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Hopes for Al

Prompt: We are running a survey at the 2024 ANA Financial Management Conference asking attendees a
guestion around their hopes for Al in marketing procurement. Could you create a short 5 bullet point list
of the most frequently mention topics only from the question type marked "Hopes"? These will be
presented to the audience via email. The exact phrasing of the question is "Hopes for Al in Marketing
Procurement”.

Sure, here is a short list of the most frequently mentioned topics from the responses to the question "Hopes for Al in Marketing
Procurement™:

1. Efficiency and Speed: Many respondents hope Al will bring about greater efficiency in marketing procurement processes,
including faster report generation and quicker data input, ultimately cutting down on non-value-added work.

2. Cost Reduction: There is a significant emphasis on using Al for reducing costs associated with agency deliverables, including fair
pricing for agencies, automated agency performance reports, and real-time price/rate comparisons.

3. Improved Analytics and Decision Making: Respondents are looking forward to better analytics and insights, which could lead to
increased efficiency, better strategy development, and more informed decision-making processes.

4. Automation of Routine Tasks: A common hope is that Al will automate many of the routine, tactical tasks in marketing
procurement, such as SOW preparation, validation, and auditing, as well as RFP automation and contract management.

5. Quality and Innovation: There is an anticipation that Al will not only streamline existing processes but also improve the quality and
innovation of marketing procurement. This includes the ability to focus more on high-value work, leveraging data for better insights,
and removing human bias from insights capturing.

Concerns of Al

Prompt: We are running a survey at the 2024 ANA Financial Management Conference asking attendees a
guestion around their concerns of Al in marketing procurement. Could you create a short 5 bullet point
list of the most frequently mention topics only from the question type marked "Concerns"? These will
be presented to the audience via email. The exact phrasing of the question is "Concerns of Al in
Marketing Procurement”.

Certainly! Based on the comments provided regarding concerns of Al in marketing procurement, here are the five most frequently
mentioned topics:

Data Privacy and Security: Concerns surrounding the sharing of sensitive data, compliance issues, and potential breaches.
Job Loss and Human Displacement: Worries about Al leading to the elimination of jobs, replacing human roles too rapidly, and
diminishing the human touch in processes.

Bias and Accuracy: Fears that Al might introduce or exacerbate biases in reporting, decision-making, and that errors in Al
systems could lead to inaccurate outcomes.

Loss of Creativity and Human Insight: Concerns that Al might stifle creativity, rely too heavily on algorithms, and lack the
nuanced understanding that human professionals bring to marketing procurement.

Legal and Ethical Risks: Anxiety over intellectual property rights, copyright issues, and the ethical implications of utilizing Al in
sensitive or regulated marketing contexts.
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These points highlight the need for careful consideration and balanced integration of Al technologies in marketing procurement to
address these concerns effectively.
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Action Steps

Prompt: We are running a survey at the 2024 ANA Financial Management Conference asking attendees a
question around their hopes for Al in marketing procurement. Based on the feedback provided by
respondents in the "Hopes for Al in marketing procurement” and "Concerns of Al in marketing
procurement" questions, please provide your top 5 recommended actions that a marketing procurement
professional could take to responsibly begin to leverage Al into their agency management approach.
These recommendations should be achievable, realistic, and directly address the Hopes and Concerns
of marketing procurement professionals voiced in the dataset.

Based on the feedback collected from the "Hopes for Al in marketing procurement" and "Concerns of Al in marketing procurement”
questions, here are the top 5 recommended actions for marketing procurement professionals to responsibly begin integrating Al into their
agency management approach:

1. Implement Al with a Focus on Efficiency and Strategic Value

¢ Action: Start by integrating Al tools that are designed to enhance efficiency in reporting, data analytics, and operational tasks such

as SOW (Statement of Work) preparation, auditing, and agency performance reviews. Select tools that promise to cut down on
non-value-added work, allowing procurement professionals to focus more on strategy and less on routine tasks.

* Rationale: Respondents expressed a strong desire for Al to bring about increased efficiency, better analytics, and cost reductions
while improving strategy and quality control.

2. Develop a Balanced Approach to Automation and Human Insight

¢ Action: While automating certain tasks, ensure there's a balanced approach that retains human insight where it's crucial, such as

in relationship management, creative evaluation, and high-level strategic decision-making. Use Al to handle data-heavy tasks,
allowing humans to focus on areas where empathy, creativity, and strategic thought are key.

* Rationale: Concerns were raised about job losses, loss of human touch, and the potential for Al to overlook the intangible aspects
of agency management that humans excel at.

3. Prioritize Data Security and Compliance

* Action: Prioritize the selection of Al tools that have strong data security and compliance measures in place. This includes tools that
are transparent about how data is used, ensure data privacy, and are compliant with relevant regulations.

* Rationale: There were significant concerns about data sharing, privacy, IP exposure, and compliance, highlighting the need for
stringent data management practices.

4. Educate and Train Teams on Al Capabilities and Risks

* Action: Invest in training for marketing procurement teams and relevant stakeholders on the capabilities, benefits, and risks of Al.

This should include understanding how Al can be used to drive value, the limitations of Al, and how to manage and mitigate
potential risks.

* Rationale: There is a need to understand Al better, manage expectations, and ensure that there are adequate skills within the
team to leverage Al effectively without over-relying on it.

5. Establish Clear Governance and Ethical Guidelines for Al Use

* Action: Develop and implement clear governance frameworks and ethical guidelines for Al use in marketing procurement. This

includes guidelines on how Al should be used to complement human decision-making, criteria for selecting Al tools, and measures
to prevent and address biases in Al-driven insights.

* Rationale: Concerns around governance, unrealistic expectations, bias, and ethics were noted, indicating the need for structured
oversight on how Al is integrated into procurement processes.

By taking these actions, marketing procurement professionals can start leveraging Al in a way that maximizes its benefits, addresses the
main concerns, and ensures a responsible, balanced approach to agency management.
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