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Atul Raja 

 

Charu  00:00 

Hi Atul welcome to Mrigashira 

 

Atul Raja  00:21 

Thank you. It's a pleasure. 

 

Charu  00:22 

Finally we get to talk we've been trying to do this for such a long time. Ai, artificial intelligence murmurs 

around this started over a decade back swiftly turn to conversation starters and be in the security 

industry to detect threats or the healthcare industry to analyse patient data or changing experiences 

with infusing AI technology and consumer durables today, AI seems to have no boundaries. So when it 

comes to marketers and communicators, how are they riding the wave? 

 

Atul Raja  00:59 

Yeah, Charu, that's a pretty interesting question and as you have rightly said, AI is massively impacting 

numerous industries, whether it is self driving cars, or whether it's your home smart speaker. It's 

unlocking unprecedented capabilities, including capabilities for marketing, and the industry and 

businesses fast realising its immense potential. You know, I just read a McKinsey study recently, of 

marketing, you know, about marketing AI is early adopters. And 69% say they have seen moderate to 

significant value as a direct result of its implementation. So that's coming from the horse's mouth. And 

that speaks a lot about the trend. Also, some of the early use cases for AI in marketing are showing 

positive results, across business parameters, maybe risk reduction, or whether it's increased speed of 

go to market, whether it is greater customer satisfaction or increased revenue, you sync positive results 

across parameters. So coming back to your more direct element of your question, although the usage 

of AI marketing is spreading across multiple parameters today, like dynamic pricing, bidding on 

programmatic media, et cetera, et cetera. Currently, the marketeers are commonly using AI towards 

automating a slew of activities. And I'll quickly give you a few examples that I am aware of. right. 

Number one, it is advertising. AI is being used heavily to manage ad campaigns predict ad 

performance, allocate budget in a sense, it's talking about increased campaign ROI, right by extracting 

valuable insights from data sets that were not previously available. Also, AI can make very fast 

decisions on how best to allocate funds across media channels, also analyse effective ad placements, 

so it spans across advertising. It's also playing a great role in analytics, where it predicts what actions 

to take next. If you want to take an example like an AI enhanced PPC advertising, which can help 

advertisers test out more ad platforms, and optimise, your ad targeting in a much better way. When you 

come to market measurements, today, you're seeing dashboards that leverage AI to allow for a more 

comprehensive view. And this can be replicated across channels and the budgets are located 

accordingly. If you look at communications and PR specifically, there are wonderful AI tools that can 

write and edit communications and they can also do social listening, if you come to content marketing, 

AI is now generating content at scale and this is not just, restricted to marketing. If you see publications 
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like The Washington Post, the New York Times, there is robotic writing happening right now and people 

will not be even aware that this has not been written by a human being. Another big thing that is 

happening is the proliferation of intelligent chatbots. This concept of providing 24 by seven customer 

support, and especially that looks much more credible because it is coming from platforms of 

corporates in house platforms. If you look at a customer journey or customer service, it is improving 

customer interaction with brands, if you look at recommendation engines, basis purchase history say on 

Amazon, but basis of viewing history say on Netflix, it is giving very specific targeting and at the same 

time an amazing experience to the customer. It's even actually optimising the same time for emails 

based on past data or user behaviours. there are much bigger things which have not proliferated as yet, 

but they will happen like automated image recognition, Amazon, Facebook and Pinterest are already 

doing it, where they are using AI powered image recognition to identify people and objects from images 

and videos. So these kind of things are also going to happen and going to be more evangelised in the 

near future. Having said that, there is a critical issue that everything is not hunky dory, right. So there is 

a critical issue that AI lead marketing needs to address. And that is what as a marketeer, I feel is very 

important, demonstrating the AI value on qualitative parameters. Like if you really want to get into 

improved consumer experience, if you really want to measure what is the enhancement of your brand 

equity, or brand recall, you know, these qualitative parameters, how AI is performing against them, just 

like the more obvious KPIs of ROI, or efficiency, which are easily quantifiable. 

 

Charu  07:22 

So clearly, it's just not about automation, there's so much more and you talk about face recognition, I 

think certain airports have really started dabbling with that and explored some pilots around it. And 

results are a very, very clear indicator of the fact that AI is set for progressing to the next level. And 

actually, when we talk about AI, it has the capacity to create richer, more personalised digital 

experiences for consumers, right, so two of your favourite samples, two of your favourite samples of 

brands, which have really walked the talk on making this real. 

 

Atul Raja  07:57 

Sure. Before I get into the examples, just to take off what you were saying about the face recognition, I 

forgot to mention my own iPhone, right. Without my face, it doesn't open up. So that's also a great form 

of AI. And, you know, then the masks came in, and then AI became a problem, then there came an 

update, where you can actually open your phone with the mask on. Coming back to your question 

about favourite examples. Let me just first take the example of a homegrown brand, right? The Indian 

startup lensKart that reimagined eyewear with the power of AI and actually rose to the top and became 

a unicorn, it gives AI, you know, credit for its three to four its growth to the extent of 3x. Right. So what 

did lenskart do? It fostered a partnership with an AI company, an AI video analytics solution called 

Tango AI, which calculates and analyses customer footfall in physical scores with video data that is 

converted to information and provides insights to Linscott in terms to improve their sales, their 

efficiencies and securities right. see the advantage it does on the one side will be a store that sees a 

high number of conversions, and then it can be well prepared with higher inventories right. On the other 

side, maybe a lenskart store where the customers walk in but they don't purchase what we call is 

higher number of window shoppers. So in those stores, the store managers can strategize better as to 

how do they engage customers and increase the sales or boost their seals. So this is a critical example 

of the use of AI technology by Indian startup, then went on to become a unicorn and continues to do 
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very well today. On the other hand, let's take the example of a global brand. Starbucks. Because I 

personally feel that Starbucks was a pioneer in this aspect. They decided in 2016, to use predictive 

analytics, where to serve personalised recommendation, where many other companies are actually 

doing it only now. So it is a great example of a brand using its loyalty card, and its mobile app to collect 

and analyse customer data, right? Since then, they've built quite an app experience, you know, and I'm 

privy to that it records details of the purchases, including where they were made, what time of the day, 

they were made to, you know, it uses predictive analytics to process this data, and serves extremely 

personalised messages to the consumer to the point that they can be surprised, catering to their very 

specific tastes and likes and dislikes. So these messages may include recommendations as when a 

user approaches a local store.  

 

Charu  11:45 

Very relevant examples. And Starbucks has always, always set the bar. And I mean, it's a great 

example, I completely agree with you. So every good thing comes with its own challenges, right? So 

what are the biggest challenges, especially in the context of marketing with AI? 

 

Atul Raja  12:04 

Actually, the challenges are too many, right? And challenges are emanating, because of the very fact 

that, AI is largely unknown, people are finding their feet, and there is always the fear of the unknown. 

So having said that, I will list down my top four, which I've, you know, feel could be very relevant to the 

listeners, to the development and use of AI tools for marketing are still in early stages, you know, so 

these challenges, one should be aware of, they relate to number of factors and extraneous factors to 

organisations implementing AI, and that's the way, I'm listing my top four. So, one is AI is not magic, 

one needs to understand that right? It cannot just pluck things out of thin air. So it needs to be fed with 

a lot of inputs. And that requires time and training to learn about crucial parameters like what are the 

organisational objectives? What are the consumer preferences, what are the historical trends? What is 

the context, from that particular organization's point of view, before any AI tool can establish process, 

and then establish expertise, you know, so this is not just time consuming, but it is also hugely 

dependent on the quality of the data, which needs to be accurate, timely, and it needs to be relevant 

and representative to the purpose. Otherwise, the results that an AI tool can throw up could be flawed, 

you know. So, the first point to answer your question is the biggest challenge is to address this training 

time and to address this issue of data quality, right? So just critical, and this is Omni porous across all 

organisations, and that's why I listed it as my first point. Also, my second point that to answer your 

question is equally  Omni virus and that's the issue of privacy, which is a big issue in today's world. And 

we all are regularly hearing about revelations and lawsuits by consumers and tightening of screws by 

the regulating body you know, marketing teams care for need to ensure that they are using consumer 

data ethically and in compliance with the standards and this is not an easy thing. But it could entail risk 

or you know, penalties or reputation damage. Therefore, it is a big challenge where AI is concerned 

unless the tools are specific  programme to observe specific legal guidelines, they are likely to 

overstepped acceptable norms of consumer data for, especially for personalization. So, these two 

points that I talked about training time and data quality and privacy are extremely important when you 

talk about the technology, you tend to forget these issues, but they could become great inhibiting 

factors as you implement an AI programme. So they need to be taken care of his big challenges today. 

The third challenge is the lack of in house talent, there is currently an AI skills gap and it is well known, 
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to implement AI is a complex process, this will further get accentuated as AI technology companies and 

job openings grow, right. So there is an existing pool of AI talent, which is not growing fast to keep 

pace. Alternately, what companies could do is to use ready AI marketing software and solutions, but 

they're also in order to, deploy, manage, and most importantly, implement, you know, interpret the 

results and implement things correct. CLI will require a certain degree of talent, when they may call it as 

data science talent or whatever. But companies need to start looking this and closed looping the skills 

gap in AI very fast if they want their AI programmes to succeed. The fourth and the final point that I like 

to highlight here is how do you guard against higher budgetary allocations? Right? There are two 

reasons. One is AI technology requires a complex software. It also requires a high performance 

hardware, which is expensive to deploy and mentee. So you need to plan well, the other thing is, which 

I touched upon, in my previous point, is pulling in AI experts to run your AI tools and be accurately 

predicting, you know, so this specific, you can say, skill set, are the experts that are required, maybe 

maybe putting a strain on the budget and may lead to large investments into AI. Because in most 

cases, you know, the employee overheads are the biggest cost factor for any budget. So one needs to 

guard against this. So these are four things that immediately come to my mind that every organisation 

should guard against as challenges. 

 

Charu  18:00 

Though, it's really interesting, some of the points you've raised and talent and skilling is always a issue. 

In fact, the IT industry has really been conscious about this. They've been running programmes, the 

last, I think, almost seven to eight years. And hopefully in the next few years, we will have we will be 

able to bridge this gap, at least to some extent. So what one observes is that those who understand 

how to use AI in new ways are the ones exploring its full potential. But for those who are still grappling 

with the nuances, what advice would you leave them with? 

 

Atul Raja  18:46 

I would like to re emphasise or emphasise a few points for the market years of today. You know, one is 

informed and data led dishes decisions can save immensely on time and act budgets. So they need to 

take care of the advantages that it may entail, number one, in terms of saving their bandwidth and 

number two in terms of saving their budgets as well. So they need to see it as an optimal tool. Number 

two, now, you do not need to wait for a campaign to end piano and for it to end and look at the results 

and take corrective measures. A key element is the AI lead real time data can enable you to actually 

take corrective measures while the campaign is still running for any marketeer. This is a big big change 

and you need to leverage this for creativity and emotional connects with the customers. I would tell the 

market yes use your team for figuring out correlations within data, analysing trends, and making 

predictive analysis, I would tell them to use the AI tool. And finally, I would also advise them that this is 

not about spray and pray approach, right? Be aware of where AI can help people. Example, if you have 

to churn out content on a daily basis, then try out the specific tools like Jasper. Otherwise, try some 

other AI tool that serves to save your time and increases efficiency and measurement. So these are 

four very basic things that I would, you know, tell all marketeers that are still grappling with what AI 

could do for them. So, the other side of the coin is like, where should they start or how they should 

start? I would say, firstly, as a starter guide, number one, have very clear goals and roadmaps, put your 

marketing analytics in place, so that you before you get into your AI objectives, so that your cost is 

minimised, and you achieve the most value of your AI programme, right. Secondly, take care of the 
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data privacy standards, it's absolutely important. Thirdly, take care of the quality of the data, and also of 

the sources from where you feed into the data into your tool, because it's very important. It can be 

taken from the organization's own CRM, it can be taken from marketing campaigns, it can be taken 

from website. So the more primary that data is, the better it is, be careful of the secondary data that 

you're doing this, the third party data and do our due diligence on the same before you feed in that data 

as inputs into the AI tool. Number four, look aggressively at Data Science Talent data science expert, 

because you live working with vast amounts of data and and you need to deliver insights right. And 

finally, maintain the essentials of data dimensions like timeliness, completeness, consistency, 

relevance, transparency, accuracy. So do your basic basics right when you come to maintainence of 

data quality. So these are some of the starter guides that you may want to look at while implementing 

an AI programme. 

 

Charu  22:54 

Thank you truly demystifying AI and lots of helpful touch pleasure having you join us on Mrigashira 

 

Atul Raja  23:02 

Thank you, Chad. It's my pleasure as well. 


