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Al-Driven Revolution: Mastering the th
Transformative Power of Artificial Intelligence in

Marketing Hardcover — November 19, 2023
by David Berkowitz (Author)

See all formats and editions

As the digital landscape continues to rapidly evolve, marketers are facing new
challenges when it comes to capturing and retaining consumer attention. Traditional
marketing funnels, which often focus on linear, blanket approaches to appeal to a broad
audience, are becoming less effective as consumers demand more personalized and
relevant experiences. Enter the world of artificial intelligence (Al), granting marketing
teams the opportunity to reimagine, reinvent, and revolutionize their approach to
moving consumers through the marketing funnel.

Imagine a world where Al continually analyzes complex audience data in real-time,
enabling you to segment your target market, identity the factors driving engagement,
and tailor content accordingly. This customized approach not only captures consumer
attention but fosters a sense of brand loyalty - because customers feel heard and
valued

v Read more
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There will be a REALbook though
(and | O0d ove to se
you want to contribute to Iit!)

The Non-Obvious Guide to Al Marketing (Non-Obvious th
Guides) Paperback — March 1, 2025

by David Berkowitz (Author)
See all formats and editions
N o Pre-order Price Guarantee. Terms»w
The Non-Obvious Guide to Al Marketing offers hands-on guidance for marketing professionals eager
V I to harness the transformative power of Al.

Moving beyond technical jargon, it focuses on actionable insights and practical strategies that enhance
% marketing efforts. Readers will learn to implement Al to improve efficiency, drive higher sales, and
achieve competitive advantage. This essential guide is packed with real-world examples and expert
insights, ensuring readers can apply Al effectively in their marketing practices to maximize ROl and stay
U ‘ 0 ahead in the digital marketplace.
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175 pages English Ideapress March 1, 2025
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8 Al tri1 al s weoO

1. Rate of Failure 5. Hyperpersonalization

2. Organizational Hurdles 6. Agents

3. Privacy 7. Inclusivity Challenges

4. Hallucinations 8. Pace of Change
HSMAI's

HOSPITALITY SALES & MARKETING ASSOCIATION INTERNATIONAL C U ‘r@ ]ra



~ Organization, n

N\ BN ] Hyperpersonalization '\‘
X 5 | - : . Agents |




Internal use

Hat tip to my research assistant, Mindy

Hospitality success stories

David Berkowitz <dberkowitz@gmail.com= Wed, Oct 16, 10:46PM <

to Mindy w

Can you give me ideas for this? Al Success Stories in Hospitality: Real-World Examples Driving Growth

Q Mindy Wed, Oct 16, 10:49PM ¢ (@ &
o mea =

Hi David,

I've gathered some compelling Al success stores in the hospitality industry that showcase how arificial intelligence is driving
growth, improving operations, and enhancing customer experiences. Here are a few examples that might spark some ideas for
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How Hospitality Leaders Can Prioritize Generative Al Use Cases
High Impact

Hard to
Implement

Explore

Hyper -

personalized

Dynamic

pricing
optimization

search

Robot
Concierge

Enhanced

In-room
experiences

Monitor

Automated
itinerary
planning

Al booking
concierge/
booking

Personalized
up -sells/
cross-sells

Guest
feedback
Al analysis
Conference

planning
copilot

Localized
international

content

Implement

Personalized guest
recommendations

Al-powered
ad targeting

Pilot

v

Low Impact

HSMAI's

Easy to
implement
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10 Al Use Cases

USE CASE Al MODEL OPERATIONAL GUEST REVENUE
TYPE COST SAVINGS EXPERIENCE IMPACT
IMPACT IMPACT
- —

1. Prioritize guest requests High High ® Low
2. Sort and summarize messages High High Medium
3. Provide responses and High High Mediam
recommendations as a concierge

The U |t'| mate GU | de tO 4. Instant, tailored responses to Medium Medium Medium

Al in HOSPITALITY [Bestns

5. Turn guest reviews into . : :
actionable insights Medium Medium Medium
6. Personalize offers for each guest Predictive Medium Medium High

An Exploration of Al Fundamentals, Top Use Cases, g -

Implementation & Risks 7. Chatbots on travel websites Medium Medium High

8. Identify and prevent fraud High ® Low ® Low
9. Optimize staff schedules High Medium @ Low
10. Predictive maintenance Medium High o Low

HOSPITALITY SALES & MARKETING ASSOCIATI S —— R R R R 8 R 08 8 0 0 R 8 R 8 R 8 R 0 R R 8 R 8 -
The Ultimate Guide to Al in Hospitality 7
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Granted, you donot
EVERYTHING

I think we may
have a solution To
all our problems,
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1) RATE OF FAILURE

HSMAI's
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Fallure IS an option

OBy some esti mat es, mor e
projects fall N twice the rate of failure for

Information technology projects that do not

Involve Al. Thus, understanding how to

translate Al's enormous potential into concrete
results remains an urgent

-RAND Cor p o iThe RootoGayses of Failure for
Arti fici al I ntell i gence Proj ggMass and H
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oSaving timeo most | mportan
followed by reducing cost and raising ROI

HOW DO YOU MEASURE THE SUCCESS OF INCORPORATING Al INTO YOUR
MARKETING EFFORTS? (SELECT ALL THAT APPLY)

Time saved 83

Cost reduction 34
ROI (return on investment) 26
Engagement 25
Conversion rates 20
Headcount saved 10
Not measuring 21
Quality improvement (write-in) 3

Others 24

0 10 20 30 40 50 60 70 90
HSMAI's
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Al Is a necessity

(\)88% Of ma r k( mgi'lghimp
believe their

organization must

Increase Its use of
automation and Al to

meet customer
expectations and stay
competi ti ve. (

-Forrester Consulting study
commissioned by Intun Mallchlmp HSMAI's
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Toys R Us launched the first branded film with
OpenAl 0s Sor a

Toys$jus

HOSPITA Studios ———



How Beckos used Al
Autonomous beer

1. Brainstorming 8. Can design
2. ldea selection 9. Site design
3. Recipe 10.Ad campaign
4. Name 11.Radio ad
5. Manifesto 12.Film script
6. Logo 13.Influencer
7. Tagline selection
14.Launch it
HSMAI's
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2) ORGANIZATIONAL HURDLES
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Reckitt's Al -powered transformation:
Key achievements and future goals

A60% lower concept dev time for products

A30% reduction in ad localization costs

A90% less time spent on post -campaign analysis
A50% target reduction in Scope 3 emissions by
2030; Net zero emissions goal by 2040.
A300,000 data points gathered for deeper insight
INto emissions per product

A25,000 products analyzed for emissions data.
A75x improvement in accuracy of emissions
measurements HSMAI's
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Domi noos deploys 1 nte
Al tools to Iimprove experience

APrediction Accuracy : Improved order accuracy from 75% to
90%

ASupply Chain Optimization : Al assesses driver availability and
advises when to delay pizza preparation

ADelivery Speed : Optimized speed to ensure faster delivery
y without sacrificing product quality.

-
ACustomer Satisfaction and Retention : Measures customer
happiness and likelihood of repeat orders

ADriver Tips: Tracks tip increases based on better delivery
times

AStaff Efficiency : Al assistant helps managers troubleshoot and
complete tasks more efficiently HSMAI's
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We ndy 0 s FneshAlto tale orders
and tests robot delivery to pickup spots

VOICE A1 ORDERING sg:
Iyou need to make 3 ch

AT .rlassmemmmxmm * B
ISEFYR,

TECHNOLOGY .
OF THE FUTURE |

AT WENDY S
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Disney creates Office of Technology Enablement
spanning film, TV & theme par k divisions

"The pace and scope of the advances In
Al and XR (extended reality) are profound
and will continue to impact consumer
experiences, creative endeavors and our
businesses for years to come - making it
critical that Disney explore the exciting
opportunities and navigate the potential
risks."

-Disney Entertainment Co -Chairman Alan Bergman

S 7
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3) PRIVACY
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58% of organizations say security & compliance

are key challenges for adopting Al

Enterprise
Generative Al
Adoption

INFRASTRUCTURE
ALLIANCE

st

HOSPITALITY SALES & MARKET

Key challenges/blockers in adopting generative Al/LLMs/xGPT.

Security & Compliance: Enterprises rely
on public APIs to access generative Al
models and xGPT solutions, leaving them
vulnerable to data leaks and privacy
concerns, jeopardizing enterprise IP and
knowledge ownership of highly sensitive
enterprise data shared with third parties

Performance & Cost: Challenges related
to fixed GPT performance and costs

Governance: The ability to restrict access
to and governance of sensitive data
inside the organization

Data: The ability to preserve company
knowledge, generate Al models, and
maintain a competitive edge with
corporate IP protection

Customization & Flexibility: The ability
to customize models with your own
fresh internal data

5.1%

8%

5.9%

4%

2.8%

0%

1 Least Important

9.2%

11.8% )

9%

25.4%

26.6%

24.7%

21.3%

24.1%

25% 50%

4

37.3%

32.8%

38%

38.5%

40.8%

75%

B 5 Most |

24.4%

22.7%

100%

mportant
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Marketers must stay vigilant about privacy

[f the Al Industry Doesn't Establish
Methods to Protect Private Data,
Someone Else Will

Risk is high that personal information will be sucked up by Al engines

Cc CORPORATE COMPLIANCE INSIGHTS HSMAI's
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Consumers have concerns about privacy too

How concerned are you that companies’ usage of Al for recommendations, customer service,
and technical support could potentially compromise your online privacy?

All respondents

18% 49% 33%

Works with Al

15% 42%

Does not work with Al

20% 53% 27%

N2
%CDPZOM THE CUSTOMER DATA
Z - PLATFORM RESOURCE

'ﬁiyrmﬁ
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Some Al retail tech [Screepy

= GIZMODO Q

Coresight Al has released a new product that sends alerts to store security when customers
and staff have anomalous interactions.

By Todd Feathers
Published November 1, 2024 | Comments (214) | [

. . ’
know steal. © Corsight Al

HOSPITALITY SALES & MARK

Corsight Al' says its new product can detect when employees are helping customers they



Internal use

SOCI: Privacy top concern for 52% of
digital marketers

Marketers' Top Concerns in Al Marketing Transformation

Privacy

Over-dependence on technology

Making data 'Al-ready’

Al potentially replacing my role

Integration with current systems

Ensuring ROI

0 1|0 2|0 3|0 4|0 5|0 JL

Percentage (%) \ Y U i Q) .Ir@



When you provide value,
privacy concerns diminish

oBy | everaging g
guest services, Hilton has
reduced the average
resolution time for customer
iInquiries by 25%, improving
both operational efficiency

and cust omer S a
-Renascence.Io

HSMAI's
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It goes way beyond chat

oHiI Il ton 1 s using Al to make rout.
content, like finding the right photo to post of
each of its 1.3 million hotel rooms, CMO Mark
Weinstein said. The hotel chain is also using the
tech for easily automatable tasks like helping
customers pick rooms fro

ol f you focus on the rou
value-add t o automate, 0 itWe
ultimately reinforces the thing we all do best;

bringin creativity, briHSjV\lNﬁg
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Coming soon: robot s
your handshake?

Meta is making a robot hand
that can ‘feel’ touch

HOSPITALITY SALES & MARKETING ASSOCIATION INTERNATIONAL
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4) HALLUCINATIONS

HSMAI's
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Hope your Halloween was better than this

& | Q Halloween 2024

Thousands go to fake Al-invented Dublin
Halloween parade

,&:

\‘

Pl
W
_—
a4

lin '{!ﬁow"n 'f
Willtake place onOctoberSi Sty 3

_life_in_Ireland "~ 20%/5g6

#ireland #dublin #halloween #hallow... more
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Has anyone eaten at this
o#1 restaurant 1 |

Ethos Definition

Ethos refers to the fundamental values and beliefs that guide an individual, group, or organization,
shaping their actions and establishing their credibility. It encompasses integrity, ethics, and

reputation, playing a crucial role in influencing perception and fostering trust.
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Chat GPT di dnot war

t hat

ChatGPT 4o
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How is the food at the restaurant Ethos ATX

Ethos ATX 15 a plant-based restaurant in Austin, Texas, known for
its innovative vegan cuisine, Diners often praise the restaurant for
its creative dishes that appeal to both vegans and non-vegans
alike. The menu features a variety of flavorful options, with
particular commendation for their unigue takes on traditional
comfort foods. The ambiance is described as modem and
welcoming, enhancing the overall dining experience. While some
patrons note that certain dishes can be on the pricier side, many
agree that the guality and creativity of the food justify the cost.
Overall, Ethos ATX has established a positive reputation among

Austin's dining scene for its commitment to plant-based cuisine.

genéraded A |
2 snre (D)

HSMAI's
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Fake restaurant,
Real merch

The ‘No. 1’ Restaurant in
Austin Is Actually Al Slop
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