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HELLO
Artificial Intelligence. Machine Learning. Chatbots. Augmented Reality. The list is seemingly
endless. ‘Business as usual’ is changing as newer technologies emerge. Marketers are having
the best of times with an expanding set of tools at their disposal that help them run their
businesses more efficiently than ever before. And perhaps also the worst of times, keeping in
step with the changing reality.
We at Digital CMO, decided to talk to business leaders to find out how they were coping
with all these changes. We spoke to them to find out which emerging technologies were
proving to be game changers; how their individual sectors were being affected; and how each
one of them sees the landscape evolving in the coming days.
Put together, their stories weave an interesting vision of the future. We are excited to share
this vision with you.
In our artistic space, we introduce you to the work of promising young artist Sumakshi Singh.
Sumakshi’s work is inspired by nature. Her vivid sense of color and her deft use of pattern
lend her work a unique and exciting voice. Speaking about her work, she says, “Sometimes
an onlooker sees something without naming it and notices a moment where the object stops
being what it seems. It withdraws its form-ness and dissolves into a pattern. For me this often
happens in nature and the paintings echo this kind of happening.”
Happy reading!

Arunh Krishnan
Editor
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We were the first
realty company to
adopt Augmented
Reality
In an effort to remain on top of their game, more and more organizations are adopting disruptive technologies to
stay relevant to their target audience, and real estate companies are no exception.
Pratik Mantri, Director of Mantri Developers Pvt Ltd. spoke to us about consistently embracing emerging
trends to engage their customers, being one of the first companies to incorporate VR in their client demos and how
they overcame the digital hurdles that came their way.
Interviewed by Prajwala Hegde
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// Are you using machine learning in your
big data applications? What challenges have
you faced while doing so?

// What are your recent technology
initiatives?
We have recently deployed an AI based Chatbot
on two of our projects which has given instant and
precise replies to customer queries in a much more
constructive manner. We are getting used to Salesforce
and all the benefits that are connected with it. We are
also able to maintain a faster response time to queries
coming our way and can pinpoint certain problems that
customers are facing just by analyzing trends in data.

Being forerunners in the implementation of data
analytics in the real estate sector, problems occur since
systems have to be built ground up with a lot of trial and
error. With our customer management tool being firmly
in place since the last six months, we are now using that
data to our advantage. For example, calculating the ROI
of each medium of advertising, analysing the time taken
for customers from registering an enquiry up to booking
and in which stage the delays regularly happen.

// How are you keeping yourself informed of
emerging technologies? Who would you go to
for implementing them?

We are also keen to work on an AI based module
which can manage grievances and assign each
complaint to the right person to answer. However,
currently these ideas are still in the nascent stage.

It’s important for an organization to be familiar with
emerging trends in technology to stay relevant. The
implementation of cloud infrastructure, mobile trends,
new development frameworks, etc, are just a few
examples of an endless list of emerging innovations in
technology.

// Are you investing in any of the above
technologies (AI, ML, VR etc) for future use?
In today’s day and age, customers are well aware of
what they want and need and have become extremely
savvy in the realms of technology. Even while buying
a home, consumers are using technology to browse,
consult articles and reviews. Convenience in terms of
accessibility and time has pushed customers to want
what they require at the touch of a button. To keep
up with this tech-savvy generation of buyers, we have
invested heavily in building on technology and ensuring
a timely upgrade.

Keeping up with technology helps maintain and improve
the outreach toward customers, who are continuously
evolving with changing trends.
Several start-ups write to us with regard to their
solutions. We have a vast network of consultants
who also pass on emerging ideas and trends of the
industry. We always encourage change and almost
every start-up is given a chance to demonstrate
their product for us to study and understand their
real life application as well as probable constraints.

With this sentiment in mind, an IT team of over 10
members have been recruited by Mantri Developers
who have created the Mantri Corp App which gives
real-time information of the projects, including onsite
pictures and graphical representations.

// What are some of the challenges you
foresee in adopting these technologies?
Content creation, for instance.

We are the first realty company to launch the ‘Digital
Interactive Mannequin’ and adopt an ‘Augmented Reality’
tool to engage customers. Both these initiatives are
bench-marked as the first by any real estate company in
India. The company has also launched a first-of-its-kind
construction live streaming in the Indian realty sector,
which enables the customer to view a live feed of the
construction status of their properties purchased.

The historic battle between real estate and technology
comes from the fact that real estate companies work
in a vertical manner, and in most cases the CMD/CEO
is the decision maker and driver of any change to the
status quo. This ensures a hundred percent adoption
and implementation of new technologies across verticals
in the organization if driven from the top.
The second challenge is that each company has a fixed
culture, sometimes not having evolved over the last 20
years. To disrupt this culture is a risk only a few leaders
would want to take. We are happy to be a part of the
latter.

Customers also have the provision of viewing our
properties through a Hologram and VR headset
introduced by Mantri that attempts to provide a more
engaging experience to customers, giving them the
benefit of virtually experiencing the exteriors and
interiors of the apartment.
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// What, according to you, are the biggest learnings while
implementing any of the emerging digital marketing
technologies?
It has become very important for a company to go digital to be able to connect
effectively with its target audience and consumer body. Mantri Developers
has also invested a lot of time and cost into ensuring that the company is on
this path.
Digital marketing comes with a set of learnings as well as apprehensions. As
opposed to traditional marketing and offline campaigns, online marketing
has turned out to be more cost-effective, if managed correctly. Marketing
via websites also gives the added advantage of having a wider spread and
reaching out to more potential home buyers successfully. Being able to
interact with your target customers in real time, especially given the
paucity of time, can help build a strong customer-supplier relationship.
// Are you using Virtual Reality in any of your client demos?
Tell us more about it.
We were one of the first companies to dabble with VR to showcase our
projects, apartments, landscape, etc. Unfortunately, over time we have
realized that after the initial wow factor the customer would like to physically
move around the space, which is why model apartments were never removed
from our marketing offices.
Our idea now is to have VR available with mobile sales teams, who can bring
the project to your doorstep. This has proven to be a more practical method
for using the technology as a tool instead of just a gimmick.

05

Rupture7

Brands are not yet
used to thinking
about 3D content in
the real world
Jean-Francois Chianetta, CEO of Augment.com is a
futurist and thought leader in emerging trends in augmented
reality. He founded Augment in 2011 with the vision of
merging the digital and physical worlds through augmented
reality. Backed by Salesforce Ventures, Augment has over
200 clients worldwide. We met up with him recently.
Interviewed by Priscilla Thomas

// Until recently VR/AR technologies served
as inspiration for Hollywood sci-fi writers.
What do you believe was the trigger that
opened the doors to the AR's potential in
the B2B environment?
While augmented reality is often seen as technologies
dreamed up by science fiction writers, it has actually
been in development in the real world for several
decades.
In recent years, there were multiple introductions
into the field that opened the doors to AR’s potential
into the B2B environment. From the introduction
of Google Glass to the rise of Pokemon Go to the
announcement of Microsoft’s HoloLens, the past few
years have brought AR and VR upfront in the minds of
many businesses.
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Google Glass by the way is a great example of a
triggering event. It was initially introduced to the masses
as a consumer product, and after several months of
hype was declared as a giant failure by nearly everyone.
But during that whole time those glasses were used in
factory settings and construction sites. They proved
their value to workers in term of efficiency gain
and security. Now Google Glasses are back with an
enterprise dedicated focus.

ARCore. Companies are already leveraging augmented
reality and those looking to adopting this technology
should not be afraid to do so. For CMOs looking to adopt
AR: Content is key, more than the technology itself.
Keep in mind the purpose behind your use of augmented
reality and think of ways the experience will bring
value to the consumer. For example, with Augment, a
consumer can preview a product at scale and at home to
determine if it’s the right product for him/her. Stay away
from gimmicky experiences and create specific content
for your purpose instead of just repacking content
from other places -- like using a video displayed in AR.

// What do you believe are the top marketing challenges today and how can augmented
reality (AR) help overcome these challenges?

// What are the challenges you face in selling
the benefits of AR/VR to potential clients?

One marketing challenge is the constant demand of
engaging materials that capture the eye of the audience
as well as converts. Augmented reality allows users
to unlock memorable and differentiated experiences.
As brands fight for mindshare among consumers, AR
allows them to stand out among competition. It positions companies as innovative leaders and facilitates
higher engagement with their end users.
On top of that, it solves another marketing challenge
--- enabling marketers to connect online and offline
marketing campaigns. Traditionally, there has been a
division between what types of marketing you could
accomplish in online and offline capacities. Perhaps
your online campaigns were successful in securing a
loyal audience, but ultimately, didn’t translate into sales
because there was no clear connection to the in-store
buying experience. Such a disconnect makes it difficult
to engage customers and lead them through their
purchasing journey seamlessly.

One of the challenges is convincing potential clients that
augmented reality is something for their businesses to
leverage right now. AR is not something of the future
-- it has already become integrated in our lives and this
will continue to do so.
The other big challenge is related to content creation,
brands are not yet used to thinking about 3D content in
the real world and how it impacts the experience. It’s a
whole new medium to learn.
// What does the future of AR look like?
The field is quickly changing as it has over the past 5
years and there are a lot of unknowns. Big players now
all provide the building bricks to push the technology
even further. Augmented reality as a field needs to
take that technology and turn it in a meaningful way to
interact with the world around us.
As I see it, in the near future, augmented reality and
virtual reality will continue to become a part of our lives
through our mobile devices as we wait on consumer
ready hardware, such as headsets. Once the hardware
is available for day-to-day life, augmented reality and
virtual reality will be a seamless part of one’s life -- as we
will be able to shift between VR, AR and the real world.

By leveraging augmented reality, it’s becoming easier to
create an interactive experience both online and offline.
Customers can simply use their smartphone to scan
a product booklet to bring the product to life at their
fingertips, instantly. Interactive content through AR is
a great way to have your online and offline marketing
campaigns working in tandem with one another.
// The consumer market is still uncertain
when it comes to accepting AR. What should
CMOs be aware of in adopting this technology?
Augmented reality is still a relatively new technology
but has been steadily gathering steam especially over
the past few years, and the consumer market is really
no longer uncertain when it comes to accepting AR.
Think of the recent popularity of Pokemon Go, Google
Translate, Snapchat, and Facebook, and more recently
the announcements of Apple’s ARKit and Google's
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Sangram Vajre has quickly built a reputation as one of
the leading minds in B2B marketing. Before co-founding
Terminus, a SaaS platform for account-based marketing
(ABM), Sangram led the marketing team at Pardot through
its acquisition by ExactTarget and then Salesforce. He’s the
author of Account-Based Marketing for Dummies (at https://
www.amazon.com/Account-Based-Marketing-DummiesSangram-Vajre/dp/1119224853) and is the mastermind
behind #FlipMyFunnel. Here’s a recent chat with him,
facilitated by Lauren Patrick, Storyteller at Terminus, on the
artificial intelligence (AI) leverage in account-based marketing
(ABM). Follow Sangram on Twitter @SangramVajre.
Interviewed by S. Sahu

// How have marketers been using AI/
machine learning in recent times?
Marketers across an array of industries now recognize
the importance of good data from AI and the impact
it can have to create hyper-targeted and personalized
campaigns. For B2B marketers, machine learning helps
with identifying the best-fit companies, or accounts,
that are demonstrating a propensity to buy. For
example, in ABM, powerful AI helps to signal if a contact
at a key account is searching for information on a
potential solution like the one your company provides.

Good data
from AI
creates hypertargeted,
personalized
campaigns

// How important is it for a business to adopt
AI?
At the end of the day, regardless of whether you’re
in B2B or B2C, it’s about human-to-human, or H2H,
connections. What’s interesting about this intersection
of marketing and technology is how machine learning
is giving marketers more insights into what people are
doing and searching. Having AI/machine learning as
part of your marketing technology, or MarTech, stack
is essential. If you’re not leveraging a data platform to
help you identify the best-fit people to market to, and to
see if they are demonstrating intent to buy, then you’re
falling behind. Our VP of Marketing, Peter Herbert, and
ABM Superhero, Kristen Wendel, have a great formula
to use: Fit + Intent + Engagement. The Fit + Intent
pieces are where machine learning really comes into
play.
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// Roughly what quantum of investment is
recommended for running enterprise AI/
machine learning systems?

awareness of how these tools help to tell a story.
By “story,” I mean the buyer’s journey from start to
finish. AI will help marketers improve whom they
are targeting to tell their story and engaging those
contacts throughout the entire purchase decision
[journey] by serving up personalized, relevant content.
While there may not be cost reductions, we will see an
improvement in operational efficiencies on the cost of
customer acquisition, or CAC, which is a huge metric
for every CMO, CEO, and executive responsible for
bringing in new revenue.

There’s no right answer to how much your company
should invest in machine learning or AI. It’s a question
of what purpose AI/machine learning systems will
serve for your organization. Once you have all these
great insights, how are you going to market to these
people? How will you engage the companies you want
to do business with? How will you measure those
interactions? What matters the most is that you have
a strategy. No technology in the world will help your
company if you don’t have a marketing strategy aligned
with every stage of the buyer’s journey. Using my
#FlipMyFunnel model for ABM, think about building
a customer experience stack based on the following
components:

// For many marketers, AI and machine
learning are forbiddingly esoteric topics.
So where does the CMO go to gather
information about the subject and its
possibilities for his/her business?
There’s a certain amount of irony in this question
because when a CMO today goes to Google or another
search engine to research about AI and machine learning
technology solutions, there are companies like Bombora
that are monitoring the “surge” in interest and that
CMO’s propensity to buy!

• Identify who you want to market to (this is
where AI/machine learning comes in)
• Expand: Find more people in those target
accounts who fit your ideal customer profile, or
ICP
• Engage where personalization of messaging
comes in, using a variety of activities like
advertising, content, video, events, webinars,
social… you name it
• Advocate: Create raving fans of your business
• Measure. It’s so important to measure the impact
of all these tactics from Day 1.
// What are some common challenges a
CMO faces, when considering adopting the
technology in his/her organization?
Again, the biggest challenge is aligning new technology
with your strategy. If you’re a CMO who is embracing
ABM, you need to consider how this technology is
going to help drive engagement at each stage of the
buyer’s journey and customer experience. Adding a
new tool isn’t useful unless you know how it should
work to drive new revenue.
// How do you see the future panning out in
the AI/machine learning space, in terms of
technological advances, cost reduction, and
user perception/awareness?
As machine learning and AI continue to proliferate
the B2B marketing industry, there will be an increased
10

AI will have different
flavours – it will have
distinct usage for the
enterprise and for the
consumer
According to Gartner’s Hype Cycle for Emerging Technologies,
2017, Artificial Intelligence will be everywhere. It is being seen
as the most disruptive class of technologies over the next 10
years due to radical computational power, near-endless
amounts of data, and unprecedented advances in deep
neural networks. In the coming years, organizations with AI
technologies will be able to harness data in order to adapt
to new situations and solve previously unknown problems
for business competitiveness. Gartner says that enterprises
looking at AI should consider technologies like Deep Learning,
Deep Reinforcement Learning, Artificial General Intelligence,
Cognitive Computing, and Conversational User Interfaces to
be relevant in the coming years.
Arup Roy, Research Director, Gartner India, tells us
how AI can be relevant currently and how the organisations
should go about deploying this and what to watch out for.
Interviewed by Priyanka Bhattacharya
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// Till about last year AI was still in the
realm of futuristic technology but a reality
now, so how should organisations prepare
themselves to adopt this?

// How should the CXOs look at adopting AI
to improve their business systems?
My first advice is that if you are starting out with
the thought process of ‘how can I leverage AI?’, then
forfeit it. That should never be an organisation’s way
to deploying AI related solutions. The central focus
should be on digital transformation. It should be about
what relevant solutions are needed to be digitally
ahead. The CXOs need to flesh out services and
processes they need to remain competitive. They need
to address the question of which direction the business
should take and how best to service the customers.
Reinventing the business model is more important.
Only when that has been worked out should the
technologies that enable it be looked at.

Artificial Intelligence (AI) in terms of usage in business
cases is still in the early stages. There’s still a lot left
to be desired. Homogenous adoption is still way off
since organisations are in the process of evaluating the
technology in real life scenarios. Unlike many other
hyped-up technologies of the past, we do not see
the hype about AI dying down. In fact it is not a hype
anymore; it is slowly moving mainstream to becoming a
way of doing business.
It is now in the 3rd or 4th era of consuming IT. The
world has moved from client-server era to internetbased computing to app-based economy. In the fourth
generation it is about AI, where the whole world is
squeezed into chat platforms powered by intelligence.
Intelligent apps that will help you in your purchase, offer
you usable advice on stocks etc. The possibility will be
immense. The human-machine interaction will change. It
will be more life-like, as in a human agent.

There are few things that you need to take note of when
working out your AI-enabled digital transformation
strategy. You should look at the financial impact,
customer impact, business impact, the way you can
execute the transformation. If that’s in your digital
transformation strategy, then explore how AI can
impact the points mentioned. You need to draw a
business case – look at how AI can speed up your
processes, help in transactions, benefit in operational
terms, and the cost of acquiring the AI-based
solutions. When the benefits outweigh the cost
and the risk, then you should evaluate and deploy.

// How is AI impacting the digital
transformation of organisations today?
What are the aspects of AI that they
can start adopting currently to remain
competitive?

// What are the challenges today in deploying
the same?

In the enterprise today, in terms of AI adoption,
processes like help desk or service desk can look at AI
enabled solutions. AI apps today are mature enough to
help in organisation’s business processes. Other than
that, conversational agents are also becoming a mature
solution that can be deployed within an organisation.

However quite contrary to this, the CIOs today are
often mandated with deploying AI-enabled solutions
without really understanding the business needs.
The request is often “We need chatbots, so please
implement them,” and the entire department gets going
on deploying solutions to enable chatbots within the
processes, without a serious thought about whether
they need it or not, and are these chatbots really helping
in the overall scheme of things.

AI will have different flavours – it will have distinct
usage for the enterprise and for the consumer. In an
enterprise set up, a virtual bot can be used to manage
internal corporate needs like IT services. In a B2B
scenario where B2B clients or end users are serviced
or connected, we could see conversational bots. For
example, take the scenario of a bank where an associate
joins the team, and a virtual assistant can be used for
on-boarding the new employee and training on all the
bank’s processes. In a B2B scenario, the same bank
can use virtual assistants and AI enabled chatbots to
service corporate customers or even retail customers.
In fact, the bank can use this AI-enabled solution to even
keep track of its external vendors and ensure smooth
processes with the company’s systems architecture.

So, I would say that instead of being aware of AI and
looking at deploying the technology, evaluate whether
you have proper roadmap drawn up for digital
transformation. Do you have an enterprise-wide thought
process? If you are comfortable with the answers, then
look at the solutions.
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// A Gartner insight talks about how companies need to be
wary of AI washing; what should they be wary of?
In your evaluation process, to avoid AI washing, look at proof of concept
from the vendors. See how well it is automated and how robust is the
solution, whether it is scalable and flexible, how much effort is required
to deploy it, the complexity of the solution, whether it has tools to selflearn, the concept of the solution, the cost of maintenance, and how
effective are the results. Then you need to draw up the governance of this
tool with the other tools within the organisation. This is the framework
which you should use to ensure real AI deployment in your processes.
// What does a CIO or a CMO have to look out for when trying
to adopt AI into their business process from vendors?
Deep learning, AI-based solutions, advanced statistics, linear regression,
branches of machine learning, ability of the technology to deliver the right
results… these are some of the things that CCXOs should start thinking
about.
Though right now one of the reasons which can hold back the deployment is
the expensive deployment cost – the cost of hardware required is high, but
the compute is getting cheaper. Also another issue is availability of the right
skillset among the engineers, and the solution providers. The understanding
of these technologies is still very nascent, so many are unable to make the
solutions truly effective or usable. There needs to be a good understanding of
neural networks and how it impacts the overall AI technology. It is a challenge
and this resource-related challenge can slow down deployment. We still have
to work on that.
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Chatbots are a great
way of converting
portal and Mobile
App footfalls into
potential leads
Not just the tech giants and corporates, even public sector
and government organizations around the world are leaning
toward emerging technologies and are going digital, while
planning and implementing their marketing strategies.
We speak to Ganesh Ramakrishnan, Manager, Business
Transformation at DSOA (Dubai Silicon Oasis Authority),
a 100% government-owned free zone in UAE, on the
implementation of disruptive technologies in their digital
marketing strategy.
After successfully standardizing the technology platforms at
DSOA, Ramakrishnan is currently focusing on leading digital
innovation ideas and their implementation as well
as introducing Deep Learning concepts & Big Data initiatives
for predictive analysis, among others. He also tells us about
their investment in Machine Learning, Artificial Intelligence
and how chatbots are relevant to them, in order to achieve a
seamless customer experience.
Interviewed by Prajwala Hegde
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// Tell us something about the disruptive
technologies you have implemented in UAE
across the free zones and smart cities.

action to improve business results.
// Would something like a chatbot be
relevant for you? Explain how.

We at Dubai Silicon Oasis Authority have been planning
on digital disruption for the past year. We have launched
a revamped portal for all free zone stake holders.
Customers can apply for services through the portal
and using mobile apps. The Portal and App will have
chat bots to guide them in the process with behaviour
analysis to complete the 300+ types of digitized services
offered.

Chatbot is very relevant to us as we have a myriad
number of services requiring different process flows.
We cater to a large cross section of society who have
made DSOA a community in which to live, work and
play. The Chatbots will be developed with intelligence to
guide the customers for applying and availing the various
services being offered through different government
departments. The experience will be seamless with
single window clearance.

Apart from this, the Bots work on cross-functional
behaviour pattern of portal footfalls to create leads for
the sales and marketing teams. We are in the process
of creating rules for quotations to be sent directly
from the CRM platform based on the Bot analysis of
customer enquiry. We also expect these initiatives to
reduce the footfalls at the DSOA offices.

// How are you keeping yourself informed
of emerging technologies? Who would you
go to, for implementing them?
We rely on local events, international events and the
DSOA Innovation team along with our partners who
assist us in implementing solutions.

// Are you using machine learning in your big
data applications? What challenges have you
faced while doing so? And what tools are you
currently working with?

Chatbot is very
relevant to us as
we have a myriad
number of services
requiring different
process flows.

We are working on the implementation of machine
learning and deep learning techniques with the following
objectives:
• We need an intuitive interface
• We want to implement the best practices
available to reduce an iterative approach
• We need reliable and trusted sources
The opportunity is immense, but building the capability
to process, analyse, and make sense of huge volumes
of data on-premise was a complex undertaking. From
heavy investments in infrastructure to understanding
and building the software to make a data-driven system
work, we had to work within our limited resources to
really capitalize on the current data sources.

// What are some of the challenges you
foresee in adopting these technologies?
Content creation, for instance.

We had standardized on the Microsoft Technology Stack
and to simplify analysing data, we selected Cortana
Intelligence as a platform. DSOA will be launching
smarter applications with big data and advanced
analytics by bringing together a comprehensive set of
technologies including Azure HDInsight, Azure Machine
Learning, Power BI and more, to deliver powerful
data handling and analysis capabilities. Using the PaaS
approach, Cortana Intelligence takes over much of the
heavy lifting behind the scene so we can actually benefit
by unlocking the insights hidden in the data captured
by the Portal, CRM and ERP layers and take intelligent

Amalgamating the business logic behind the various
services and maturing the Bots is a major challenge.
Interacting with social media and relying on Facebook,
Instagram etc who keep changing their API (Application
Program Interface) is another major challenge. We also
realized that we need our own private cloud in future to
secure our API and Apps.
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// Can you tell us how implementing any of the above
technologies can provide companies or marketers with great
lead generation?
The Chatbots are a great way of converting portal and Mobile App footfalls
into potential leads. We have generated a lot of enquiries from those whom
we had targeted as potential customers with the help of promotional offers
and managed to convert a majority of them from competition.
The enhanced and suggestive approach of the bot in remembering the
profile of the users who started a service with us and helping them convert
the service request into revenue has reduced the time taken to complete a
service request and repeat customer transactions. Hence, the overall business
objectives has been achieved.
// What are the biggest challenges you faced, while
implementing any of the emerging digital marketing
technologies in DSOA?
The biggest challenges we faced during implementation were in the following
areas:
a). Timing our innovation move based on maturity of Microsoft Technology.
b). Designing of digital transformation strategies for specific target
segments based on data analysis
c). Enhancing the customer experience and journeys
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//How are companies faring in terms
of using Artificial Intelligence to solve
problems?
Among start-ups and especially in technology
companies, it’s very common now-a-days to use
Artificial Intelligence. There are more than a couple of
start-ups that have been using it for some time now.
It includes bigger names like Housing and Myntra.
Even smaller companies have started using Artificial
Intelligence and Machine Learning to analyze data, get
intelligence out of it and feed that intelligence back into
the product. It’s common in the startup culture, but
that is not the case with enterprises. They have been a
little slow in adopting AI.
// What would be the initial steps for a
company wanting to experiment with AI?

Time is money
and Artificial
Intelligence
can save you
time

The first step will be to find out if Machine Learning and
Artificial Intelligence are going to solve the problem
that you have at hand. It’s basically an iterative process
by which you see what kind of problem you are trying
to solve and if it makes sense to solve it using Artificial
Intelligence. Not all problems can be meaningfully solved
using AI. So even if AI can provide a solution sometimes
it will be so expensive and difficult to compute that it
may not make sense to you economically.
The second step would be to hire the right person
for the job. Someone who has good experience in
machine learning and knows how to implement it under
different circumstances. Just hiring developers who
have worked as software engineers won’t work as they
may not have the kind of skill set that AI warrants.
//How prevalent is AI in startups?

Among emerging technologies, no other has come close to the
level of buzz that Artificial Intelligence (AI) has generated. It
has changed the way companies solve problems, and in the
process, also save time and money.

Myntra and Flipkart use Artificial Intelligence to give
users better recommendations based on their search
and past buying history. In the recruitment industry
we are using AI to figure out which candidate would
be the best person to call up for a particular profile.
In other industries such as the travel industry, people
are experimenting with autonomous chat-bots so that
manual efforts can be reduced. People are using AI
algorithms to figure out different things. A few courier
services are using it to optimize the schedule for pickups and drops and it’s giving them really good results.

Apart from big technology companies like Google and Uber,
many young companies have been using AI to come up
with innovative solutions for their clients. Three-year-old
Aasaanjobs, which works with recruiters and job aspirants,
has been experimenting with Artificial Intelligence to sort the
problem of their recruiters. We talked to Gaurav Verma,
Chief Technology Officer at Aasaanjobs to understand
how AI has changed things for the company.
Interviewed by Avanish Tiwari
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// How long have you been using AI at
Aasaanjobs and how has the experience
been?

Preparing the model and the algorithm is a little easier if
you have the right skill set in your team, but taking it to
production and making it actually work is where the real
test lies. There you have to deal with scale.

We have been in the industry for three years now.
Initially we were just trying to understand the domain.
We have been experimenting with AI models since
the past six to eight months and we have even rolled a
couple of versions mostly to help our operations. Our
product has become much more mature than what it
was last year.

//What would be the driver to adopt AI? Is
it money, or to save time and be efficient?
I think it is one and the same thing. Time is money and
AI is known to save time. For our clients, a whole lot of
mental effort goes into searching for the right candidate
and our algorithm takes that mental effort out and saves
both time and money.

One of our goals as a company is to fulfill the
requirements of recruitment all over India. We know
we can only do that if we scale our operations in a big
way. One of the use cases of the algorithm we have
created using AI is that when a new job profile comes,
our system automatically tells the recruiter which
candidates should be called and in what order, based on
several predefined parameters.

// Apart from AI, what other emerging
technologies do you see growing and taking
shape as AI has?
Virtual Reality and Augmented Reality have been
there for quite some time but I haven’t seen many
useful applications for any of these two technologies.
Technology is one thing but making it user friendly for
customers is a challenge. I don’t see these two changing
the landscape like AI has. I do see futuristic technologies
such as big data and analytics to impact the industry.
However, analytics is an umbrella under which both big
data and AI reside.

Some of the parameters we may use in that model
include details of which candidate has previously
searched for this type of job, what job he/she has
previously applied for on our platform, key-words in his/
her resume, and how closely the candidate matches the
recruiter’s requirement, including place of residence and
where the job posting is. All of this happens in real time.
This is just one use case and this itself has reduced our
recruiter’s time and effort by half. Initially our target
was 10 applications per day depending on the profile,
but now that target is more than 20 which we easily
achieve on a regular basis.
One other feature that we are working on lets the
recruiters sort applicants according to relevance. Let’s
say you are an employer and you post a job on our
platform and you get hundreds of responses. It takes a
lot of manual effort and time to sort the responses out.
With the help of our AI model now the recruiters can
quickly sort the candidates according to relevance based
on their criteria.
// In adopting AI, what were the challenges
you faced?
It is one thing to read data, analyze it and create a model
to get your work done. But to get it actually working at
the scale that you want is a totally different challenge.
We have more than 1.5 million candidates. Imagine
there is a new job and since everything has to happen
on a real time basis, your algorithm has to compute
the score of all the 1.5 million candidates instantly.
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Augmenting the
marketing process:
Enhance reality!
become increasingly contextual, aided by greater precision
in predicting consumers’ physical location coordinates.
This is important as there has been a tendency among
marketers to focus on the superficial, or the most obvious
applications of transformative technologies like augmented
reality – think AR as a tool for consumer entertainment.
However, as Kannan and Li (2017, p. 23) state, digital
marketing is now an “umbrella term describing the process
of using digital technologies to acquire customers and build
customer preferences, promote brands, retain customers
and increase sales.” In this scenario, the use of AR needs
to be explored across all facets of the customer journey.

Rajesh Nanarpuzha

We stand at the threshold of a virtual world of experiences
and an incredible expansion of the science by which
experiences are experienced – Achrol and Kotler (2012,
p. 39)
In a seminal academic article in marketing literature,
Belk (1988) argued that material possessions, are in fact,
extensions of consumer selves. The primary objective
of the article was to bring into sharp focus the close
relationship that consumers share with their material
possessions. In a more recent follow-up, Belk (2013,
p. 488) states that “self-transcendent possibilities are
magnified in the digital world.”

Some potential cues
First, any potential application of AR in the marketing
process should be cognizant of its essence – the ability
to enhance a story. Green and Brock (2000, p. 701) have
described narrative transportation as “a convergent
process, where all mental systems and capacities become
focused on events occurring in the narrative.” If AR
has to become an effective marketing tool, narrative
transportation needs to be its bedrock.

A key implication is that the ubiquity of the digital world
has made distinctions between material and virtual goods,
all but non-existent. In this context, a marketer’s ability to
seamlessly integrate the virtual world into the consumer’s
consumption journey becomes a strong differentiator.
This, in turn opens up multiple possibilities for a marketer.
Of these, the ability to augment reality, could open a
window towards achieving this integration more creatively.
Here, I attempt to put into perspective the significance
of ‘augmented reality’ (AR) in the marketing process.

Second, there could be merit in considering shoppers,
rather than consumers as the focal point for new
experiments in marketing related to AR. Buoyed by the
rapid advances in technology and its increasing proliferation
in the guise of consumer apps, multiple touch points have
opened up for marketers to access shoppers. Shankar
et al. (2011, p. 30) consider the primary aim of ‘shopper
marketing’ to be the ability to “influence triggers in the
shopping cycle.” As the authors argue, the focus in this
approach is therefore on the shopper in the ‘shopping
mode’. By considering the shopper rather than the
consumer, the marketer’s scope for influence is widened,
and would include all shopper actions across multiple
channels, and across multiple product categories.

Augmenting reality
In a recent interview (Phelan, 2017), Tim Cook, the CEO
of Apple, professes his excitement about the possibilities
inherent in the use of AR for consumer applications. He
maintains that AR allows consumers to remain a part of
their own worlds, even as they make improvements to it.
In contrast, he describes ‘virtual reality’ as a technology
which effectively shuts consumers out of their real
worlds, albeit temporarily. This is particularly relevant
as technology becomes more personable and wearable.

Finally, it is important that AR is introduced to customers
in unobtrusive ways. A promising alternative is to use
AR to augment an existing product. Hilken et al. (2017)

As Kannan and Li (2017) argue, search and purchase
behavior could shift significantly as consumer interactions
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suggest that this could be done by using AR as a tool for service augmentation. They note multiple customer benefits
for this approach. First, AR offers the possibility of creating an environment of higher personal relevance, especially
for customers moving across marketing channels. Second, AR based applications could be a lower-cost alternative
to current methods of generating customer trial. Finally, AR could be used as an important tool to enhance postpurchase customer satisfaction.
Summary
The scope of digital marketing, and the different means to which it can be put to impact customer decisions, continues
to broaden. Of the many tools which are getting added to the broad umbrella of ‘digital marketing’, AR based tools
and applications are very promising. The applications of AR are still in their infancy, and it is therefore the right time
for CMOs to include them in their marketing strategies. The focus should be on its very essence – the ability to
enhance a story. By avoiding the pitfalls of gimmickry, AR in the right marketer’s hands, has the potential to transform
customer experiences.
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