
Unleash the power in  
your CRM with AI
CRM is a complicated, time-consuming job that seemingly never 
ends. But help is on its way for those who prefer to spend their time 
working on creative, strategic issues rather than on mechanically 
repetitive tasks. It comes in the form of artificial intelligence, or AI.
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AI is revolutionizing CRM

AI has already started changing how our world works, from 
autonomous cars to social media and smart assistants. As 
a sales manager, CRM manager, or marketing manager, it 
won’t be long before you see changes in your workplace 
as well. This opinion is shared by: Martin Dicksved, Senior 
Analyst and Marketing Automation Specialist at Friends & 
Insights; Mattias Andersson, Partner at Friends & Insights; 
Andrew Ng, professor at Stanford University; and  
Anne Buchwald Pedersen, Senior CRM Manager at  
DR Koncerthuset. 

With their help, we’ll present four ways that AI will  
revolutionize CRM and help you overcome your biggest 
challenges.
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When many people hear “artificial intelligence” what still immediately comes 
to mind is Hollywood films with smart robots that make humans’ lives easier but 
soon develop their own conscience and turn on their creators. Although CRM 
might not be the most action-packed theme, Martin believes that this is the in-

dustry where AI will make its biggest breakthrough first. 
AI is, or will be, particularly useful in CRM, as there’s so 
much to gain from automated decision-making.

“AI will make its foray into most companies quicker 
than many people think,” says Martin. “Many of the 
conditions are already in place. All CRM departments, 
regardless of the company’s size, work with data and 
accumulate vast amounts of information about their 
customers and their behaviors. The CRM department is 
usually the one painting a picture of the customer, with 
information about every aspect of the customer lifecycle 
and a 360-degree view of the customer.”

Even Andrew Ng, a professor at Stanford University and 
an AI pioneer at companies such as Google, mentions 
in a lecture how CRM is an area with huge potential for 
automation, such as through algorithms that go through 

directories to filter the leads with the greatest potential. 
“Something I've been working with is AI that receives loan applications and 

measures the likelihood of the loan being repaid by the applicants. This has prov-
en to be a sound strategy for deciding whether or not to approve an application,” 
says Andrew.

Assessing some of these individual factors isn’t very complicated in itself. It 
might only take a second for a human to make the decision. But when a database 
has hundreds of thousands of existing or potential customers, we can see the 
clear value of AI making all these assessments automatically. 

Andrew’s rule of thumb is that anything a human brain can do in a second can 

The CRM department 
– the natural home of AI
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“AI movies are rarely – dare I say never – about marketing and customer communi-
cation. Even more rarely is the hero a CRM analyst,” says Martin Dicksved, Senior 
Analyst and Marketing Automation Specialist at Friends & Insights. “But this is the 
industry where AI will make its biggest breakthrough first.”
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Martin Dicksved, 
Friends & Insights.
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be automated today, or at least in the very near future. And when there are pro-
cesses that consist solely of making repetitive split-second decisions, AI can free 
up valuable time for us people.

“CRM departments in particular won’t be averse to the potential changes to 
companies’ technical procedures that AI can bring about,” says Martin Dicksved. 
People who work with CRM are already minded to embrace AI – they’re used to 
performing an activity, following it up, evaluating it, and then injecting new insights 
into their next activity. During this cycle, AI   algorithms will be able to offer amaz-
ing support by capturing with pinpoint accuracy the details a person can easily 
miss, and by automating some repetitive processes.

“The home of AI is CRM. And it must be welcomed with open arms. As yet, no 
one has died from some relevant retargeting or a well-formulated e-mail landing in 
their inbox at the right time with the right message,” says Martin Dicksved.

Or, as Andrew Ng says: “AI is about so much more than evil killer robots.”

Andrew NG,  
professor at  
Stanford University. 

“ Anything a human 
brain can do in a 
second can already 
be automated.”
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One of the most obvious benefits of AI is that it can put the pieces of a puzzle 
together and identify patterns on a completely different scale than the human 
brain can. Anne Buchwald Pedersen, Senior CRM Manager at DR Koncerthuset 
(a Danish concert hall), has spent the past decade implementing CRM in large 

organizations. With her focus on AI, she feels that its 
potential is yet to be fully unlocked, but that we don’t 
have much longer to wait. Once this potential is un-
locked, Anne believes that AI will be a game changer in 
terms of how we think about and work with CRM.

But how well you get to know your customers is irrel-
evant if you then just forget them.

“Who is the customer? This is an important philo-
sophical question worth considering. It’s also an area 
where AI will be able to support companies in the way 
they work with customer communication. It’s important 
to keep track of who the customer is,” says Mattias 
Andersson, Partner at Friends & Insights.

One problem is that it’s easy to recognize individual 
devices, such as to register if someone is visiting a site 
on a computer who has visited that site previously. But 
customers aren’t devices. They’re not laptops, tablets, 

or smartphones. They’re people – who use a variety of gadgets, platforms, and 
approaches to interact with companies. Cookies and always-logged-in modes are 
steps in the right direction, but it’s AI that will fill in the big gaps that still remain in 
what we know.

“Customers expect companies to keep up when they switch from the app on 
their smartphone to the web browser on their computer, or when they go from 
calling customer service to making their purchase at a store. Often, the customer 
is completely anonymous and uses a device that has never been used before. An 
AI   engine that can learn customer behavior and figure out who the customer is 
will enable better customer service and a better customer experience.” 

Platform-independent 
customer knowledge
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Today it’s easy to recognize individual devices, such as to register if some-
one is visiting your site on a computer who has visited your site previously. 
But customers aren’t devices. They’re not laptops, tablets, or smartphones. 
They’re people – who use a variety of gadgets, platforms, and approaches 
to interact with companies. 

Mattias Andersson, 
Friends & Insights.
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“Consumers are receiving more and more advertising messages across all 
digital platforms. If companies want to be noticed and stand out in this maze of 
communication, they must be as relevant as possible. I think AI will be a key suc-
cess factor in targeting the right consumers with the right products,” says Anne 
Buchwald Pedersen.

Anne believes that current CRM managers are tied up with many manual 
processes that involve segmenting customers and 
determining which offer each segment will receive, as 
well as in which channel.

“Going forward I think we’ll stop talking about 
segments and start talking about customers. This 
approach is impossible with AI or ‘datamining’.”

For maximum precision, Martin Dicksved cites 
the ability to update recommendations and offers in 
real time. Once you’ve figured out who the customer 
is, then you have to give them a relevant offer, such 
as a new recommended product bought by similar 
customers or information about existing products. If 
the customer shows interest, this must be analyzed 
at lightning speed and combined with other knowl-
edge of the person to then produce and position an 
offer in exactly the direction in which the customer  
is headed.

“The customer needs to be segmented in real time 
using traditional offline data and online-behavior to 
maintain relevance. This speed can be achieved only 
if this segmentation is done automatically, there and 
then, during the customer’s visit to the website. It’s 
far too complex for the CRM department to anticipate 
every possible outcome in advance,” says Martin.

Messages relevant to 
every customer
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Every customer is unique. AI is also making it easier to develop  
unique offers for each customer. “I think AI will be a key success factor 
in targeting the right consumers with the right products,” says Anne 
Buchwald Pedersen.

AI is revolutionizing CRM 6

“ This is impossible 
without an AI or data 
mining approach”

Anne Buchwald 
Pedersen, DR  
Koncerthuset.
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Andrew Ng cites a specific example from his own career on how AI is paving the 
way for more relevant messages.

“I've led AI teams at both Google and Baidu. The most successful web search 
companies have data that tells them that if you’re searching for ‘United’ in the US, 
you’re probably looking for United Airlines. But in the UK, the chances are you’re 
looking for Manchester United. Access to this kind of data allows companies like 
Google, Baidu, and Bing to provide customers with results that are much more 
relevant.”

Yet maximum relevance assumes that all relevant information about customers 
is contained in one database, not 50 databases managed by 50 different people.

“Say you travel to Boston. Based on your search history, we know what kind of 
food you like, and your GPS data tells us you’re in Boston. This data can be com-
bined to recommend a restaurant for dinner, but this can be achieved only when 
all the data is in a single data warehouse. This can take years to put in place, but 
internet companies tend to be very skilled at identifying opportunities for compre-
hensive automation,” says Andrew.

Something too complex to manage without AI is the number of possible com-
binations of products or services that many companies offer their customers. 
Letting a CRM analyst build and maintain response models for each product 
becomes unsustainable.

“Assessing, testing, reassessing, and optimizing response models is the first 
step that many CRM departments will take on their AI journey.”

Martin Dicksved believes there are three reasons why response modeling is a 
good fit for automation and why this will encourage many companies to enter 
the world of AI. To begin with, there is a clear and modeled binary activity – the 
customer buys, or does not buy. The result of the model is also easy to apply.  
A higher number of points means a greater likelihood of a particular product being 
purchased. Furthermore, the outcome is quick in that it’s clear which model per-
forms best: the one which results in the highest sales.

“Assessing a response model is good. And if you can get it to update the cus-
tomer database with new likelihood data automatically, then that’s even better. 
But the full potential is reached only when the response model optimizes itself. 
It’s then that you can create multiple response models for different products and 
purposes. Because when optimization is automated, you can rest assured that 
you’re always using the best models.”

Assessing, testing, reassessing, and 
optimizing response models is the first  
step that many CRM departments  
will take on their AI journey.
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AI isn’t just about trying to read the customer’s thoughts in advance. It’s also 
about interpreting what the customer says straight out. 

Chatbots that respond to customer issues are a phenomenon that has actually 
existed since the infancy of the internet. But it’s only in recent years that they’ve 
become “smart” enough to be integrated into Facebook Messenger and similar 
applications, as well as to engage in more rewarding conversations than just 
matching question A to answer A. 

Andrew Ng believes that, in Silicon Valley, chatbots 
have already broken down barriers between engineers 
and product managers, who have themselves had to 
learn to communicate in completely new ways in order 
to develop this new means of communicating with 
their customers. A product manager tends to estab-
lish a framework for esthetic aspects such as facial 
expressions and the appearance of text bubbles. How-
ever, an engineer specializing in processing human 
speech does not benefit from this information. What 
they need is raw data – the core of the conversation 
– in order to build a credible conversation partner. De-
cision-makers have been forced to realize that an en-
gineer cannot implement AI in customer relationships 
without sufficient data to base it on. The requirements 

specification will therefore come from the bottom up, not the top down.
Although chatbots are developing quickly, a lot of work remains – as well as a 

degree of persistent skepticism on the part of the customer.
“It’s said that human contact cannot be automated and replaced by machines. 

This is true. Most customers who contact customer service with a problem would 
rather talk to a person than a robot,” says Martin Dicksved.

However, there are a number of well-funded startups that are trying to change 
this. Or rather, they’re trying to make it completely impossible to figure out wheth-

Automatic customer 
communication
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Chatbots that respond to customer issues are a phenomenon that has actually 
existed since the infancy of the internet and their development continues to be 
explosive. According to a Research and Markets report, by 2022 the market for 
chatbots targeted at consumers will be worth 630 million euros.  

AI is revolutionizing CRM 8

million euros. The market value by 
2022 of chatbots targeted at con-
sumers, according to a Research 
and Markets report.

630
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er you’re communicating with a human or a machine. A notable example is Conversica, 
which says that their AI assistant is so credible that it has a name, a title, and an e-mail 
address, and that it becomes part of the sales team. What this AI assistant with a name 
then does is to e-mail the company’s most promising leads to see how close they are to 
making a purchase. Once a response is received, it analyzes the tone and then continues 
the conversation using simple questions until it can determine how interested the custom-
er is in making a purchase and why. It then asks for the customer’s phone number and 
when would be the best time to call, before immediately passing this information on to the 
sales team.

“One goal of using AI within CRM is to increase the relevance to customers and so in-
crease sales. It’s possible to increase communication with customers with a high degree 
of relevance. However, increased communication frequency and increased personalization 
requirements increase the need for content exponentially, as communication and the con-
tent itself need to be tested against each other in order to optimize the campaigns,” says 
Martin Dicksved.

“Text robots that write texts and create content for newsletters automate this part of the 
process as well. And because the text robot receives continuous feedback from the sales 
systems about which texts result in the best sales, it can optimize the texts for future 
mailings.”

Even in cases where a human is absolutely indispensable, such as a sales call over the 
phone, instead of replacing us, technology can give us “superpowers”. Cogito is an AI tool 
that listens to your phone call and analyzes the language pattern of the counterparty. It 
can therefore detect nuances in the customer’s mood and measure the conversation in 
real time using psychological insights to provide recommendations for how to steer the 
conversation in a constructive direction. The result? According to BBC News, companies 
that use Cogito have seen customer satisfaction increase by 20 percent.

And it’s not just during a call that AI technology can help. At its best, it’s helping even 
before the customer has picked up the phone.

“One area that can be automated is the anticipation of customer problems and service 
requirements, perhaps even before the customer has even contacted customer service. 
Or at least predicting the sort of problem the customer will have when they do contact 
customer service. This tips off the customer service agent so they know in advance what 
the customer is likely to ask before they answer the phone, enabling them to provide a 
relevant and informed greeting. In this way, AI is not replacing human agents but serving 
as a tool and resource.”

When you want to enhance your CRM system with the results of these conversations, 
there are additional tools that streamline the process. There’s already a lot of software 
with an algorithm that can automatically select the most important parts of an hour-long 
sales call or meeting and condense them into a five-minute “best of” clip. In this way, sales 
and marketing managers and CRM managers can spend their time doing what they do 
best – making strategic decisions instead of sitting in protracted meetings.

Andrew Ng also stresses the importance of testing – more specifically A/B testing 
using AI – simply because this is something a company in the age of the internet needs 
to do so as not to fall behind.

“If you don’t, your competitors will, and they’ll develop new insights quicker than you.”
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There’s no doubt that AI will make certain aspects of CRM easier. But it’s not 
a case of just pressing a button, sitting back, and letting the algorithms do the 
work.

“Most companies already have a large amount of customer data based on 
transactions, behaviors, etc.. What they really need to do is decide how to use 
this data before they even start thinking about implementing AI within CRM. They 
need to think about the opportunities they want to try to leverage using AI, as 
well as the challenges that can be addressed. It can be an expensive business to 
start working with AI, so the company should justify every aspect of its ROI, the 
assumed effect on customer loyalty, and the expected positive effects on sales,” 
says Anne Buchwald Pedersen.

She also emphasizes that there are aspects of a CRM analyst’s job which may 
become even more challenging with the introduction of AI – but which will be 
worth all the trouble.

“If you succeed in integrating AI into CRM, this will open up a world of oppor-
tunities, as well as a more detailed way of managing each customer. It may not 
make your life easier, but it definitely takes CRM to the next level, with a whole 
new suite of tools based on data, not individual assumptions.”

Anne believes that one of the biggest challenges is making the organization 
realize that you can actually increase sales and interest by targeting a smaller au-
dience, as each customer is now reached with messages that are more relevant 
than before.

Martin Dicksved recommends not getting swamped when working with AI.
“As with most things in life, start small and let things grow through trial and er-

ror. For example, you wouldn’t start baking a wedding cake if you’ve never baked a 
cake before. You’d start with a simple muffin. And once you’ve baked the perfect 
muffin, you can start looking at icing. Eventually you can work your way up to 
more advanced cakes and pastries. By mastering each step, you ensure that you 
have a solid foundation when you go on to try the next thing.”

Martin agrees that access to the right data – in terms of both quantity and qual-

So, what are the  
challenges?
There’s no doubt that AI will make certain aspects of CRM easier. But it’s not  
a case of just pressing a button, sitting back, and letting the algorithms do the 
work. Before implementing AI, make sure you’ve done the groundwork.
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ity – is the biggest challenge in relation to AI. Automated processes, he believes, 
are more sensitive to data errors because they do not always detect oddities. 
Instead they make their evaluations based on the target variable that is set, which 
is usually sales.

“The AI   process needs access to all data, not only in order to model customers 
prior to a purchase or mailing, but also to optimize models and algorithms. This 
is the intelligence element of AI – the perpetual self-improvement – and this 
requires the ability for it to follow up on its own results. The customer base also 
needs to be big enough, or at least have enough events, in order to develop and 
optimize the models,” Martin Dicksved concludes.

The AI   process needs access to all data, not 
only in order to model customers prior to a 
purchase or mailing, but also to optimize  
models and algorithms.
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Integrating AI into CRM isn’t something you can do 
on your coffee break. The experts agree that you 
need sufficient data and a plan for what you want 
to get out of the AI   algorithms. You then need to be 
prepared for a start-up phase in which you and the 
AI itself find the optimal approach through trial and 
error.

There’s a lot to be gained by those who hang in 
there. The range of CRM AI tools is growing faster 
than many can keep up with, and companies that 
have already embraced the technology are reaping 
the rewards. 

AI is not only an inevitability, it will also benefit all 
parties thanks to more efficient CRM on the part  
of senders, and more relevant messages on the part 
of customers, all the way down to the level of the 
individual.

Summary
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