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Marketing Must Lead the Al Agent

Revolution
By: Gil Rosen

Al has moved from the back office to the front line. What began
as automation for operations is now shaping the very soul of
customer experience. We’re not just building smarter systems -
we’re entering an agentic era, where digital agents become brand
ambassadors, not bots.

And here’s the catch: if marketing doesn’t own this moment, IT
will.

From Automation to Emotion

Customers are no longer surprised to meet Al - they’re judging
how it makes them feel. Amdocs research shows that more than
70% of consumers now expect Al interactions to reflect empathy
and brand tone, not just efficiency. The question isn’t whether Al
can respond - it’s whether it can relate.

Think of it like music: the algorithms are the instruments, but only marketing can compose the
song. Without emotional orchestration, Al interactions become robotic noise instead of brand
harmony.

The Rise of Personality Engineering

This is where personality engineering comes in - the art and science of coding empathy, tone,
and brand values into Al. Every Al agent should carry your company’s DNA: its vocabulary, its
cultural sensitivity, its moral compass. That’s not a technical exercise; it’s a marketing
discipline. Just as you wouldn’t outsource your brand film’s script to the IT department, you
shouldn’t outsource your brand’s voice in Al.

© Pipeline Publishing, L.L.C. All Rights Reserved.


http://www.pipelinepub.com/
https://www.pipelinepub.com/contributors#Gil-Rosen
https://www.amdocs.com/news-press/agentic-era-gives-birth-new-branding-paradigm
https://www.pipelinepub.com/341

Monetizing Digital Twin Insights
Through Outcome-Driven
Agentic Al for BSS

- ETIYA

In this next evolution, Personality Engineering becomes the bridge between technology and
trust. It’s about teaching Al agents not only what to say, but how to say it — with the same
authenticity, nuance, and cultural sensitivity that a human representative would bring to a
conversation. In the agentic era, technology fades into the background, and the experience
itself becomes the brand. Personality Engineering ensures that every digital interaction — every
tone, pause, and phrase — feels unmistakably “you.” It’s empathy, encoded.

Why Marketing Must Be in the Driver’s Seat

Al is fast becoming the first point of contact with your brand - the first voice customers hear,
the first impression they form. That’s no longer a customer service decision; it’s a brand-
defining one. If marketing doesn’t shape these interactions, they risk being tone-deaf. The
result? A polite, efficient, utterly forgettable agent—one that could belong to any brand, or
worse, your competitor.

Marketers are uniquely equipped for this challenge because we understand context, culture,
and emotion. We know when humor delights and when it offends. We can translate a product’s
value into a feeling. That’s what will make the next generation of Al not just useful, but
humanly relevant.

The Human Compass in an Autonomous World

Let’s be clear: this isn’t about replacing human marketers. It’s about amplifying them. Al may
be autonomous, but it still needs a human compass - someone to define what “amazing” feels
like in every interaction.

Just as Formula 1 teams use data to refine a driver’s instincts, marketers will use Al to refine
their storytelling. New roles like Personality Engineers will emerge - creative technologists who
design agents that think in code but speak in brand.

Al may automate tasks, but it can’t automate taste, tone, or trust. That’s where marketers
lead.

A Blueprint for Getting Started

So, where do you actually begin? Like every meaningful experience, it starts with understanding
- of your brand, your audience, and your intent.
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First, get clear on your brand voice. Think of it as your agent’s screenplay. The words, the tone,
the little nuances that make your brand instantly recognizable - all of that needs to be defined,
written down, and lived through the Al. If your brand had a personality, what would it sound
like at 2 a.m. when a customer needs help? Confident? Calm? Reassuring? That’s your
foundation.

Next, don’t just map the customer journey; map the emotional journey. Every interaction
carries a feeling - relief when a problem is solved, confidence when information is clear, delight
when the agent surprises them with warmth. Design for those feelings. That’s where loyalty
lives.

Of course, empathy without accuracy doesn’t last. Your agent needs context - real, domain-
specific intelligence. For telcos, that means wiring in product policies, eligibility rules, and
offers so that when your Al shows empathy, it’s grounded in precision. That’s how it becomes
both human and helpful.

Once your agent is live, keep it alive. Measure it like you would any great campaign. Look at
how quickly customers reach comfort, how often they come back, and whether they leave the
interaction with more trust than before. Pair an operational metric with an emotional one -
efficiency means nothing if the experience feels cold.

And then, build a rhythm around feedback. Think of it as an ongoing brand rehearsal. Tune the
voice, the pace, the emotional resonance. Marketing should lead that process, shoulder-to-
shoulder with product and CX. IT can provide the instruments, but marketing must conduct the
orchestra.

In the end, it’s about balance - creativity with control. You want the freedom to experiment,
to test new tones and narratives, while also having the guardrails to protect your brand’s
integrity. Move fast where it’s safe to do so, and scale only when the voice truly feels like you.

Because what you’re building isn’t a chatbot. It’s a brand ambassador. A living, breathing
reflection of who you are and what you stand for - available 24/7, in every language, for every
customer.

The Leadership Moment

Across industries, leaders often overestimate how well they meet customer expectations, while
consumers disagree. Al alone won’t close that gap. But agentic Al, led by marketing, can -
because it fuses precision with personality, and scale with sincerity.

Start small. Pick one high-impact journey - onboarding, billing clarity, an upgrade flow - and
make it amazing. Teach your agent to listen, to adapt, to sound like you. Then scale what
works.

As Al continues to blur the line between human interaction and digital process, one truth
becomes clear: marketing must be the guardian of the customer experience. It’s not just about
crafting messages anymore - it’s about designing moments that feel personal, intuitive, and
trusted, no matter who or what delivers them. In this new landscape, marketing doesn’t just
lead the brand; it protects the humanity within it.
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