Marketing at the Crossroad: Digital Workforce Focused on AI Integration,
Leveraging E-Commerce Personalization
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Abstract

Retail and consumer sector is reshaped by the enabled digital workforce including based on marketing capabilities’
maximization within the ongoing journey into Al-driven marketing. There is a clear focus on hyper-personalization
as an innovative marketing strategy, matching shoppers’ evolving needs by improving their shopping experience
with the help of enhanced e-commerce personalization. Furthermore, marketing team effort to succeed in dealing
with technical complexity of Al integration is becoming more obvious, ensuring human capabilities enhancement.
Also, innovative e-commerce business model and retailers are under coming assault from developing Al shopping
agents.
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Retail and consumer sector reshaped by enabled digital workforce including
based on marketing capabilities’ maximization within the ongoing journey into Al-
driven marketing

We wrote in our last HMM issue about what to do in order to ensure digital marketing
performance improvement (Purcarea a, 2024). We underlined within this context marketers’
challenge to ensure marketing capabilities’ maximization within the ongoing journey into Al-
driven marketing, leveraging digital technology. Recent findings from Fransiska, Lumbanraja
and Absah (2024), who analysed digital banking transformation, revealed, for instance, how
marketing capabilities were significantly impacted by digital technologies through (directly and



indirectly) employee digital adaptability (such as: Al, Big Data Analytics, Omnichannel
Platforms, 10T, and Integrated Learning Systems). Also recently, Costa, Marozzo and Abbate
(2024), who focused on how high-tech startups’ performance are influenced by the emergence of
new perspectives of both technological and marketing capabilities, showed that based on a
combination between demand-based logic (via marketing capabilities and functions) and an
economic logic (to twist together value co-creation processes’ more complex dimensions) high-
tech startups’ management can individuate these capabilities’ influence on competitive
advantage.

It is useful to remember that the important tech startup ecosystem is characterized not
only by rapid innovation and intense competition, but also by constant change, and includes
entities that are essential for converting into scalable solutions nascent technologies (StartUs
Insights, 2024). Also, it is well-known that cutting-edge innovations and business models into
the market are brought by the global startup ecosystem daily.

On the other hand, a research report by CB Insights (a, 2024) looked at the end of this
summer for a small number of emerging tech startups (from thousands of startups) that will have
the most impressive business impetus (including in consumer and retail sector), as shown in the
below figure. An interesting playbook by McKinsey’s experts (Beerthuis et al., 2024) underlined
among other aspects that until the interviewed start-ups (being interviewed CEOs and top teams
of successful B2B SaaS centaurs) reached advanced scaling phases they didn’t have significant
brand marketing or world-class marketing function, being imperative to build-up a specialized
marketing team with the necessary capabilities including regarding demand generation and
digital marketing channels.
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Figure no. 1: Future Tech Hotshots. The 52 startups our data says are most likely to get a successful exit in
the next decade

Source: CB Insights a, 2024. Future Tech Hotshots: 52 emerging tech startups that will have big,
successful exits, Research Report, August 30, 2024 (work cited)



Another research report by CB Insights (b, 2024), that looked in November this year at
technology trends to regard carefully in 2025, highlighted (among other aspects), with regard to
retail and consumer sector, vendors’ proliferating ecosystem targeting e-commerce use cases.

Within this framework, as shown in figure below, marketing and content digital tools are playing
an important role.
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Figure no. 2: Proliferating ecosystem of vendors targeting e-commerce use cases

Source: CB Insights b, 2024. 15 tech trends to watch closely in 2025, Research Report, November 19,
2024, p. 79 (work cited)

Also, in summer this year too, CB Insights (c, 2024) showed that in horizontal enterprise
applications (such as customer support, sales, and engineering) use cases are beginning to have
success, as opposed to a lot of technologies which are remaining limited from the point of view
of reliable tasks’ execution. CB Insights highlighted from the very beginning the importance of
an empowered digital workforce, and the significant step represented by autonomous Al agents
(LLM-powered bots) in tasks’ execution, context in which they made reference to Sam Altman
(who characterized these above-mentioned agents as “Al’s killer function”).

Hyper-personalization as an innovative marketing strategy, and matching shoppers’
evolving needs by improving their shopping experience with the help of enhanced e-
commerce personalization

Known for its expertise in facilitating interactive CX in digital domains, Glance (2023)
showed two years ago the hyper-personalization status as business strategic imperative pursuing




CX excellence (exceptional tailored CX delivery) based on investment (not only in technology
and data analytics, but also in ethical practices) so as to both meet exceed customer expectations.
Al integration is critical to ensure tailored CX experiences, considering the steps involved in
adequately implementing hyper-personalization innovative marketing strategy.

There is an increasing focus on tailoring online shopping experiences to all those
engaging themselves in buying products for personal use (consequently practicing e-commerce
personalization), and improving this way these individual customers’ overall satisfaction across
all touchpoints (and micro-moments) based on their needs and expectations (Soerensen and
Keenan, 2024). Shopify made reference to various scalable ecommerce personalization tactics
(such as: customer sign-in incentivization; intelligent product-detail page recommendations’
exploitation; data-driven loyalty program running; personalized bestseller lists creation to drive
click-throughs; user-generated content across your funnel integration, dynamic content usage,
product discovery enhancement, in-session based on behavioral triggers retargeting, ai-driven
chatbots with first-party data enhancement, time social retargeting with smart recommendations,
three personalized email and SMS types automation, checkout customization). For instance, in
order to collect the data for dynamic web content (based not only on user behavior, but also on
location or demographic data this type of content changes) Shopify’s platform facilitates
capturing of behavioral, contextual and historical data, as well as of demographic information.
While in order to ensure product discovery enhancement it is offered, for example, an improved
personalized discovery experience (after customers log in to a storefront) with the help of a
Shopify’s Search and Discover app allowing customers to customize products discovery and
finding more easily what they're looking.

Research findings by Gahlot, Suryavanshi and Gandhi (2024) revealed how marketers
ensure personalized shopping journeys’ creation via avatar interactions by leveraging AR, taking
into account that AR characteristics have a positive impact on CX, as well as on purchase
intentions. According to Weidig, Weippert and Kuehnl (2024), as various characteristics of
personalized touchpoints (touchpoint nature, customer journey stage, personalization design) are
influencing the personalized touchpoints’ effect on CX, conscious decisions are required
regarding touchpoints’ personalization and connection so as to ensure a positive effect.

Research findings from all over the world confirm the impact of Al on e-commerce
personalization (Balasubramanian, 2024). Being under the pressure of improving customer
engagement businesses are focusing on driving precise personalization by applying Al and
joining key trends (like predictive personalization and emotional intelligence), assuming the
strategic imperative of Al-powered personalization (Keating, 2024). Twilio Segment’s State of
Personalization Report 2024 showed, for instance, the role of Al as a game-changer in
dynamically engaging customers based on actionable insights, consequently adjusting marketing
strategies.



Marketing team effort to succeed in dealing with technical complexity of Al
integration, ensuring human capabilities enhancement

Going on the Al-enabled (but still fundamentally human) business future journey it is
recommended (Allton a, 2024) to consider the so-called H.U.M.A.N. (Harmonize, Understand,
Map, Adapt, Nurture) Al Integration Framework to ensure human capabilities enhancement, this
human-centric approach allowing avoidance of various risks (such as misalignment with
company culture, resource drain, ethical and legal pitfalls, and employee displacement fears),
and obtaining significant benefits like enhanced CX and satisfaction, and accelerated innovation
and competitive advantage. There is no doubt about Al transformative impact on marketing
strategies, leveraging Al growth engine based on Al integration into a marketing becoming a
precise science to ensure measurable results achievement, driving innovation and personalize CX
at scale (Alton b, 2024).

As shown by Incisiv (2024), to achieve Al’s transformative potential across both
marketing operations (from manual tasks to strategic focus) and customer engagement (by
driving more personalized customer interactions) marketing leaders need (while acting on the
path of avoiding creating technical debt or compliance risks) ensure a cross-functional alignment
of marketing (which defines use cases and success metrics), with IT (that validates technical
compatibility), with legal (which addresses data privacy protocols), and with finance (that aligns
on ROI measurements). The Incisiv’s Industry Brief highlighted in conclusion how important is
for marketing (while ensuring both brand integrity maintenance, and operational excellence) to
consider seriously Al integration across entire CX, knowing that CX delivery, innovation
driving, and decision-making enhancement involve Al-driven marketing strategies based on
augmented intelligence (developed ML; cognitive augmentation) in marketing, targeting
decisions improvement.

Instead of conclusions: Innovative e-commerce business model and retailers are under
coming assault from developing AI shopping agents

According to Shopify Staff (2024), compared to brick-and-mortar retail, e-commerce
business model brings the benefit of reduced start-up costs, having in general other benefits too
(access to advanced consumer behavior analytics and large potential customer base). Of course,
to attract attention it is critical to choose the right products in the filled e-commerce space,
responding to target audience’s needs (communicating product’s value accordingly), struggling
converting to paying customers the potential online shoppers and so on. It is also important to
adopt the most effective e-commerce marketing strategies (including on and off website
marketing tactics) based on insights obtained by adequately tracking user behavior and sales with
the help, for instance, of Shopify Analytics (Keenan a, 2024). Within this framework, it is also
essential to have a good e-commerce merchandising strategy in which a significant role is played



by personalization (Keenan b, 2024). As we showed in March this year (Purcarea b, 2024), to
strategically approach the rising shoppers’ expectations it is something imperative for e-
commerce merchandising, considering both shoppers’ enablement by the evolving
merchandising storytelling, and their conversion based on personalized product merchandising
strategies.

On the other hand, it is essential to redefine marketing while advancing on the path to Al
integration and innovation (Purcarea c, 2024). Allow us to also remember that in December last
year we highlighted not only the importance of e-commerce personalization in customers’ online
shopping experience, but also of Al impact on marketing transformation (Purcarea, 2023).

As recently highlighted by TechCrunch (Zeff, 2024), the online retail industry could be
soon reshaped by advanced Al shopping agents from the racing technology companies like
Perplexity (as the first main Al startup offering its paying US customers this advanced quick
look) or OpenAl and Google, which are reportedly developing such agents having the potential
to find products or deals, respecting customers’ time. TechCrunch made an interesting
experiment, putting challenging questions to Perplexity’s Al shopping agent (also receiving
answers from Perplexity spokesperson), and making reference to other Al agents of companies
(such as Rabbit and Anthropic) that are training them regarding the ordinary user website
interface usage.

Allow us to end by also remembering two quotes: “Communication is at the heart of e-
commerce and community” (Meg Whitman); “Online payment will continue to play an ever-
growing and significant role in the development of e-commerce as well as the stimulation of
consumer demand” (Lucy Peng).
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