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There are over three billion users on the top four messaging apps 
alone. For comparison, that’s more than the top four social networks. 
As more and more time is spent on messaging platforms like 
Facebook Messenger and WhatsApp, it’s essential that brands find a 
way to authentically, and personally, engage in 1:1 conversations to 
encourage a purchase, deepen loyalty, drive a referral or motivate 
other desired behaviors.

Messaging provides brands with an opportunity to connect on a 
much deeper level than ever before. For consumers, it’s not just 
going to be about sending a message for an offer or to find a store 
(although this will happen), but they will start to turn to brands for 
advice, inspiration and entertainment, similarly to how they do with 
their friends today. To play authentically in the messaging world, 
brands must use prediction in order to better personalize every 
message sent. Messaging is the most personal channel brands have 
ever been invited into, and therefore, each interaction must be highly 
tailored and relevant to a person – at that moment.

Messaging can’t be treated as an email outpost or push alert 
equivalent for mass marketing but as a channel to provide highly 
relevant, VIP experiences. In messaging, customers expect on-
demand support for their questions and needs but also welcome 
entertaining, relevant or helpful content and experiences. As more 
of the customer journey is enabled through messaging – from 
discovery to purchases and support to retargeting -- marketers must 
leverage machine learning to discover the winning combinations of 
who and to target when. The message type and how quick a brand 
can react in real time will also be essential to preserving customers, 
revenue and relevance.

Introduction
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• As consumers invite brands into their personal lives on messaging apps, the savviest marketers will leverage 
deep learning to understand how to engage with the right person, at the right time and with the right message.

• Machine learning allows marketers to preemptively intervene to drive a desired behavior, such as completing 
a purchase, re-engaging or becoming a brand advocate.

• Prediction will never be 100 percent accurate — there is no golden rule or formula to follow. Machines learn 
and improve outcomes over time by testing and refining different learning models. 

• All data is related: an individual’s social behavior, purchase history, geography, profession and more all factor 
into the sophisticated algorithms to predict future behavior.

Key Takeaways



By leveraging data-based statistical models, deep 
learning empowers marketers to preemptively 
intervene in a customer’s life, surprising and 
delighting them with the right experience or 
message to drive a desired action. Machine 
learning allows marketers to automatically 
anticipate customer behavior in real time to 
determine, and trigger, the best course of action. 
To mitigate shopping cart abandonment, do you 
intervene with a deal like free shipping or 10% 
off? To encourage repeat purchases, does a CPG 
brand send a preemptive “You may be running 
low” message?

What does your customer want or need right 
now? What will they want or need one hour 
from now? One week from now? Machine 
learning empowers marketers to forecast with 
high precision what information, advice, offers, 
functionality or recommendations will resonate 
with a specific individual – and exactly when and 
how they should communicate to drive their 
customers to take a desired action.

As conversational commerce plays a greater 
role in the customer journey, brands must shift 
from being reactive on mobile, to proactive on 
messaging. The old way of doing things looks 
something like this: A customer opens a mobile 
Web page and adds three sweaters to her cart, 
but after viewing the total cost, she leaves without 
completing the purchase, and the retailer is out 
of a sale. Deep learning on messaging allows for 
this: The same customer is messaging a brand 
to find a sweater. She receives personalized 
recommendations and is proactively offered a 
“Buy two, get one 40% off” coupon within the 
chat because the retailer is able to anticipate 
that she is likely to abandon based on her tone 
and response. With the offer, she is prompted to 
follow through on her purchase.

The Power of Prediction

4



By embracing data-driven decision making, 
marketers can better allocate resources, 
implement only the most successful campaigns 
and optimize every conversation. Marketing 
backed by machine learning is much more 
effective at delivering against goals, ultimately 
providing a higher return on marketing 
investments.

The impact of deep learning on marketing via 
conversational interfaces is broad, including the 
ability to help marketers understand things like:

Who’s worth courting

By harnessing machine learning, brands can 
understand which customers are worth pursuing 
and “courting” with incentives and who will not pay 
off in the long run in terms of sales, engagement, 
brand advocacy or referrals. For example, a young 
mother who does not have a high propensity to 
buy and thus has a low lifetime value is not worth 
incentivized offers. On the other hand, a mommy 
blogger who has a following of 100,000 on Twitter 
and 50,000 unique visitors a month on her Mom 
Advice blog would be worth a diaper brand giving 
her specialized attention and offers.

When, Where and How to Intervene and  
With What

Who will buy and/or will not buy even with 
contact, an offer or a deal? Who can be 
persuaded to buy with an incentive? By analyzing 
customer profiles and past conversations, 

marketers won’t “waste” incentive offers and 
coupons on those customers who will not be 
swayed either way or those who will have no 
brand loyalty. Marketers can then better allocate 
resources to target specific customers and with 
the most compelling message to result in the 
most profitable relationship. By understanding 
what an individual’s propensity to buy now and 
in the future is, marketers can offer the right 
product, with right message and the right value of 
an incentive.

Marketers will understand which messages will 
resonate with specific customers. What will deliver 
the results I am looking for? Will an individual be 
more persuaded by “buy one get one free” or 
“25% off”?

On its most basic level, deep learning also 
suggests the optimal time, day of the week and 
contextual triggers to use to send messages. For 
instance, should a food brand send a recipe idea 
to working mothers Tuesday at lunchtime or at 
4pm when the night’s meal may be top-of-mind? 

How to manage churn/attrition effectively

By predicting who is at risk of terminating a 
conversation, marketers can intervene with an 
offer or really interesting piece of content to 
boost loyalty and encourage that customer to 
continue to engage. Predictive modeling can 
also differentiate between which defecting 
customers may not be worth incentives versus 
which customers have a potential lifetime value 

The Impact of Deep Learning  
on Marketing
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that outweighs the costs of retention efforts. 
Marketers can also understand who is going to 
leave anyway, with or without incentives, so they 
can redirect the resources to more persuadable 
customers.

What to recommend, when to cross-sell and 
with what recommendation?

Whether you are a retailer like Amazon that 
recommends related products, an airline 
recommending restaurants in destination cities or 
social networks recommending who to follow and 
connect to, making powerful recommendations 
can increase loyalty to your brand, drive 
engagement and have great revenue returns. We 
have all experienced recommended TV shows and 
movies on Netflix, a company that has invested 
millions in predictive technologies. By suggesting 
highly relevant products or content, the user 
experience is heightened.

On messaging in particular, consumers 
don’t want a lot of irrelevant suggestions or 
recommendations. The channel will start to 
feel like a spam inbox instead of an intimate 
conversation and consumers will promptly 
opt out. Using machine learning to tailor every 
product recommended will be mission crucial to a 
successful messaging campaign.

How to coerce abandoners

Machine learning can automatically flag 
consumers showing behaviors that mirror 
those who have abandoned a conversation in 
the past, allowing marketers to intervene to 
divert abandonment. For example, an airline 
could recognize the tone or language used by 
a customer who has received flight options, but 
hasn’t yet booked. By flagging that a customer 
is likely to leave without following through on 
a purchase, an offer can be triggered for a 
free upgrade to First Class or priority seating; 
persuading the customer to complete his or her 
booking.

What is a customer’s propensity to engage?

Are certain customer segments more receptive 
to marketing messages, promotions or contests? 
When marketers can slice and dice their 
customers based on how likely they are to engage 
on specific types of messages, they can eliminate 
pinging people who would become annoyed.

The Impact of Deep Learning on Marketing cont.



Marketers have innumerable data streams at their 
disposal. For machine learning to be as accurate 
as possible, marketers need to pull in information 
from multiple sources to generate the most 
robust picture of consumers. Data needed for 
prediction falls into four primary categories: 

First-Party Data

What do you definitively know about your 
customers? First-party data can help paint a great 
picture of who your customer is and it is collected 
in three buckets:

• Direct Questions: What your customers 
have told you about themselves, such as basic 
demographics, geography or deal preferences.

• Explicit Intent: What your customer has explicitly 
asked about, shared or purchased. What other 
data can you pull from existing Customer 
Relationship Management (CRM) systems?

• Implicit Intent: What broader topics does your 
customer ask you about? How much back-
and-forth happens with each interaction? How 
frequently does she interact with your brand?

Second-Party Data

Second-party data comes through partners that 
you integrate with including  re-sellers or social 
networks where your customers talk about 
you. If your customers opt in and allow you to 
access their calendars or passbook, your ability 

to anticipate their intent at any given moment is 
magnified significantly.

Third-Party Data

The third type of data that plays into deep 
learning typically has nothing to do with your core 
system, such as census data or credit reports. 
This more macro data helps you to add another 
layer of complexity to your customer profiles, 
broadening your view to include larger trends and 
economic conditions that could affect consumer’s 
behavior, tastes and preferences.

Contextual Data

What would your customer be interested in 
based on upcoming occasions or holidays? Would 
they appreciate a certain experience based on 
the current weather or season? Accounting for 
contextual data like holidays and pasttimes, 
and weather and seasons, helps brands to 
anticipate how a person would react to certain 
conversations.

Furthermore, a brand can predict the experience 
a person may want based on the device in which 
they are sending a message and the time of 
engagement. If I am using a mobile phone in the 
afternoon asking for an offer or recommendation, 
the brand could anticipate I am in a store and 
provide the information as fast as possible. If I 
message the brand during the evening from my 
tablet or desktop, the brand can assume I have 
more time and would be open to cross-selling 
and other engagement.

Making Sense of the  
Sea of Data
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Marketers have numerous goals at any given time. 
You may need to increase sales and improve 
customer satisfaction if you are a retailer. If you 
are a travel and hospitality brand, you may need 
to increase bookings and ancillary purchases, 
or encourage purchases through your own 
digital offerings over a third-party curator. Media 
brands need to increase reader engagement with 
editorial content.

The enterprise data mining and analyzing tools 
create statistical equations that include many 
factors or variables that predict how likely 
action or inaction is for certain customers and 
against certain objectives. The more in depth 
and complicated your models are — bringing 
in multiple variables like social, geography, 
profile and other real-time influences — the 
more sophisticated and accurate your machine 
learning will be. Through testing, refining and 
more testing over time, the computer’s statistical 
modeling will determine the right weight certain 
variables should have over others. For instance, is 
a customer’s hometown two times more likely to 
influence her behavior than her gender?

The back-end system analyzes each outcome 
to increase the probability of becoming more 
accurate at predicting behavior over time. It’s 
important to understand that there is not a 
standard formula that can be applied across 
brands or even industries. Your team needs to 
identify all of the interaction variations, and what 
sequence of events leads to certain action  
or inaction.

Deep learning requires multiple disciplines 
working together. It needs to live in the marketing 
department, but it requires collaboration from 
a data scientist. Data scientists cannot work in 
the dark; they should understand the specific 
objectives you are tracking for (attrition, spend, 
etc.) so they can uncover new variables or 
predictors that have an impact on outcomes.

Integrating Machine Learning 
Into Your Organization
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Messaging is set to disrupt the consumer-brand relationship, with 
consumers able to request support on-demand and giving brands the 
ability to engage in 1:1 natural conversation. As messaging platforms 
continue to evolve and introduce new tools to enable the entire 
customer journey – be it transactions or order tracking – messaging will 
become an increasingly critical channel for consumer interaction.

To successfully leverage messaging as an engagement channel, brands 
must use deep learning to tailor every message sent to ensure it’s 
appropriate and personalized to the individual and their current context. 
There is not a three-strikes-and-you’re- out mindset on messaging. As 
soon as a consumer perceives a brand as being irrelevant and sending 
messages unrelated to their needs, a consumer will opt-out.

Marketers need to start building, testing and refining the deep learning 
models that are meaningful for their business. There is no golden rule 
or formula to follow. It takes time to determine the best model for your 
company. It’s never going to be 100 percent accurate, but the more your 
back-end computer system learns from each situation and refines the 
predictive modeling, the higher percentage accuracy you will have.

Take advantage of the single-most important interactive channel today. 
To learn more about msg.ai’s platform, please reach out to sales@msg.ai 
or visit http://msg.ai.
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