
Automated Machine Learning
Drives Competitive Advantage
In Marketing

MARKETING OVERVIEW



MARKETING OVERVIEW   |    Automated Machine Learning Drives Competitive Advantage in Marketing

2

Executive Summary
No matter the industry, marketers need to embrace the latest technologies and trends or be left 
behind by competitors. Whether it’s social media, digital advertising, buyer personas, content 
marketing, or any of the myriad new influencer solutions, marketers must engage with prospects 
and customers on an increasingly personalized level. Consumers and businesses alike have 
become accustomed to driving the discussion, and marketers need to adjust or simply fade away. 
Broad marketing strategies are simply no longer an option.

That’s why forward-thinking companies are turning to machine learning and artificial intelligence (AI) to 
predict both customer and prospect behavior at an individual level, resulting in improved customer relations, 
operations, and return on investment (ROI). Machine learning, the technology behind AI systems that produce 
highly accurate predictions from big data, is rapidly replacing traditional statistical modeling in every industry. 
Marketing organizations that fail to embrace the change and advance their machine learning capabilities will not 
be able to keep up with the competition and will miss out on a huge opportunity to improve revenues and return 
on investment in marketing activities.

Machine learning allows innovative marketing teams to uncover business insights hidden in large repositories of 
data from sources like customer surveys, website traffic, purchase behavior, and more. With machine learning, 
marketers enhance targeted campaigns, boost revenue for the organization, improve customer service, and 
optimize operations throughout the department — and that’s just the beginning.
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However, there are very real barriers when it comes to effectively implementing machine learning initiatives. For 
one thing, most businesses lack the skills, technology, and time it takes to develop and deploy predictive models 
using traditional data science methodologies. Furthermore, many analytics projects take too long to complete 
and are difficult to deploy into production, hindering marketers’ agility. In a field where timing is everything, 
predictive models developed using traditional data science methods are often obsolete by the time they  
are complete.

The DataRobot automated machine learning platform makes advanced predictive analytics more accessible 
for marketers by reducing both barriers to predictive modeling and time-toinsight. With embedded, practical 
AI, DataRobot improves the productivity of data scientists and makes model building accessible to marketing 
experts and business analysts who don’t necessarily have extensive programming or statistical knowledge. 
DataRobot also offers simple methods for deploying and maintaining models, lessening the burden on IT staff 
responsible for putting models into production.

This overview details exactly how marketing organizations are using machine learning technology to make 
better decisions, including specific use cases and the challenges marketers face when implementing machine 
learning initiatives. We will also introduce the DataRobot automated machine learning platform and discuss 
how it enables marketing teams to overcome these barriers, resulting in better-targeted marketing programs, 
streamlined operations, and increased ROI.
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How Marketers Use Machine Learning
Machine learning transforms the way marketers conduct business:

Multichannel Marketing Attribution
Despite the million-dollar budgets for online advertising, content creation, TV ads, and other initiatives, business 
can’t reliably attribute a sale to the specific marketing activity that resulted in that sale. Marketing attribution 
models predict how each touchpoint affects sales, determine which are the most effective, and reveal how 
different campaigns affect buying patterns in order to optimize ROI.

Online Ad Bidding
It is difficult for marketers to know when to outbid competitors for online advertisements while avoiding bidding 
too high for ads that won’t deliver justifiable return. Ad bidding models reveal exactly how much each ad is worth 
by estimating the maximum and minimum bid values that will result in a profit, enabling marketers to avoid over- 
or underbidding.

Funnel Modeling
Marketers want to know how likely website visitors are to provide contact information, ask for further product 
details, or purchase a particular product. Marketing funnel models offer unprecedented insight into visitor 
behavior, allowing businesses to optimize their web design and product offerings accordingly.

Next Best Action
Email, text messaging, blog posts, white papers, webinars, and discount vouchers are just a few options when 
it comes to marketing activities – but which one will be the most effective? Marketers need to know which 
activities will advance prospects further down the road to purchase without wasting their time and budget on 
irrelevant or unwanted communications. Next best action models determine which activities will progress each 
individual down the funnel to purchase, optimizing communication strategies and sales.
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Product Recommendations
Customers only respond to highly relevant product recommendations. With the vast amount of available 
customer data, including demographics, website behavior, purchase history, and up-to-date search information, 
machine learning models predict which product recommendation is most likely to result in a sale for each 
individual customer.

Banner Ad Personalization
The more customer data that becomes available, the more marketers can understand which factors lead to 
product purchases. Models determine what type of banner ads best appeal to each individual prospect, allowing 
marketers to develop highly personalized ads for website visitors or search networks that in turn increase 
conversion rates.

Reverse Engineer Pricing
Products and services often involve complex pricing strategies, and competitors’ pricing structures are not 
always freely available. In order to understand their competitive positioning, marketers need to accurately 
estimate their competitors’ price quotes to customers. Machine learning models that estimate competitor 
pricing structures from past quote data help marketers develop a competitive pricing strategy.

Price Elasticity Modeling
Matching price to demand is a key activity for any product or service. Machine learning models use historical 
variations in price and purchase volumes to discover the optimal price to charge for different audiences at 
different times, optimizing profit and return on investment.

Next Best Offer, Cross-Sell, and Up-Sell
Retaining and developing existing consumers is much more cost-effective than acquiring new ones, and 
marketers that effectively encourage purchases from existing customers get the most lifetime value from each 
customer. Using customer demographic and purchase data, machine learning models identify which customers 
will be interested in other products, which customers will be interested in upgrading existing products. This 
allows marketers to determine which touchpoints will likely result in the desired action.
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Sentiment Analysis
Consumers often freely volunteer how they feel about a company’s products, services, and operations on 
social media. Sentiment analysis models predict which words and phrases are indicative of satisfaction or 
dissatisfaction and how that affects future purchases. This allows marketers to determine if and how customer 
satisfaction levels have changed over time and informs future product, service, and communication strategies.

Net Promoter Score
With data from customer satisfaction surveys, machine learning models can uncover the factors contributing to 
a customer’s net promoter score. By applying the model to the scores of customers not included in the survey, 
companies can predict those customers’ likely scores and focus their efforts on those likely to be most loyal. 
Additionally, companies that include customer comment sections can add text mining to their analysis in order 
to uncover the root causes of customer satisfaction. These insights allow marketers to understand the true 
drivers of customer experience and effectively focus their resources on its improvement.

Lifetime Customer Value
Determining the value of each customer, including likely future spending and the resulting profit margins, is a 
vital factor in deciding where to aim personalized marketing efforts. Lifetime customer value models determine 
the likely profit each individual customer will generate over the entire customer relationship, allowing marketers 
to focus their efforts on those likely to be most profitable.
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Key Challenges of Machine Learning
Machine learning is already transforming how marketers do their jobs, but there are major 
roadblocks to its implementation for individual organizations. The most daunting barriers are the 
necessary skills, time, and tools it takes to successfully implement machine learning initiatives.

SKILLS: Experts Are Hard to Find
Competition for experienced data scientists and analysts is fierce, which means finding and retaining those who 
have the necessary skills is a challenge for any enterprise. Not only that, competent data professionals with a 
deep enough understanding of the marketing field and best practices are even rarer.

Demand for data scientists already far exceeds supply, and the demand is expected to increase by 28% by 2020. 
There is a severe lack of professionals with the skills needed to fulfill these roles, and many institutions of higher 
education are just starting to implement data science degree programs, meaning there is no end to the skills 
gap in sight. Organizations need professionals with the capability to effectively analyze data and turn it into 
actionable insights that will result in real-world business value and assist in critical decision-making.

CHALLENGE: 

How do you find and hire people with the necessary skills when everyone else is competing 
for similar talent?

https://www.forbes.com/sites/louiscolumbus/2017/05/13/ibm-predicts-demand-for-data-scientists-will-soar-28-by-2020/#3503a6ee7e3b
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COST: Provisioning the Necessary Tools is Expensive
Analytics professionals need highly specific software and hardware to produce accurate, actionable insights 
using machine learning. Provisioning these tools is a challenge for marketers operating on a limited budget, 
and implementing them is often a hassle. Although they can acquire conventional machine learning tools from 
external vendors, marketers have to contend with the cost of software installation and maintenance, including 
the time and effort it takes the internal IT team to provide support for the extensive changes that traditional 
machine learning initiatives require. While there are hundreds of free machine learning libraries, the expense 
and expertise needed to install, manage, and maintain them constitute more effort than most marketing 
departments are willing to spend.

CHALLENGE: 

How much time and money do you want to spend acquiring and maintaining the tools for 
predictive modeling rather than delivering the results?

Time: Projects Take Too Long to Complete
Quickly gaining actionable insights from predictive analytics is vital to every business’s success, but developing 
and delivering a predictive model the traditional way can take data scientists weeks, or even months – which 
means by the time you can use the insights from the model, they might already be outdated and therefore 
irrelevant. Not only that, the need for data integration during marketing projects can lead to much longer time 
requirements for the completion of predictive models.

CHALLENGE: 

How do marketers overcome long time horizons and implement insights and predictions in 
time to be effective?
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Additional Barriers to Implementing Machine Learning
As if that weren’t enough, there are several other challenges likely to impede marketers’ 
implementation of machine learning initiatives:

Moving from descriptive to predictive analytics. 
Traditional marketing analytics approaches involve descriptive analytics – looking at the past and describing 
what has already happened – or segments customers into groups with similar characteristics. This backward-
looking analysis is no longer sufficient to keep up with best practices and increased competition; now, 
organizations are focusing on predictive analytics. Predictive models don’t just look at the past, they predict 
customer behavior in the future. To take advantage of predictive analytics, marketers need to rethink their  
entire operation.

Lack of a clear set of best practices. 
Machine learning technologies are drastically different from traditional marketing approaches, and there isn’t 
a set of clearly defined best practices yet. Marketers have to figure out on their own which machine learning 
projects to do first and where to acquire the necessary data.

Working on cross-functional teams with radically different backgrounds. 
Marketing teams typically include people with strong creative skills, but who are inexperienced with analytics. 
The challenge is to combine data and mathematics-driven insights from your new analytics experts with the 
creative ideas from traditional marketing staff. For example, a machine learning model may have selected which 
customers to include in a campaign, but the creative staff still needs to customize the content to match the 
target audience.

Machine learning requires IT support.
Finding the data to build the machine learning models, which learn by example from historical results, presents 
another challenge. Marketers need to work with IT to collect, combine, and prepare data from multiple sources. 
Even after building the models, marketers need IT resources to get them deployed to production and begin 
making practical predictions.
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Automation is the Solution
Marketing is all about timing and agility. With traditional model development methods, which take 
months to produce actionable predictions and insights, marketers’ ability to proactively respond to 
rapidly changing consumer behavior is hampered to the point where those insights may no longer 
be valuable.

The solution? Automated machine learning. This new technology directly addresses the key challenges of limited 
data science talent availability, long project timelines, and complicated provisioning by automating complicated 
modeling tasks, eliminating the need for extensive programming skills, and allowing for easy implementation.

Automated machine learning enables marketers to gain real value from machine learning without sacrificing 
their agility. With automation, marketing departments develop models in days that would otherwise have taken 
months, increasing speed-to-insight and allowing them to be as flexible as possible in response to shifting 
consumer behavior.

Not only that, automation delivers the power of machine learning to the people who have deep understanding of 
the business of marketing, expanding the pool of people who can contribute to data science projects beyond the 
data scientist to analysts and business users alike. Built-in expertise makes automated machine learning tools 
simple to use, while inherent guardrails and best practices make it safe to engage more people in projects with 
the assurance that users can’t miss critical steps.
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DataRobot: the Leader in Automated Machine Learning
The DataRobot automated machine learning platform enables users of all skill levels to develop and 
deploy highly accurate predictive models in far less time than it takes using conventional tools and 
methods. It highlights the most influential factors that drive its models, explaining its predictions in 
a way that makes it easy for marketing professionals to understand which factors have the biggest 
impacts on consumer behavior, the effectiveness of marketing activities, and product and  
pricing strategies.

DataRobot’s easy-to-understand user interface allows anyone with deep knowledge of the business and its 
data to drag in a data set and start making predictions with just a few clicks. It automatically develops dozens 
of models in minutes with no programming, ranking them by accuracy. Users choose the best model for the 
business problem at hand.

Once the best model has been selected, DataRobot’s Insights tools allow users to delve deep into the factors 
driving the model. Not only that, DataRobot offers several options for deployment, eliminating the need for 
complicated provisioning and significantly reducing the burden on IT staff of machine learning initiatives.
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Automated Machine Learning Drives the Marketing Revolution
Customer-centric, contextualized experiences based on customer journey analytics will become the 
competitive differentiator for marketers across industries. It is estimated that by 2022, the market 
for customer journey analytics will reach over $12 billion in size. To take full advantage of the data at 
their disposal, organizations of all types are turning to machine learning and AI.

Not only does automated machine learning deliver a significant competitive edge for marketing teams, 
it transforms virtually everything they do. Organizations that fail to effectively leverage these emerging 
technologies for marketing will be left in the dust by competitors who succeed. Automated machine learning is 
the most efficient, cost-effective way make the most of available data, technology, and resources.

The challenges on the road to machine learning success may seem daunting, but the DataRobot automated 
machine learning platform enables marketers in every industry to overcome those challenges with its cutting-
edge, easy-to-use automation capabilities.

https://www.prnewswire.com/news-releases/customer-journey-analytics-market-208-cagr-to-2022-led-by-bfsi-vertical-650597013.html
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DataRobot helps enterprises embrace artificial intelligence (AI). Invented by 
DataRobot, automated machine learning enables organizations to build predictive 
models that unlock value in data, making machine learning accessible to business 
analysts and allowing data scientists to accomplish more faster. With DataRobot, 
organizations become AI-driven and are enabled to automate processes, optimize 
outcomes, and extract deeper insights.

Sign up for a free trial today to find out how DataRobot can help  
your organization at datarobot.com


