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Social media marketers and advertisers are looking beyond the hype and 
mysticism of AI, and seeing its potential for both effective campaign management 
and optimization. eMarketer has curated this Roundup of articles, insights and 
interviews so you too can get a sense of the real reality of AI and how it can 
support your social campaigns. (Robot not required.)
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SOCIAL MEDIA & AI ROUNDUP 

OVERVIEW

Social media marketers may be intrigued by 
new developments like artificial intelligence, 
augmented reality and voice search. But plenty 
worry that they are unprepared to work with 
emerging tech.

Indeed, of the 500 marketing executives worldwide 
surveyed by web presence management and SEO 
company Conductor in November 2017, 34% said they felt 
most unprepared to deal with AI in 2018—the highest rate 
of any technology mentioned. The survey data isn’t limited 
to social but it’s indicative of the broader challenges.

Marketers are likely unprepared for these emerging trends 
because they may not necessarily understand them. In 
this Roundup, you’ll learn more about the obstacles that 
marketers are facing with AI and find ideas about dealing 
with them.

One thing’s for sure, though. Social media marketers 
are being forced to focus on AI and other emerging 
technologies. June 2017 data from NewBase asked 
practitioners worldwide what technologies they were 
prioritizing over the next 12 months, and roughly a third 
(30%) said AI. A year earlier, only 13% said the same.

Kyle Psaty, vice president of marketing for Brand Networks, 
can attest to this, especially for the company’s busy 
media team, making changes day in and day out to 
optimize multiple campaigns across a variety of social 
networking platforms.

“Teams are completely bogged down by what we call 
micromath, which can be really draining and create a lot of 
opportunity for errors,” he tells eMarketer.

In fact, according to a July 2017 survey from Simply 
Measured, data-related challenges ranked high for social 
media marketers. Roughly one-quarter said using social 
data to inform strategy was a major problem, and others 
cited challenges with tracking results, understanding 
performance, and even simply collecting data. 

% of respondents

Primary Marketing Trend for Which Marketing
Executives Worldwide* Feel Most Unprepared in 2018

Artificial intelligence
34%

Virtual/augmented reality
29%

Voice search
23%

New social
networks

11%

Other
3%

Note: *50% of respondents were from the US
Source: Conductor, "500 Marketing Executives Reveal Their 2018 Strategy,"
Dec 12, 2017
234367 www.eMarketer.com

% of respondents

Biggest Challenges Faced by Agency vs. Brand Social
Media Marketers Worldwide, June 2017

Agencies Brands Total

Measuring ROI 61.4% 57.3% 58.7%

Tying social to business goals 35.5% 32.5% 33.6%

Securing budget and resources for social 30.0% 23.7% 25.9%

Using social data to inform strategy 20.8% 26.3% 24.4%

Developing social media strategy 15.7% 29.0% 24.3%

Tracking results in a centralized
dashboard

23.0% 24.4% 23.9%

Understanding performance across
social channels

17.6% 17.6% 17.6%

Aligning strategy across all social
channels

18.5% 16.6% 17.3%

Publishing content 12.7% 16.2% 15.0%

Monitoring competition 16.7% 13.5% 14.6%

Collecting social data 12.2% 12.2% 12.2%

Integrating social tools 9.8% 7.9% 8.6%

Source: Simply Measured, "2017 State of Social Marketing Report," July 12,
2017
228867 www.eMarketer.com



Social Media & AI Roundup   Copyright ©2018 eMarketer, Inc.  All rights reserved. 3

Understanding How AI Works with Social Media

Despite significant hype and at times even 
confusion in the marketplace, AI technologies 
like machine learning, deep learning, natural 
language processing and computer vision are 
starting to show real promise. Agencies and 
other consultants are stepping up to the plate, 
beefing up their technical resources and forging 
technology partnerships in an effort to help 
their clients navigate the dizzying array of AI and 
marketing-tech solutions. 

“There are two new frontiers where AI can help social 
advertisers,” adds Psaty. “The first is in managing the 
massive volume and velocity of data compiling around 
live campaigns, and the second is in bringing in third-party 
measurement data to optimize performance according to 
your preferred source of truth.”

Here, eMarketer shares five ways that social media 
practitioners are using AI systems today.

• Marketing intelligence: AI systems excel at parsing 
and crunching massive volumes of data from disparate 
sources, including data management platforms (DMPs), 
data warehouses, data lakes and other repositories 
of structured and unstructured data. They can take 
information from a variety of inputs, find relationships, 
connect the dots and make predictions in ways that 
are not humanly possible. Marketers are using these 
capabilities to enhance business intelligence, marketing 
research and forecasting accuracy.

• Lead generation and customer acquisition: AI-
powered solutions are proficient at helping marketers 
generate and score sales leads, with the ultimate 
goal of acquiring more customers. Many of these 
systems involve the use of machine learning and 
predictive analytics.

• Marketing optimization: These applications of AI 
technology can help marketers make the optimal media 
buying and content placement choices. Applications 
include programmatic advertising, and campaign 
optimization and measurement.

• Customer experience management: Artificial 
intelligence and a number of related technologies 
are being used to enhance the customer experience 
and help companies better understand and manage 
relationships with their customers. Applications include 
AI-enhanced call center technology, bots and virtual 
digital assistants, smarter search interfaces and 
recommender systems that can help with many different 
types of customer support.

• Content creation and dynamic creative: 
Companies in a variety of industries are turning to 
AI-powered content generators to create on-demand 
advertisements, articles, summaries, promotional 
material, websites and other published content based on 
data inputs and other analytics. These include automated 
writing and image/video production tools that create 
specific content for targeted audiences based on data 
and learning algorithms.

Social media marketers and advertisers are looking beyond 
the hype and mysticism of AI, and seeing its potential for 
both effective campaign management and optimization. 
eMarketer has put together this selection of articles and 
interviews so you too can get a sense of the real reality of 
AI. (Robot not required.)
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Why AI Is Happening Now

It’s still early days for adoption

While computer scientists have been touting 
artificial intelligence (AI) for more than half a 
century, the technology is just starting to reveal 
its potential. In spite of the hype, machine 
learning, deep learning, computer vision and 
natural language processing have quietly become 
entrenched in many people’s daily routines. 

And these innovations have brought with them new 
abilities to automate tasks, analyze data and connect dots.

Without even realizing it, people have become accustomed 
to interacting with AI. “When you use Facebook or Google 
or Apple, you’re using it,” said Karim Sanjabi, executive 
director of cognitive solutions at independent media 
agency Crossmedia. “It’s recommending your picture, 
it’s reading your email and giving you relevant ads back 
against that in Gmail. You probably interact with AI 30 or 40 
times a day and may not know it.” 

Investment and interest in AI remains high, though large-
scale adoption is happening more slowly. Still, many 
companies have ambitious plans for AI systems and are 
looking to them to improve their business operations.

AI technologies—including machine learning, deep 
learning, natural language processing and computer 
vision—are starting to show real promise, despite 
significant hype and confusion in the marketplace.

Listen in! 

Check out an episode of “Behind the Numbers,” 
where eMarketer’s Victoria Petrock discusses how 
companies in various industries are experimenting 
with artificial intelligence.

% of respondents

Benefits of Implementing Artificial Intelligence (AI)
According to Senior Executives Worldwide, June 2017

Bringing new insights and better data analysis
79%

Making our organization more creative
74%

Helping our organization make better management decisions
71%

Note: n=933 from companies that are already implementing AI
Source: Capgemini, "Turning AI into concrete value: the successful
implementers' toolkit," Sep 8, 2017
230900 www.eMarketer.com

https://soundcloud.com/behind-the-numbers/how-far-have-marketers-taken-artificial-intelligence
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Most Marketers Say They Understand AI, but the Details Are Hazy 

Very few consider themselves experts

Artificial intelligence has been invoked by 
everyone from Elon Musk, who warns the 
technology could spell the end of humanity, to 
labor analysts, who caution it could bring an end 
to most jobs. But what, exactly, does the phrase 
mean to marketers?

AI firm GumGum polled marketing and advertising 
executives in North America in June 2017 to take 
their temperature on how the technology was being 
incorporated into their efforts. GumGum’s survey used 
an admittedly broad definition of AI, one that included 
programmatic advertising.

Nonetheless, the firm reported that 61% of respondents 
were either generally aware of AI or had an understanding 
of its potential applications. But only 3% considered 
themselves experts in the area.

The survey also found that chatbots had the deepest level 
of adoption among those polled. Some 27% of respondents 
said their companies used the conversation programs “a 
lot,” while 28% used them “a little,” with the remainder not 
using them at all.

Marketing and advertising executives also said their 
companies had dipped their toes into both automated 
personalized content, used “a little” by 62% of respondents, 
and predictive analytics, used “a little” by 60%. But fewer 
respondents were using either of those technologies with 
the same high-level frequency as chatbots.

Advertisers and marketers are understandably focused 
on aspects of AI more closely related to carrying out 
campaigns. GumGum’s poll found that 58% of respondents 
said their companies expect to deploy automated 
personalized content in 2018, while 52% planned to do the 
same with predictive analytics.

In theory, AI might have a stronger appeal among groups 
like retailers, who can find more practical applications for 
it. Chatbots, for example, could be used as a customer 
relationship management (CRM) tool to provide a range of 

services, such as giving consumers product information 
during the research phase or helping to resolve problems 
after a sale has been made.

But there’s data to suggest that many decision-makers 
in retail don’t think AI technology is developed enough 
for widespread deployment. A Linc survey of US retail 
executives from May 2017 found that only 7.7% of 
respondents said AI plays a regular role in their customer 
service efforts. 

A variety of reasons were given in the Linc survey for 
why uptake of AI remained slow. More than a third said 
AI conversational interfaces, such as chatbots and voice 
assistants, were not yet sophisticated enough to serve their 
needs. Some said they lacked the technological resources 
to support AI, while others felt consumers were not yet 
ready to adopt such services.

% of respondents

Usage of Select Marketing Technologies at Their
Company According to Advertising and Marketing
Executives in North America, June 2017

Chatbots
27% 28% 45%

Predictive analytics
17% 60% 23%

Autopersonalized content
15% 62% 23%

A lot A little Not at all

Source: GumGum, "Level Up: How AI Will Change Every Job in Media," Sep
14, 2017
230747 www.eMarketer.com
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Will Consumers Rebel at Idea of AI-Created Ads?

Early signs of indifference

A Q3 2017 survey looking at how people feel 
about artificial intelligence found that most 
consumers don’t care whether a brand uses AI to 
create ads. 

The study from digital marketing company Syzygy, which 
surveyed 6,000 internet users in Germany, the UK and 
the US, found that 71.1% of respondents were indifferent 
about brands using AI-created ads. Just 6.7% had a positive 
attitude, while nearly a quarter (22.3%) felt negatively 
about it. 

Out of the three regions surveyed, internet users in 
Germany were more likely to have a negative outlook 
toward brands using AI-created ads, while those in the US 
were more likely to have a positive viewpoint. 

Meanwhile, and unsurprisingly, millennials were more likely 
to have a positive attitude about brands using AI to create 
ads compared with their older counterparts. 

When asked how they felt if a brand was using AI 
technology to personalize offers and recommendations for 
them, many consumers, again, felt indifferent. 

Roughly two-thirds of respondents said they felt that way, 
while 7.7% had more of a positive attitude. Meanwhile, over 
a quarter (25.9%) viewed that approach negatively. 

The respondents expressed a variety of emotions about 
AI in general. About 45% described themselves as 
“interested,” and 25% called themselves “optimistic.” But 
negative responses like “concerned,” “suspicious” and 
“skeptical” were widespread. Overall, the general attitude 
toward AI shaded toward the negative, the study found.

% of respondents in each group

Primary Attitude Toward Brands that Use Ads Created
by Artificial Intelligence (AI) Among Internet Users in
Germany, the UK and the US, by Age, Q3 2017

18-35 36-52 53-65

US

More positive 14.9% 6.0% 1.7%

No difference 65.2% 71.9% 79.2%

More negative 19.9% 22.1% 19.1%

UK

More positive 12.1% 3.6% 2.9%

No difference 73.0% 78.5% 78.0%

More negative 14.9% 17.9% 19.2%

Germany

More positive 10.1% 5.2% 4.8%

No difference 58.6% 67.4% 65.5%

More negative 31.3% 27.4% 29.7%

Total

More positive 12.5% 4.9% 3.1%

No difference 65.8% 72.5% 74.4%

More negative 21.8% 22.5% 22.5%

Note: numbers may not add up to 100% due to rounding
Source: Syzygy, "Sex, lies and A.I.," Oct 9, 2017
231375 www.eMarketer.com



A CLOSER LOOK: Use AI for Marketing Optimization in Social

This post was contributed and sponsored by Brand Networks.

Artificial intelligence (AI) may be an untested 
tool in your marketing arsenal, but it’s already 
deeply ingrained in the environments where 
your marketing dollars are spent. 

It’s time to advance from marketing in ecosystems where 
AI determines the way advertising dollars go to work. 
Today’s marketers must begin to leverage AI-powered tools 
to enable their teams to work better, faster, and smarter in 
those ecosystems.

If your brand is running paid media on Facebook, Instagram, 
Twitter, Pinterest, or Snapchat, or delivering ads via real-time 
bidding in a DSP, then AI is already dictating the way your ad 
dollars go to work for your brand. This has been, historically, 
an overwhelmingly positive evolution for marketers. 

AI is Already Helping Your Brand in Social

According to eMarketer research published in September, 
2017, programmatic ad spending in channels like those 
mentioned above will top $39 billion in 2018. With that many 
ad dollars flowing, algorithmic systems and machine learning 
will help advertisers deliver trillions of impressions in 2018, 
with many of them matching the proverbial right message to 
the right consumer at the right time. 

The auction-based ecosystems powering advertising in 
the social platforms make programmatic ad serving widely 
available, helping brands reach users more likely to engage 
with their products. Even better, these AI-powered auctions 
can help your brand reach people more likely to complete 
the action that matters most to your business. For example, 
Facebook and others can rank order consumers in your 
target audience and show your ads to people more likely to 
take the action you care about. 

While this kind of AI-based optimization is part and parcel 
to the social advertising experience, the burden felt by 
advertising teams spending large budgets and delivering at-
scale campaigns is still massive. 

Let AI Help Your Advertising Team in Social 

Today’s top social advertising teams work day and night, 
making minor, repetitive changes to their live campaigns 
to maximize performance. They manage hundreds or even 
thousands of manual calculations and edits over the course 
of a large campaign, walking a high wire between achieving 

optimal performance and accidentally delivering millions 
of dollars’ worth of media to the wrong audience with the 
wrong message at the wrong time. 

Paid social advertising teams spend their days in AI-enabled 
ecosystems; these people deserve AI-enabled tools. 

While philosophers and futurists warn that AI could render 
the human race obsolete in the long term, marketers have 
much to gain from partnering with AI in the near term. 
Instead of viewing AI as competitive, marketers would do 
well to view AI-powered technologies as a new category of 
tools in the marketing arsenal. 

This new category of tools isn’t theoretical or experimental. 
Teams are already leveraging specialized AI-enabled 
technologies to combat advertising complexity and drive 
incremental performance from both their teams and the 
campaigns those teams operate. 

Iris by Brand Networks, the first social advertising toolset 
with an AI engine at its core, features cross-channel social 
advertising workflows that put AI to work for paid social 
teams. Typical social advertising analysts and media buyers 
save eight hours per week thanks to the assistive AI inside 
Iris by Brand Networks. 

Now that’s working better, faster, and smarter with AI. 

—Kyle Psaty, VP Marketing for Brand Networks.
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US, 2015-2019
Programmatic Ad Spending

Source: eMarketer, September 2017

www.eMarketer.com

% of total digital display ad spendingbillions

2015 2016 2017 2018 2019

$17.50

$25.48

$32.56

$39.10

$45.72

65.0%

73.0%

78.0%

81.5%
83.6%

https://hubs.ly/H09XkCF0
https://hubs.ly/H09XkCF0
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AI Can’t Devise Your Creative, but It Can Do the What, Where and When

Allen Nance

Global CMO

Emarsys

The job of managing the amount of data 
available to marketers has become too big for 
humans alone to handle. If marketers haven’t 
yet handed off some data management tasks 
to machines, they undoubtedly will soon. Allen 
Nance, global CMO at marketing automation firm 
Emarsys, spoke with eMarketer’s Sean Creamer 
about what artificial intelligence (AI) does best, 
while leaving human marketers to refocus on 
connecting with consumers.

eMarketer: Big data is immensely valuable to marketers, 
but it’s not easy for humans to scale. Why is AI the answer?

Allen Nance: Every CMO I speak with knows that human-
driven personalization doesn’t scale. The human brain 
can no longer siphon through all the data and execute 
campaigns in real time to drive personalization at scale. 
We’ve simply moved beyond the human capacity.

eMarketer: What tasks done by humans are streamlined 
through marketing AI?

Nance: Data management. Marketers should no longer 
be importing and exporting data, building segments or 
dragging and dropping.

“The concept of dragging and dropping is a 
series of guesses that aren’t likely in real 
time or personalized to the consumer.”

eMarketer: Does that mean that drag-and-drop 
campaigns done by marketers themselves are dead?

Nance: The concept of dragging and dropping is a series of 
guesses that aren’t likely in real time or personalized to the 
consumer. It doesn’t mean the marketer isn’t working hard, 
but they should no longer have to say, “I’m going to send 

an email to customers and if they don’t open it in seven 
days, I’m going to send a text message.”

eMarketer: What are the machine’s strengths in 
this process?

Nance: The machine is not only better suited to decide 
the timing of specific messaging in real time and at scale, 
it is also better suited to decide what channel to message 
consumers on. The machine potentially knows which 
channel consumers are interacting with and can deliver 
a message to them in real time—no human, no build-a-
campaign, no drag and drop.

eMarketer: Are we close to a time when the machine can 
take over other human tasks, like development of creative?

Nance: We are years away from the machine beating the 
human marketer at strategy and content development. 
The machine doesn’t create content, but it can personalize 
the content better than the human can in real time, and 
at scale.

“The machine doesn’t create content, but 
the machine can personalize the content 
better than the human can in real time, and 
at scale.”

eMarketer: What’s an example of marketing AI being 
applied today in the real world?

Nance: The ecommerce space is tailor-made for data 
science, machine learning and AI because consumers 
have profiles, personas and repeat purchases. We’ve all 
gone to a website and seen products change based on our 
behavior or previous purchases. Ecommerce is the best 
use case today because data is so readily accessible.

eMarketer: What’s the ideal outcome of marketers 
relinquishing data management to AI?

Nance: Instead of marketers spending 80% of their time 
on data, segmenting, dragging and dropping, etc., they can 
spend that time on strategy, content and creative.
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Programmatic Advertising Is Ripe with Opportunity, Toyota Says

Eunice Kim

Media Planner

Toyota North America

Programmatic advertising isn’t the shot in the dark 
it once was—thanks to sophisticated targeting 
opportunities, it’s now a staple tactic for many 
advertisers. But the space continues to evolve. 
Eunice Kim, media planner at Toyota North 
America, spoke with eMarketer’s Sean Creamer 
about how changes in programmatic advertising 
are creating new opportunities for brands.

eMarketer: What changes in the programmatic space 
have impacted Toyota the most?

Eunice Kim: We’re seeing a couple of changes to 
programmatic advertising that are impacting us. The first 
is the continuously evolving landscape of data targeting. 
There are more measurement points, targeting capabilities 
and data signals available to advertisers now than ever 
before, which is great for the industry.

Another change impacting our brand is dynamic creative 
opportunities. Along with developments in data and 
targeting, dynamic creative capabilities have become 
sophisticated. That means we can now tailor our 
messaging based on who we’re speaking to and bring 
more personalized content to users at the right time. 
This capability ties back to people-based marketing—
though that term is still more buzzword than reality, we’re 
increasingly employing people-based strategies.

eMarketer: What challenges still remain in the 
programmatic space?

Kim: Marketers would like to see some continued 
improvements in viewability and ad fraud, both of which 
are holding the industry back. More competition would also 
be helpful, because there’s currently a big gap between the 
major players and everyone else. In general, satisfaction 
with partners like Facebook and Google is high, but the lack 
of competition is still problematic.

“Marketers would like to see some 
continued improvements in viewability 
and ad fraud, both of which are holding the 
industry back.”

eMarketer: What marketing trends are you keeping 
an eye on? Do you anticipate any major changes in the 
coming months?

Kim: One area of interest for us is emotion-based 
targeting, where we target consumers based on what we 
know about their personality traits or their emotional state. 
We’re also thinking about artificial intelligence [AI] from a 
targeting standpoint. We’ve already tested the waters with 
AI by partnering with IBM Watson to power ad units that 
could carry a conversation with a consumer about one of 
our models, the Prius Prime.

eMarketer: What about in the programmatic space 
specifically? What trends do you anticipate will affect 
buyers in the next 12 to 24 months?

Kim: I expect to see publishers continue to open up their 
inventory to programmatic. There’s a lot of eagerness, 
which is great for brands. Programmatic advertising 
perfectly aligns with our research-driven, data-informed 
approach to marketing. The space is ripe with rich 
customer opportunities right now, so we look forward to 
continuing to test the waters.
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For Intel, Social Media Is a Content Distribution Machine

Alyson Griffin

Vice President, Global Marketing

Intel Corp.

In the B2B space, social media marketing is 
largely about building clout through content 
marketing. Alyson Griffin, vice president of global 
marketing at Intel Corp., spoke with eMarketer’s 
Maria Minsker about why social content is crucial 
not only for driving clicks, but also for positioning 
the technology company as a go-to source in 
emerging fields like artificial intelligence and 
virtual reality.

eMarketer: How does Intel leverage social media to reach 
its B2B customers?

Alyson Griffin: We want to meet our audiences where 
they are, with the right content. Whether they are in a 
leaned-in mindset and actively looking for content, or 
they’re in a more leaned-back mindset, we want to make 
valuable content easily accessible and discoverable to 
our audiences.

We also want to meet them with the right content 
wherever they sit within the buying decision committee, 
whether they are a technology decision-maker, senior 
business decision-maker or line-of-business influencer.

Finally, we want to meet them where they are in their 
buying journey, with content they will find valuable at 
[that stage].

eMarketer: How is paid social media advertising 
integrated with organic marketing tactics at Intel?

Griffin: We rarely run [traditional display] ads on social 
media, because we find people just don’t engage with 
them in the social feed. We consider paid social posts to 
be a method to reach the right audience with the right 
content. Whether it’s paid or organic, it has to be good 
content that’s built specifically for the platform, or people 
will tune out.

Organic [social] marketing still serves a purpose for us, but 
it has changed. We look at it as a way to test what people 
are engaging with, and help us determine where we should 
be investing with paid social.

“Companies can’t be complacent because 
[social] platforms are constantly 
changing, and the way people use them is 
constantly changing.”

eMarketer: What social networks are you most 
focused on?

Griffin: We use a variety of channels including LinkedIn, 
Facebook and Twitter. With social, companies can’t 
be complacent because the platforms are constantly 
changing, and the way people use them is constantly 
changing. We’re always evaluating and testing. We look at 
our audiences and determine where they spend their time 
and how they use the networks. We build our strategies 
[around] that.

eMarketer: What are your goals for social 
media marketing?

Griffin: All of our social media activity ladders up to 
business objectives. From a business standpoint, we want 
people to open their minds about what Intel is, beyond just 
thinking of us as a chipmaker. We understand that business 
is now moving at an incredible pace, and our customers 
are thinking about how things like cloud, 5G, artificial 
intelligence, virtual reality and autonomous vehicles will 
disrupt and transform industries. That’s why we need to 
have conversations on social that give our customers 
confidence that we have what they need to stay ahead of 
the next wave.

We also know our customers have business challenges 
they need to solve today that may not be as buzzworthy 
as something like autonomous vehicles, but are critical to 
their business. We need to make sure we’re having those 
conversations as well.
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“We need to provide something of value in 
the [social] feed, even if someone doesn’t 
click through to our owned properties.”

eMarketer: How do you measure success?

Griffin: To determine whether we’re moving the needle, 
we look at a mix of attitudinal and behavioral metrics.

eMarketer: As a distribution channel for content, how do 
you harness social networks to reach your audience? What 
type of content works best?

Griffin: Social media is an important channel for content 
distribution. Through our analysis of conversion attribution 
data on our owned properties, we know that social is an 
important part of the mix and can be a strong traffic driver. 
With that said, we understand people often don’t want to 
leave the social feed. We need to provide something of 
value in the feed, even if someone doesn’t click through 
to our owned properties. If it’s valuable and interesting, 
they will consume it in the feed and share it with their own 
networks. That’s a win.

The types of content that perform best vary a lot by social 
platform, but video has been a winner for us across 
multiple platforms.
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