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Make AI approachable and actionable for marketers.

OUR MISSION

#MarketingAI



The Institute supports marketing 

leaders through content, online 

education and events.

• 17,000+ website users per month (+54% YOY)

• 15,000+ subscribers (+100% YOY)

• 300 attendees at the inaugural Marketing AI Conference (MAICON) 

in July 2019

• 44% of subscribers work at companies with 50 or less employees

• 39% of subscribers work at companies with 500+ employees

www.marketingAIinstitute.com
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A lot can happen in a decade
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Highlights from the last decade
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The last decade was the era of big data
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Poll #1

What is your maturity level around collecting and leveraging data?

 Wait, we were supposed to be collecting data?

 We have our good days and our bad days.

 We are the Jedi knights of data collection.
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Data-driven organizations are 23 times more likely to 

acquire customers than non-data driven companies, six

times as likely to retain their customers and 19 times 

more likely to be profitable.  

- McKinsey & Co
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Poll #2

What is your biggest challenge with data?

 Getting access to my own data.

 Getting access to data in other parts of my business.

 Finding additional sources of quality data.

 Combining data sources to create a single customer view.



M O B I L E WAL L A

2019 - ALL RIGHTS RESERVED CONFIDENTIAL INFORMATION - DO NOT REPRODUCE - DO NOT DISTRIBUTE

15

What’s driving 

this explosion 

in data?
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A look ahead:  the 2025 Consumer

6 billion consumers, or 75% of the 

population, will interact with data 

every day.

The average connected person 

anywhere in the world will interact 

with their connected devices more 

than 4,900 times per day, or one 

interaction every 18 seconds.  
Source:  IDC
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A look ahead: Data in 2025

Data created and copied each year will amount 

to 180 ZetaBytes (1 ZB = 1 trillion GB).

180,000,000,000,000,000,000,000

Source:  IDC
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We are more connected than ever…
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Sees what we 

search for

Sees what we 

share and Like Sees what we 

buy, watch and listen to

…and virtually everything we do leaves a digital trace
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Customer journey complexity 

15 years ago, the 

average consumer 

typically used 2 

touchpoints when 

buying an item 

Discover

Buy

Engage

Explore

Today, consumers use an 

average of as many as 6 

touchpoints

- Marketing Week

Shop online

View 

print ad

Watch video

on mobile

Download 

app

Watch You

Tube Video

Purchase 

in store

Read 

reviews

Facebook 

Like

View YouTube ad

Purchase

mobile

Post

reviews

Compare/

shop online

Blog

Purchase

through contact

center

Watch

tutorial

View

banner ad 
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Disruptors changing the way consumers engage
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Data is the new oil. It’s valuable, 

but if unrefined it cannot really be 

used. It has to be changed into gas, 

plastic, chemicals, etc to create a 

valuable entity that drives profitable 

activity; so must data be broken 

down, analyzed for it to 

have value.”— Clive Humby
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The next decade will be about driving 

deeper insights out of it with AI and ML

“If you are going to invest in 

analytics, you also need to 

invest in AI and machine 

learning to be able to navigate 

the vast, churning seas of 

information and data you aim 

to put to good use."

Source: Forbes Top Digital Transformation Trends for 2020

https://www.forbes.com/sites/danielnewman/2019/07/14/top-10-digital-transformation-trends-for-2020/#63b80bca76be
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AI has become pervasive

By 2021, 80% of emerging technologies 

will have AI foundations. (Source: Gartner)

Worldwide spending on artificial intelligence 

systems was forecasted to reach $35.8 billion in 

2019, an increase of 44% over the amount 

spent in 2018. (Source: IDC)

Demand for AI talent has doubled in the last two years. And talent, 

which is increasing, remains in short supply with two roles available for 

every AI professional today. (Source: MMC Ventures)

https://www.gartner.com/en/documents/3875982/100-data-and-analytics-predictions-through-2022
https://www.gartner.com/en/documents/3875982/100-data-and-analytics-predictions-through-2022
https://www.idc.com/getdoc.jsp?containerId=prUS44911419
https://www.mmcventures.com/wp-content/uploads/2019/02/The-State-of-AI-2019-Divergence.pdf
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Poll #3

What is your maturity level around AI adoption?

 Toddler (we are new to AI and still trying to implement).

 Teenager (we’ve started using it, but still haven’t seen any real business benefit).

 Adulting (we’ve been using it and have started to see some real business benefit).

 OK Boomer (we get it and are using it effectively to drive our business).



M O B I L E WAL L A
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AI and Machine 

Learning 

priorities for 

2020
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Poll #4

What are your biggest challenges to AI adoption?

 Internal understanding of benefits and uses.

 Internal skill set, ability to hire the right skills.

 Access to the necessary breadth and depth of data to make it effective.

 Finding the right uses cases or where to get started.
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Data Scope 

and Quality
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Types of data

1ST PARTY DATA
(Quality)

Your data collected 

directly from the source

2ND PARTY DATA
(Quality)

Someone else’s first 

party data, purchased 

from the source

3RD PARTY DATA
(Scope)

Aggregated data bought 

through a marketplace 

or from a vendor
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What value do they offer?

1ST PARTY DATA

Extremely high quality 

owned data; can lack 

scale which limits insights

2ND PARTY DATA

Extremely high quality 

purchased data; also 

can lack scale

3RD PARTY DATA

Broadest view of consumer 

demographics and 

behavior; critical for 

audience targeting
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1st PARTY DATA

• Extremely high-

quality owned data 

• Limited in scale

2nd PARTY DATA

• Extremely high-

quality 

purchased data 

• Also limited in 

scale

3rd PARTY DATA

• Broadest view of 

consumer 

demographics and 

behavior 

• Extreme scale
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Better 

data  

Better 

data 

models 

Better 

decisions 

Better 

business 

results

Enhance your data strategy - more data, better data
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Understanding 

AI Benefits and 

Use Cases



Seven spectrums of outcomes for AI
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Customer Retention/Acquisition

Acquire

Retain

Grow
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Customer Retention/Acquisition

HOW DO I FIND AND GROW MY BEST CUSTOMERS

• High value customer identification

• Target audience modeling and segmentation

• Churn analysis

• Next best offer
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Helping a global on-demand food 

delivery service optimize their best 

customers

• The Customer:  A technology and data-

driven, global food delivery service

• The Challenge:  Driving customer 

retention and new customer acquisition 

through the identification and 

engagement of high-impact customers

• The Solution: Mobilewalla High-Value 

Customer Modeling and Identification

Identifying and Understanding 

High-Value Customers
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Deliver a more personalized experience
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Deliver a more personalized experience

PERSONALIZED EXPERIENCES HAVE HIGHER CONVERSION

• Web and app experience

• Social media

• Email

• Product recommendations
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Helping a global technology leader 

expand in a new market

• The Customer: A global, consumer technology 

provider and key player in the smartphone space.

• The Challenge:  Launch a new mobile device into 

market and increase share by appealing to a new 

demographic through the promotion of key new 

product features.

• The Solution: Mobilewalla Location Visitation 

Attribution and Mobilewalla Custom Audience 

Segments

Targeting a new buyer 

segment with personalized 

content

Percentage of 
converters who came 
from a competitive 
product

Uplift in store visitation 
as a result of targeted 
mobile ad

27% 524%



CONFIDENTIAL INFORMATION - DO NOT REPRODUCE 

- DO NOT DISTRIBUTE
2019 - ALL RIGHTS RESERVED 44

Understand competitive preferences 

and activity
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Leveraging Competitive Preference
Helping A Multinational Retailer Increase Its Competitive Edge

• A multinational grocery and retail brand wanted to gain market share by driving foot traffic from 

their top competitor to their stores. 

• The study reflected an over 520% visitation uplift from the brand’s customers and over 880% uplift 

from the competitor’s customers

Helping a Large Global Telco Brand Capture More High Value Customers

• A large global telco wanted to target competitor high value customers (HVC) with a campaign 

related to their latest offering.

• The study showed a 350+% visitation uplift which is equivalent to over 20,000 unique visits to their 

stores during the campaign period. 

• Received insights that allowed the brand to make more significant connections with their 

customers through follow up campaigns that included more relevant messaging.  
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Getting Started



Getting Started 
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Key Use Cases

Identify where AI can help 

drive insights and results:

• Customer acquisition

• Customer retention

• Personalization

• Competitive activity

Existing Data

• Understand what you 

already have

• Understand what else 

you have access to

• Understand what other 

high value data exists 

that you should 

integrate

Data Gaps

• Identify knowledge 

gaps that you have 

related to your 

customers

• Identify potential 

sources of available 

data that could fill those 

gaps
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The Mobilewalla DifferenceScale
4+ years of consumer 

behavior data

1.6B+ unique devices

35+ countries

Data from 75K mobile apps

Insights
Demographic and Behavioral

Geographic and Location

Competitive

Digital & Location Attribution 

Identity
Persistent Key

Online Behaviors

Offline Behaviors

Cross-Channel

Global 

leader in 

consumer 

intelligence 

solutions

Combining the 

industry’s most 

robust data set 

with deep 

artificial 

intelligence 

expertise

To better 

understand, model 

and predict 

customer behavior. 
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Thank You



Register by May 31 to get a 1-year Membership for only $799 (regularly $999).

www.MarketingAcademy.ai
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Q & A 


