
Technology Can Help create a Connected Customer Experience

WOW!!! Marketing is getting more complex for the small business CEO.  In my last 
column, I suggested that “cognitive technologies change the way businesses engage with
customers”.  I am going to respond to some emails that I got regarding that topic.  One 
said, “can you give me an example?”  OK, I will give you one that will make you say 
“huh!”

Business CEOs must embrace cognitive commerce capabilities as well as new strategies 
and tactics that allow them to see patterns and make unlikely connections — 
connections beyond human imagination — and create serendipitous moments for 
customers.  Here’s an example of how we can make better recommendations based on 
personality, needs, values and emotions. Imagine that you’re traveling for business. Your
airline misplaces your luggage and you’re stuck in a foreign city with no business 
clothes to wear to your meeting, which is only two hours away. So you post a message 
on your social profile asking your network for recommendations on where to purchase a 
suit. Meanwhile, a cognitive agent sees your plea for help and jumps into action. It 
automatically empathizes with you, sends an amenity package to you (free of charge!) 
and offers recommendations on where to go shopping for a specific outfit based on your 
personality traits, as well as needs and values.

This is the power of cognitive commerce. It can fuel a company’s transition from 
delivering customer service to servicing its customers. But the challenge is that people’s 
feelings, preferences and attitudes can change with the click of a mouse or a tick of the 
clock. 

Maria Winans, CMO, IBM Commerce and Social Division sums it up this way, “With 
cognitive technology it’s possible to create unbreakable bonds with customers, 
understanding them in the moment and responding immediately with relevant, personal 
engagement by:

Ø Understanding what individuals really want, maybe even before they know it

Ø Identifying the perfect moment

Ø Layering in nuances of tone, sentiment, emotional state, environmental conditions 
and personal relationships for deeper human engagement.”

 

As customer expectations have increased so has the complexity of the business 
environment — more channels, more devices, more solutions and more data. In some 



companies, marketers work within more than 30 different systems. For businesses to 
react to customers in the moment, it’s critical to have the ability to easily connect data 
stored in those solutions — and across all channels — for a single, complete view of 
customer data.

For instance, you might take what a customer is doing in Facebook and act on that data 
in another application, such as a paid advertising channel.

Winans continues, “The requirement to deliver a connected customer experience is 
calling on leaders and practitioners to increase their mastery in 2016, blending art and 
science to expand the boundaries of what is possible. Cognitive capabilities uncover new
insights, reveal patterns and make unlikely connections beyond human perception.”

Access to an endless universe of information unlocks equally endless possibilities. 
That’s the power available to help leaders humanize transactions with a smile and a 
handshake, online or in-store, and engineer “moments of serendipity” for customers, 
those “you read my mind” moments that create unbreakable bonds and brand advocacy.
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