The Role of Al in Relationship Marketing

Perspectives from six Prominen

Relationship Marketing is
enhanced by Artificial Inteligence
(Al which helps businesses better
understand, engage. and retain
customerns. Al-powered analytics
1ools enable companies to uncaver
waluable ingights into customer
preferences, behavicirs, and
inferests, This Article ams 1o share
the Perspectives of Six Prominent
Reaearchers on the role of Al in
Relationship Marketing
Dr. Nirma Sadamali
Jayawardena

Al alggorithms can identify patterms
and segrrents within customer data.
Businesses can target specific
customer segrments with
personalised messaging and offers
by segmenting customers based on
their preferences, behaviours, and
dermograghics. Al-powered
recommendation engines ¢an
analyse customer preferences and
behiaviours to deliver customised
product recommendations, content,
and ofers. By providing
personalized experiences,
‘businesses can enhance customer
engagement, loyalty, and
satisfaction. Forexamphe, Amazon's
recommendation engine analyses
jpast purchases, views of products,
and search queries to recommend
the products Iikely to intenast each
customer based on their past
pischases, views of products, and
searches, Therefore, in my opinien,
Theough AL businesses can defiver
perstnalised experiences, optimise
engagement strateqies. and drive
walue at every poind of contact with
customers.

Dr. Park Thaichon

Al can enhance our hospatality
expeniences by tailoring them to
each guest, It's like having a botel
thatunderstands vou 5o well: it fesls
ke a second home, Many
customers would be pleased if it
it regace the human touch, For
instance, picture this: You stepintoa
thotel, and immediately, the
raceptionist greats you by name.
How did they know? That's because
they use Al to recall your name and
prefierences. Let's say you have a
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fondness for chooolate chip cookies.
Thie hoted remernbers this from your
lagt visit Perhaps you also have o
favourita type of music or a
preference for a plush pillow — Al
can remernber all these details, oo
S when you enfer your raom, a
plate of freshly baked chocolate chip
cookies is waiting just for you inthiz
way, &1 in hospitality can créste
personahsed and delightful
experiances for guests, making their
£tay mora memorabie and
engoyable, If it complements rather
than replaces human interaction, the
integration of Al hobds graat
potentisf to elevate customer
satisfaction in the hospitality
industry,

Prof. Richard Nyuur

Al is revolutiomizing Relationship
Marketing lecally and globally.
Businesses can use Al glgorithms to
analyse customer data, personalise
interactions and communication
sirategies, and optimise
engagement siralegies, Moreover,
compandes can use Al algorithms
betier to understand customer
preferences, behaviours, and
purchase history and tailor their
marketing campaigns 10 each
customer. This would incresse the
relevance and effectivensss of their
matketing eampaigns. Itis also
possible to predict future costomes
behaviour based on historical data
end patterns through 4l- powered
predictive analytics, Using predictive
madelling, businesses can
enticipate customer needs, identify
potentisl oppartunities, and
proactvily engage cestomers with
targeted offers and

t Researchers

Dr. Sara Quach

From miy perspective, Al ien't just
about algorsthms: it'e sbout
understanding custornersan a
desper lovel and providing them
with personalised experiences that
lemve a lasting impression. tmagine
breing greeted by chatbots that offes
product recommendations perfectly
tailored o our tastes and interests
DS EO0N &S WE ENTET an onling store.
This level of personalisation makes
the shopping experience more
enjoyable and increases the
likedihond of fnding exactly what
wie're dooking for, | believe Alisn
just atool for businesses; t's a
cetalyst for building moare robust,
meaningiul customer relamionships.
H's about making the interaction
feal personalisad and memarahle,
ultimately fostering layalty and
driving success i the competitive
wortld of online retail, With Al online
retaders can connect with
CUSIONMErS mare :
entancing satisfaction and driving
lewng- tewm sucoess
Prof. Sathyaprakash
Balaji Makam

In today's rapadly evolving
business lendscape, Al presents
significant opportunities for
enhancing Custormer Relationship
Management (CRM). Al-centric CRM
enables busnesses to personalise
the customer experience and make
customer interactions efficient and
seamiess, leading to higher
buginess performance. According to
the International Dada Carporation
(0C), global spending on Al-centric
systema is expecied toreach USS
00 ballion in 2026 (0C, 2023
Furihermare, the katest Annual
McKinsey Global Survey (2023)
reported that 40% of companies will
increase Melr inwestments in Al
(Chui #1 al, 7073), However, a
significant issue remains atlarge.
Are businesses prepared 10 adopt,
Imiplesment, and levirage the powes
of Al in managing customes
experience and relationship
management? According to Cisco's
A seadiness index, anly T4% of
arganisations globaliy are fully ready
tointegrate Al into their buainesses

. Nirma Sadamal Jayawardena

Prof. Sathyaprakesh Balaji Makam

{Cisco, nd.). Thizunderscores the
crucial challenge businesses face
when navigating the evolving Al
land=cape

Al readiness i the ability of fims
to effectively dopt and implement
Al to improve their operations,
customer service, and decssion-
miaking. Bisinesses face gaverst
obstactes in their jowmey tovards
Al-driven CRM. From technological
barriers, cultural shifts, and trust
Levwiitrcks Al 1o oiganesational
ressstance, businesses face various
challenges in realising the potertial
of Al in enhancing customes
experience. Businesses can adop?
several strategies o egrate Al inlo
their CRb practices successfully.
[Farst, irvesting in strong date
nfrastructurs and govemance is
crucial for ensunng the quakity of
inpunts into Al systems. Second,

Di. Park Thaichon

Dr. Abishik Bahd

fostering & culture of dats-drven
decizion-making can help addregs
the concerns related o trust
towards AL Third. providing
comprehensive training
programmes and support for
employees to develop Al skilis and
competencies is essential for
employees” successful adoption of
Al and overcoming resistance, By
proactively addressing the
challenges through Al readiness,
businesses can be leadens i
leweéraging Al to enhanee customer
experience and satisfaction and
achieve sustainable competitive
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Dr. Abhishek Behl

Al iz the buzzword for its wsein
marketing and. more s, in the

Relationship Marketing descipline
The essence of retationship

marketing bes in understanding
sefifimints and emofions, Wikl A1
can generate emoticons, there lies a
deerth of studies and gapa where &l
can induce emaoticns, which is wiy
the arm of emotional A1 is a
chalenge faced by markiters, &
connected plece tothit is the
impect of creativity and intuitions,
which are also mizsing in the igsaw
puzzle of Relationship Marketing
This also calks for designing.
assesaing and tranafeming
intuition - baged decigions in
developing Al -enabled solutions. It
further makes human decision
rnakirig and s complexities mone
difficult. Studies have been
progressing i exploning the
peychological and sociclogical
aspects &5 potential data layers 4|
wokild e 1o predict snd develop
solutions for marketers. Ata fiom
level itiz alzo seen thatAl
differently perceives knowledge and
kensed -hyenes, el Ehus, how 1o
mitigate risks and recover fram
unforesean circumstances triggered
by &1 i still a far-ferched dream.
Whot becomes maore sensitive is
that with multiple Al sokstions
available, the choice betwean what
is beest and towhat degree |s still a
pointof contention-and more than
productizing Al itis used as a tood
that helps imprave the decissons but
leaves grourds for marality, ethics
and cubtural sensiivity.
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