
Be more 
human with AI
8 ways to blend 
artificial intelligence 
with human intelligence 
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Artificial intelligence (AI) is a powerful tool, with capabilities that can change the 

way we view and practice marketing. 

It can dramatically speed up the process of analyzing the customer data that’s 

critical to understanding what they care about. Its powerful algorithms can 

help you test, find, and optimize winning experiences. And it can automatically 

determine and deliver the ideal content to your customers based on their 

individual interests.

All of these tasks previously required a lot of repetitive, manual effort – like 

content tagging and creating personalization rules – that had to be performed 

by marketers. AI takes that pain away, leaving you free to focus on what only 

you can do. 

Because while the promise of AI is exciting, it still needs to be balanced with 

human intelligence and sentiment. Customers don’t want their experience with 

brands to be completely machine-driven – they’re looking for genuine empathy.

So, forget the rise of the machines. Instead, think about the rise of customer-

centric, data-driven marketing. A reality where our emotional and social 

intelligence can be augmented using the power of technology to deliver 

exceptional customer experiences.

If you get the balance right, AI will only make your marketing more human. 

With less time spent on mundane processes, you can devote more resources 

to creating content and experiences that speak to your customers’ needs and 

forge lasting relationships.

In short, you can be more human with AI.

Putting AI  
to good use
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AI is a vital companion in our mission to understand customers and deliver 

the experiences they want. It’s also great at taking care of mundane tasks and 

improving our productivity.

With that in mind, we’ve chosen some of the ways in which you can use AI to 

enhance the way your marketing function operates. Many of them are linked. 

Some require the addition of human knowledge. And all have the potential to 

deliver better results.

1. Analyzing customer data 

How exactly can AI enable marketers to better understand their customers? The 

answer stems from its ability to interpret data. This lies at the heart of many of 

AI’s marketing-related capabilities and feeds into the areas we’ll go on to outline 

in points #2 to #4 below. Machines can crunch massive datasets, improving 

decision-making in a way that humans can’t, as well as learning and improving 

without human input. But it still requires you to make sure your data is of 

sufficient quality for AI to work with. 

2. Segmentation

We can “manually” divide our customers based on characteristics and 

behaviors, but AI can often go further. While we think we know who fits where, 

humans have a tendency to make assumptions. AI serves to confirm those 

assumptions – and also to prove them wrong. It can spot hidden patterns in data 

that a human may be unable to, dividing into a technically unlimited number of 

segments and needing little intervention. You then get to reap the insights from 

the results, improving your productivity as well as the effectiveness and ROI of 

your campaigns.

3. Testing and optimization 

The beauty of AI is that it can learn and adapt, which gives you the ability to 

optimize your efforts in several ways. For example, segmentation naturally 

involves dealing with large amounts of data and divisions within your customer 

base. Each group will need to be treated differently, perhaps with different 

messaging or frequency of contact. This could need to change over time and 

humans could potentially be overwhelmed by the complexities involved and 

the resources required. To overcome these challenges, you can harness AI and 

machine learning to automatically adapt a campaign and measure its effects. 

You might be responsible for selecting the original headline, call to action, or 

email subject line but AI will mix them up into different combinations, see what’s 

working and with whom, and make changes accordingly. 
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4. Content personalization 

Data, segmentation, and optimization all serve to deliver more personalized 

customer interactions and experiences. And based on what consumers have 

done in the past, AI can personalize even better in the future. We encounter this 

during our daily lives. Amazon shows you other products you might want to buy, 

while Netflix shows you what you might want to watch next. And your actions 

and behaviors influence those recommendations. To keep your own customers 

engaged and improve their experience with your brand, you can use the same 

principles to serve them recommended articles, videos, blogs, or other content 

through AI content personalization software.

5. Content tagging

Tagging is a way to classify content – including text, images, and video – so 

that it can be indexed, found, managed, and used according to its meaning 

and context. It’s possible to manually assign tags to content, but this becomes 

impractical when creating content at scale. And the more people you have 

tagging content, the greater the likelihood that content won’t be tagged 

uniformly, which can lead to personalization errors later. That’s where AI comes 

in. AI-based automated content tagging reads the text and other metadata 

within the content; identifies the format, length, and subject matter; and labels 

it with different topics. It not only helps content get found, but it can also assist 

with personalization and automatically identifying recommended content. 

6. Content production  

When it comes to our own experiences, many of us will be accustomed to 

seeing the influence of AI when we write and respond to emails and texts, 

with our devices predicting the next word you’re going to type or generating 

potential responses that saves you from having to type them. In a marketing 

context, we’ve already mentioned that AI can optimize short pieces of content, 

such as subject lines or calls to action. Given simple rules and formats, it’s also 

possible to use AI to generate business reports or collate financial results. 

In some ways however, its role in content production sums up the necessary 

balance between machine and human. While AI can iron out spelling mistakes 

and run simple reports, more creative marketing content still relies on human 

ideas and empathy. There’s definitely a role for AI in the production of 

marketing content, but it’s no replacement for the human mind.  

1  Leading reasons to use artificial intelligence (AI) for marketing personalization according to industry professionals worldwide in 2018, Statista.

82% of marketing leaders say improving 
customer experience is the leading factor in 
their decision to adopt AI.1
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2  4 Positive Effects of AI Use in Email Marketing, Statista (infographic), March 1, 2019.

7. Email

It wasn’t so long ago that marketers sent emails to vast mailing lists 

based on not much more than the addresses they happened to have 

collected over time. Now, times have changed – and AI is taking us to new 

places. Curated, personalized emails powered by AI will result in a more 

engaging experience for customers. But AI is also useful in areas such as 

optimizing email send times to make content more likely to be seen. And 

to ensure those vast mailing lists really are a thing of the past, AI-powered 

technology can clean up email databases by removing out-of-date contacts 

and updating information so that campaign deliverability is improved. 

 
8. Search 

Search engines use sophisticated AI and, as any SEO expert will tell you, 

the way these systems work is never 100% clear. However, as we all know, 

it’s still possible for marketers to optimize their content to rank higher on 

search engines – and AI can also help, including finding patterns in data 

so you can build content around it, and by offering suggestions on how 

existing content can be improved to rank higher for specific terms.

Over 41% of marketers 
say AI is enabling  
them to generate 
higher revenues from 
e-mail marketing.2
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Not only is Sitecore one of Microsoft’s strongest alliance partners, it’s also 

helped Microsoft with its own digital experiences. Back in 2016, Sitecore 

helped modernize Microsoft’s Partner Network (MPN) website, making it more 

streamlined and efficient. Three years later, the Microsoft One Commercial 

Partner (OCP) organization called on Sitecore again to take that web experience 

one step further – to make the site’s approach to personalization more engaging 

and useful for visitors, and faster and easier to manage for marketers.  

A natural fit

As one of the world’s leading brands delivering digital experiences, Sitecore’s 

leaders saw AI as a great way to get even better at delivering tailored digital 

experiences for customers. The Microsoft OCP team offered Sitecore both the 

opportunity to get to know the Microsoft Azure platform and its AI capabilities 

more deeply, and the ability to act on their learnings by developing solutions 

that would deliver tangible value to the Microsoft Partner Network.  

Building AI solutions 

Sitecore’s solution used AI and Machine Learning algorithms to address three 

of the major challenges with personalization: identifying visitor segments, 

automating the creation of personalization rules, and aligning content to 

specific visitors. The three-pronged approach enabled the Microsoft OCP team 

to be more effective and efficient at delivering guided experiences for their 

visitors, delivering content that is useful and actionable, and meeting partners 

where they are in their journeys. 

From pilot to reality 

At the conclusion of the pilot, test results indicated visitors benefitted from 

improved personalization and more relevant content. Overall engagement 

increased by 16% on Microsoft’s Partner Network website, and specific pages that 

were updated have an engagement rate 244% higher than the rest of the site, 

with a bounce rate less than 85%. This initial success is only the beginning.

How AI is improving 
digital experiences for 
Microsoft Partners



7

Own the experience®

Sitecore creates human connections between brands and their customers via 

digital experiences that leverage end-to-end content, seamless commerce 

and continuous personalization to enable organizations to thrive in a world 

where, without a superior customer experience, there is no product. 

To discover how Sitecore’s solutions can help you be more human 
with AI, visit https://www.sitecore.com/products/sitecore-ai

Or, for further information and support, please contact us at:  
sitecoresales@sitecore.com
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