires careful planning and expert
guidance. That's why we're here to help you chart a clear path forward, turning the prom-
ise of Al into practical strategies that deliver real business results.

If you're ready to explore how Al can transform your marketing, or if you simply have more
questions, we'd love to hear from you.

CONTACT US TODAY!

Sources:

(1) C10 Axis: Highlights from the IBM Global Al Adoption Index 2023 - CIO AXIS
(2) Cambridge Dictionary definition
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