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Any sufficiently advanced 
technology is indistinguishable 
from magic
ARTHUR C. CLARKE - PROFILES OF THE FUTURE,  1973
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WE ARE INDUSTRIAL



INDUSTRIAL
Make your way of doing business obsolete.



BE BETTER MARKETERS & SELLERS



https://industrialstrengthmarketing.com/insights/podcast/#:~:text=Welcome%20to%20the%20Industrial%20Strength%20Marketing%20Podcast&text=Featuring%20inspiring%20conversations%20between%20industrial,help%20you%20grow%20your%20business.


ARE YOU FUTURE PROOF?
Even if you’re already doing “Marketing,” making sure there 
is clarity, alignment, and visibility is job one.





TOUGH LOVE TIME
Now is the time to start the 5-minute Marketing 
Readiness Assessment. 

www.getmarketingready.com

Score summaries and actionable insights will 
be sent to you via email in 1-hour.

https://getmarketingready.com


THE GREAT REVEALER



AMARA’S LAW
Reflects that we often overestimate the 
impact of new technology in the short run, 
but underestimate it in the long run. 



INTEGRATED 
MARKETING 
STRATEGY

ARTIFICIAL INTELLIGENCE
The science of making 

machines smart.

MACHINE LEARNING
An algorithm that can get 

smarter on its own (creating 
its own algorithms), taking in 

data, making, and altering 
recommendations.

DEEP LEARNING
The teaching machines to 
think like the human mind.  

WHAT IS AI?



AI MILESTONES

1950s

2016

2010s

1985

ARTIFICIAL INTELLIGENCE ORIGINATES
Defined as an all-encompassing term for 
technology that tries to imbue machines with 
human qualities, such as speech and vision.

MACHINE LEARNING
Develops, a subset of AI, which attempts to mimic 
the way the human brain works. The technology 
uses information latent in data and content 
combined with algorithms to bring new insights. 

DATA GETS BIGGER
The amount of data businesses collect increases. 
AI extracts value out of this with cognitive skills, 
such as sentiment analysis and natural language 
processing.

MACHINE VISION
Development in vision technology means object 
recognition reaches human parity.



AI MILESTONES

2017

2018 & Beyond

2018

2018

SPEECH RECOGNITION
Speech recognition reaches human parity.

MACHINE TRANSLATION
Machine translation reaches human parity.

LANGUAGE TECHNOLOGY
Language technology develops, such as machine 
reading comprehension reaches human parity.

QUANTUM COMPUTING
Quantum computing is in development, a 
technology that hopes to solve problems at 
lightning speed, such as climate change and 
diseases. 



Facebook Ads, Email and 
SMS Natural Language 

Generation

Personalization Competitor analysis

Brand Reputation AI-powered Sales, 
Services and Recruiter 

Assistants

Sourcing, Screening, 
Scheduling

BASIC AI USE CASES



01 BUYER SERVICE
Chatbots and virtual 
assistants rely on intent 
recognition without a person. 
Helps scale/improve 
customer service.

02 TALENT ENGAGEMENT
Use pattern analysis for 
employee engagement apps 
to gain insight into whether 
an employee is happy, sad or 
struggling in an organization.

03 PERSONALIZATION
Personalized marketing with 
machine learning for 
automatic renewal reminders, 
or predictive buying behavior 
targeting.

04 COMPETITOR ANALYSIS
Predict trends with tools such 
as social listening. AI helps 
makes sense of massive 
data.

05 CUSTOMER RETENTION
Predictive analytics allows for 
better understanding of 
audience’s next likely action 
to target them more 
effectively, preventing churn.

06 CUSTOMER EXPERIENCE
Sentiment analysis is an AI 
tool that allows for quick 
determination of the emotion 
behind social content. Helps 
with complaints and queries.

AI USE CASES
Start with the problem, not the technology.



07 BRAND REPUTATION
Use image recognition to spot 
real social posts of a brand’s 
product or service to help 
boost brand reputation.

08 EFFICIENCY
Image tagging is the easiest 
way to enrich an image 
library with minimal effort. 
Saves time categorizing and 
searching for images.

AI USE CASES
Start with the problem, not the technology.

09 SEARCH ENGINES
Natural language processing 
and semantic search allow 
Google to determine links 
between product/services 
and find relevant search 
results.

10 COPYWRITING
AI copywriting skills include 
job posts, email subject lines, 
product descriptions, and 
now social media ad copy. 
(Alibaba Turing Test/Pass 
as Human)

11 PRODUCT/CONTENT 
RECOMMENDATIONS 
AI-based clustering and 
interpreting of customer data 
paired with profile information 
and demographics adapts to 
your likes and dislikes and 
reacts with new 
recommendations.

12 PROGRAMMATIC ADVERTISING
AI can determine things like 
best time of day to serve and 
ad, the probability of an 
impression converting, or the 
likelihood of a user engaging 
with and ad or article they are 
reading.



AI-POWERED 
ASSISTANTS
In recruitment, AI-powered assistants can – 
among other things – help to reduce time to 
customer, hire, resolve problems and 
increase the number of candidates who 
complete the sales or application process.



  Hi Steve, do you have truck driving experience?

Pilot Flying J

 Yes, about 5 years. What is the minimum for this role?

Steve Rogers

 That’s great! The position requires at least 2 years

Pilot Flying J



  Hi Steve, do you have truck driving experience?

Pilot Flying J

 Yes, about 5 years. What is the minimum for this role?

Steve Rogers

 That’s great! The position requires at least 2 years!

Pilot Flying J



FACEBOOK ADS, 
EMAIL & SMS
Out of trillions of ways to write a subject line, 
what are the odds your gut instinct gets it 
right? Pretty much nil. And you’re probably 
losing sales as a result of it.



PERSONALIZATION
With enough subject line performance data to 
look at, AI can be trained to predict with an 
astounding degree of accuracy how a brand’s 
audience will respond to an email subject line 
before it is even sent.



HUMAN? A good Facebook Relevance Score (similar to Google Quality 
Score) is about 7, and the ads that we ran with AI Machine Learning 
were generating a Relevance Score of around 9-sometimes even 10. 

Wowcher used AI copywriting to reduce Facebook ad CPL by 31%



COMPETITOR 
ANALYSIS
Predict the next big industry trend to keep 
ahead of competitors with tools such as social 
listening.



BRAND 
REPUTATION
Use image recognition to spot real social 
media posts of a client’s product or service to 
help boost brand reputation.



THE PERFECT 
ADVERT
Machine learning is increasingly impacting 
copywriting for advertisements, job positions 
and so much more to improve performance.



CUSTOMER 
ENGAGEMENT
Use AI pattern analysis for employee 
engagement apps to gain insight into 
whether a customer is happy, sad or 
struggling with your organization.



AI BETTER AT PPC?
In the near future it is much more likely automation will 
start to replace a lot of the low cognitive manual work 
that media buyers do on a day to day basis.



AI ASSISTED CREATIVE
The combination of machine-assisted creative analytics, 
predictive concept performance validation, and creative 
life cycle optimization drive targeted advertising reach, 
engagement, and conversion. 





AI helps marketers turn insights into actions that 
improve performance, lower cost, and generate ROI



Is your sales machine getting smarter on its own?



KEY TAKEAWAYS

Deliver prescriptive information, 
resources and conveniences inline 
with  industrial buyer’s needs

THE NEW BUYER 
Meet the digitally-adapting 
older and new industrial buyer 
and buying process

AMAZON AFFECT CUSTOMER INTEL
Honor industrial buyer’s privacy 
while building unassailable 
first-party customer intelligence

Marketing & Selling in the Industrial Sector



THE NEW BUYER



TRADITIONAL MARKETING & SELLING
(1890 -1998)

CUSTOMER-CENTERED & DATA DRIVEN
(1999 - Present)

Manufacturer controls Industrial buyers controls

Linear buying process Non-linear buying process

Human-centered Machine-assisted humans

Slow Instant

Face-to-face Virtual

Manufacturer services Self-service

Third-party data First-party data

INDUSTRIAL AGE VS. DIGITAL INDUSTRIAL



TRADITIONAL MARKETING & SELLING
(1890 -1998)

CUSTOMER-CENTERED & DATA DRIVEN
(1999 - Present)

Attention Attention scarcity

Interruptive marketing & selling Value-based (machine-assisted)

Buy offline Buy Online

INDUSTRIAL AGE VS. DIGITAL INDUSTRIAL



Source: The Industrial Buying Influence, Gardner Business Media - 2020 



Source: The Industrial Buying Influence, Gardner Business Media - 2020 



Source: The New B2B Buying Process, Gartner



Source: The Clear and Complete Guide to Account-Based Experience, Demandbase





THE RIGHT MESSAGE
IN THE RIGHT PLACE
AT THE RIGHT TIME



THE AMAZON AFFECT



“The best way to predict 
the future is to create it.”

—  ABRAHAM LINCOLN



MOTION P2MRO





MACHINE
SIGNALS



HUMAN
SIGNALS



SUPPLY CHAIN SERVICE CENTERS



SELF-SERVICE 
MANUFACTURES
SALES





















21X 
SALES CYCLE ENTRY
If a lead is called within five minutes 
versus 30 minutes after it’s submitted, 
that lead is 100 times more likely to be 
contacted and 21 times more likely to 
enter the sales cycle.

7X 
CONNECT RATE
Manufacturers that tried to contact potential 
customers within 1-hour of receiving an inquiry 
were 7 times to connect than those that tried to 
contact an hour later--and more than 60 times as 
likely as companies that wait 24 hours.

Source: Inside Sales 



CUSTOMER INTEL



Your Audience Data

Collected Directly From The

Source May Lack Scale

Someone Else's 1st Party Data

Sold in a Private Data Marketplace

Purchased Directly from the Source

Aggregated From Various

Sources Bought & Sold from

Data Exchange Most Scale

INDUSTRIAL BUYER DATA





KEY TAKEAWAYS

FOCUS
Center your business on the 
ideal customers that stand to 
benefit most from you.

SERVE
Provide the right information in 
the right place and at the right 
time on the buyers terms

TRANSFORM
Make your digital way of 
marketing, selling and 
servicing the strength of your 
business



DOING TO BEING



THANK YOU


