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<AI IN OUR 
DAILY LIFE>

Augmenting human 

potential

Improve 

processes

Support in 

our lives 

Fostering 

innovation & 

creativity



AI & BUSINESS

Business 

models

Customer

Experience

Operational

Processes



74% say AI will fundamentally change how they approach 

CX.

74% say AI will change how customers view their brand.

41% Have an AI strategy - that’s not many, 

considering the changes ahead.



Evaluating Implementing Operating

• Half of companies surveyed have taken 
concrete action to incorporate AI into 
CX

Not 
considering Considering Piloting

are taking action

50%

n= 1,184

13% 18% 18% 16% 19% 15%



THE ISSUE

Change management
(processes, ways of 

working, key 
performance indicators)

Source: HBR / Customer Experience in the Age of A.I The case for building “intelligent experience engines” by David C. Edelman &
Mark Abraham

Getting the data 
right 
(Data integration, 
analytics, …)

Technology  
Foundations 
(Agile tools, CDP…)

70%
20%

10%



HOW TO LEVERAGE 

ARTIFICIAL 

INTELLIGENCE?

















CHATBOT



63%
would consider 
messaging an online 
chatbot to communicate 
with a business or 
brand.

30k Chatbots in FACEBOOK

67%
of Americans Millenials
say they are willing to 
make a purchase through a 
chatbot.

Source: *McKynsey, ** PwC, ***Berkley’s California Review Management survey



THE FUTURE OF

PREDICTIVE 

MARKETING



THE FUTURE OF 
PREDICTIVE 
MARKETING 

Real time 

Personalization

AI-powered 

Customer 

Journeys

Integration 

with the 

Internet of 

Things (IoT)

Democratization 

of Predictive 

Tools



AI CAN BE 
USED

FOR 

PATTERNS!



FROM ICE CREAM 
TO CANCUN!



HYPER-PERSONALIZATION











HOW TO USE AI TO GET

YOUR CUSTOMERS 

RIGHT? 







• Simulate 
consumer 
preferences 
and behavior 
for market 
research







Before everything

STRATEGY



Understanding & 
Segmenting the 

consumer



• Who is your customer? 

• What are his drivers 
and barriers?





How to create? 

Demographics (age, gender, location)

Psychographics (lifestyle, values, 
interests)

Behavior (purchase history, 
engagement), 

Drivers & Barriers 

Types of Illness, symptoms 

Find the relevant 
ones for your 

market!!



How to create? 

Find the relevant 
ones for your 

market!!



Título
Subtítulo

Find the relevant ones for 
your market!!



The Business School
for the Digital Era



The Business School
for the Digital Era

Who is your customer?

Drivers & barriers Behaviors 

Desired experience

Frustrations/Tensions 

Beliefs 



The Business School
for the Digital Era
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A
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H
Y

Time of 
Day

10.00a
m

6.00a
m

12.00a
m

4pm 10pm8.00a
m

2pm 6pm 8pm

xxx xxx
xxx

xxx

xxx xxx xxx

A day in your customer 



Day in a Life

She ignores the change in her flow assuming it is natural but as the day goes on a terrible itch and lightly 
bad odor appears. 

She notices a different and more abundant flow but she is not sure what it is or if it is 
something to worry about. 





THE CHANGE STARTS

WITH YOU



DATA



Predictive Marketing





Create a data-

driven culture

Invest in data 

infrastructure

DATA 
DRIVEN 

ORG 

Train employees 

on data analysis

Make data 

accessible to 

everyone. 

Start small & Get 

buy-in from 

leadership



MORE TOOLS TO PLAY WITH

56

Extended 
Reality

Smart 
Contract

AI / MLMobile App IoT









60



61



THIS IS JUST THE 
BEGINNING
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