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27 Years Excellence Program “Best Practice in Marketing”

Enhancing Marketing Professionalism

Tapping New Marketing Knowledge Company Specific Challenges

Enabling & Supporting 

Marketing Research

847 Participants

814 Guest Lectures from

582 Companies

2831 Focus Group Participants

36  PhD theses

4  Post Doc-Positions

4  Trained Professors

49 Company Projects

Executive Training on

Marketing Management

Moderated Focus Groups & 

Surveys

Reality-Based

Marketing Research

Inhouse Projects, Coaching, 

Training & Implementation, 

Dialogue Days



Management Focus Groups 2025

Customer Journey & Channel Management

Customer Centricity for Profitable Growth

AI-Driven Marketing: Continuing the Journey



External Input „Best Practice in Marketing“ 2025



Management Focus Groups 2025

AI-Driven Marketing: Continuing the Journey

Customer Journey & Channel Management

Customer Centricity for Profitable Growth





Artificial Intelligence: a Working Definition

”Artificial intelligence as a

branch of science and technology

is capable of intelligently performing different tasks,

detect errors and learn from them.“

Source: Volkmar/Reinecke/Fischer 2021.



Artificial Intelligence: It’s All About Learning, You Stupid!

Source: Ultralytics.com



AI-Driven Marketing: Continuing the Journey

11

Innovate processes before using new tools 

1 The business value must come first.

2 Just do it!

3 Benchmark against the current baseline, not the optimum.

4 Experiments alone (and AI) do not guarantee optimal solutions!

5 Utilize AI to empower your teams – with knowledge and tools.

6 Keep the human in the loop!

7 Agents are the latest capacity enhancers.

8 Be mindful of your technical infrastructure.

9 GEO is the new SEO: Presence and sentiment matter.

10 Be careful with full automation: AI can spark distrust.



Just Do It! Start – but Start Smart

Source: Bosch (2025)



Utilize AI to Empower Your Teams – with Knowledge and Tools 

Source: IKEA (2025)



ROI Matters: Current CEO Evaluations of AI Initatives

• 25% of AI initiatives deliver the expected ROI

• Only 16% of AI projects are scaled enterprise-wide

• Data fragmentation and unclear ROI paths are major adoption hurdles

• 64% of CEOs adopted AI due to FOMO (“fear of missing out”),

not strategic alignment

Source: IBM CEO Study (2025), n=2000

In your company, how do you

• prioritize AI projects?

• measure the ROI of AI projects?



Why AI Does Not (Yet) Automatically Lead to Business Value

AI-Slop, noise and content dilution (Niederhoffer et al. 2025)

Data fragmentation/silos and legacy systems

Automating inefficiency („The Micro Productivity Trap“) (Bain & Company 2025)

Human-in-the loop bottleneck (verification, fact-checking, brand alignment)

Organizational rigidity, compliance

AI as a „general purpose technology“ requires massive investments

Analogy to the Solow Paradox of the PC-revolution:

„You can see AI everywhere but in the productivity statistics.“

Sources: partly based on Bain & Company 2025, Niederhoffer et al. 2025.



Start Small. Focus on Business Value. But Start!



Benchmark Against the Current Baseline, not the Optimum

vs.

?



AI in Market Research?

Bias of most LLMs (WEIRD: Western, Educated, Industrialized, Rich, and Democratic)

Loss of outliers (= regression to the mean)

Lack of phenomenological depth (no real understanding)

Confabulation of „plausible“ consumer motives

A digital twin is a snapshot of the past.

Ethical and legal grey zones.

Ideation

Prototyping

Functional tests

Strategic market entry

Niche markets

Sensitive topics

Understanding human behavior



Human vs. AI: Who is Better? – (Still) Keep the Human in the Loop!

Source:

Zweggers/Ricciuti 2024.

Navigating large amount of data

Organizing data to be actionable

Identifying points of interest within data

Uncovering insights efficiently

Connecting the dots across different data sources

Describing data and information

Integrating & explaining qualitative & quantitative findings

Analyzing verbatims and open-ended questions

Generating new ideas

Linking insights with business objectives

Developing strategies based on insights

Telling compelling & inspiring stories based on insights

Gaining stakeholder buy-in on actionable insights

Understanding the human side of consumers/users



AI Agents are at the Peak of Inflated Expectations



The Ultimate AI Business Agent: Black Box Advertising

Mark Zuckerberg (May 2025): ”…, make it so 

that any business that basically wants to achieve 

some business outcome can just come to us, not 

have to produce any content, not have to 

know anything about their customers. Can 

just say, “Here’s the business outcome that I 

want, here’s what I’m willing to pay, I’m going 

to connect you to my bank account, I will pay you 

for as many business outcomes as you can 

achieve”. Right?

Yeah, it is basically like the ultimate business 

agent … .”



Advertising Process: Can AI Do It (Almost) All?



Communication Performance & Artificial Intelligence

Communi-

cation

Success

Strategy Creativity Craft= x x

Which tasks can be performed by AI alone?

Where can AI assist or enhance?

?



“Strategy is the god of 

successful communication.”

Laurence Green, Fallon McElliott London



Communication Performance & Artificial Intelligence

Communi-

cation

Success

Strategy Creativity Craft= x x

Which tasks can be performed by AI alone?

Where can AI assist or enhance?

? ?



„Real“ Creativity and AI? 

In R&D: Yes, by increasing the 

velocity, volume, and variety of 

design candidate generation.

Source: Singler, A. & al. 2025.



Experiments alone (and AI) Do Not Guarantee Optimal Solutions!

Real creativity means leaving well-trodden paths!



Communication Performance & Artificial Intelligence

Communi-

cation

Success

Strategy Creativity Craft= x x

Which tasks can be performed by AI alone?

Where can AI assist or enhance?

? ?/! ?



AI Generated Commercial for „Prinzenrolle“ Generated Fire-Storm
Beim Prinzenrolle-Spot kam KI zum Einsatz

Be careful with full automation: AI can spark distrust.

https://www.horizont.net/marketing/nachrichten/-prinzen-rolle-kampagne-grieseon-de-beukelaer-setzt-sich-mit-ki-werbespot-in-die-nesseln-228360


Powered by

Nikolaj Viborg, 

ChatGPT & iPhone



WWF Denmark: AI Advertising Combined with Strong Narrative

Danish marketing and branding expert Nikolaj Viborg developed the

concept, story, and visual implementation in 2 days.

Tools used: ChatGPT and an iPhone

AI was not used as a substitute for creative output, but as a 

catalyst to implement an idea more quickly and effectively.

The storytelling campaign went viral and was also well received by experts. 

Source: Absatzwirtschaft.de 2025.



Communication Performance & Artificial Intelligence

Communi-

cation

Success

Strategy Creativity Craft= x x

Which tasks can be performed by AI alone?

Where can AI assist or enhance?

? ?/! !



„Every communication
has a content aspect
and a relationship
aspect.“

Paul Watzlawick

1921-2007



Never Forget Data Protection, Compliance & AI Ethics

34

Source: Nguyen Anh Cao 2025.



AI Code of Conduct: Example for a B2B Company (1/2)

All of our AI use is guided by 3 core principles:

1. Human-Led AI: AI tools are here to support and augment our work, not replace our judgment.

A person is always responsible for final decisions and outputs.

2. Trust & Transparency: We must be able to explain how our AI systems work. We are

transparent with our customers about our use of AI and the information it provides.

3. Safety & Security: We are committed to protecting our intellectual property, our data, and our

customers' privacy. Our AI systems must be secure and offer active bias detection & 

mitigation.

The following uses of AI are strictly forbidden as they violate our values and European law:

• AI that rates or scores individuals (e.g., for social behavior or credit).

• AI that uses subliminal or manipulative techniques to influence a person’s behavior.

• Any use of AI that is illegal or poses an unacceptable risk under the EU AI Act.

Sources: based on ChatGPT5 Deep Research, reviewed by Google Gemini 3.



AI Code of Conduct: Example for a B2B Company (2/2)

How We Use AI at Work

These rules apply to every AI tool you use, whether it's an internal application or a public-facing service.

1. Use Approved Tools Only: To protect our business, only use AI applications from the company’s approved list. 

If you need a new tool, submit a request through IT and Compliance.

2. Protect Our Data and Privacy: Never enter personal, confidential, or customer data into external or un-

approved AI tools. Do not upload copyrighted materials or company secrets without explicit permission. Unless a 

contract specifically allows it, never allow an external AI provider to train on our company or customer data.

3. Maintain Human Oversight: You are accountable for all AI-assisted outputs. Always review and fact-check

AI-generated text, images, or code before using it externally. AI is a powerful assistant, not a final authority.

4. Be Transparent with Users: If an AI system interacts directly with a customer (e.g., a chatbot or a support 

tool), make sure they know they are speaking with an AI. Always provide an easy way for them to connect 

with a person.

5. Label AI-Assisted Work: Any text, image, or code that was created or significantly changed by an AI tool must

be clearly marked. This can be done in a document footer, metadata, or a simple tag.

6. Report Issues Immediately: If you see an AI system behaving in a harmful way, giving biased results, or if you

have any security or compliance concerns, report it to your supervisor or the designated AI Governance

Officer without delay.

Sources: based on ChatGPT5 Deep Research, reviewed by Google Gemini 3.



AI-Driven Marketing: Guest Speakers
Prof. Dr. Sven Reinecke

Director of the Institute for Marketing & 

Customer Insight, University of St.Gallen

Marco Dütsch

Lead AI Innovation Lab

Stephane Carlier

Global Head of Digital Marketing

Bastian Kruse
Director | Head of Bosch Service Center & Connected Services

Angelika Leeman

Co-CMO



AI-Driven Marketing: Guest Speakers

David Selch

Co-Founder

Dominic Bolliger

Co-Founder & CEO

Dominik Temerowski

Director of AI & Innovation

Paul Wiedmeier

Head of Industry, DACH Ecommerce

Giacomo Iotti

AI Lead



AI-Driven Marketing: Guest Speakers

Julian Kramer

Principal Thought Leadership

Markus Kaempf

Attorney

Roman Malessa

Co-Founder & VP Growth

Dr. Steffen Schmidt

Managing Director

Dr. Paul Sterzenbach

Program Manager (Elevate)



Management Focus Groups 2025

Customer Journey & Channel Management

Customer Centricity for Profitable Growth

AI-Driven Marketing: Continuing the Journey



Customer Journey & Channel Management

41

Innovate processes before using new tools 

1 Growth starts with human-centric design.

2 Customer journeys rarely follow a straight line.

3 CX must be measured, modeled, and continuously improved.

4 Reduce customer effort in feedback to accelerate learning and improvement.

5 Create emotionally meaningful journey moments that customers remember and value.

6 Adopt a hypothesis-driven approach to customer experience management.

7 Customer focus and NPS are core drivers of growth.

8 Customer processes: From collecting to connecting to correcting the dots.

9 Integrated flywheel logic outperforms siloed touchpoints.

10 Seamless omnichannel journeys are a loyalty driver.



Evolving From Collecting to Connecting to Correcting the dots

Source: Schögel & Herhausen (2024)

Touchpoints                                Customer Journeys Learning



Evolving From Collecting to Connecting to Correcting the dots

Source: Schögel & Herhausen (2024)

Touchpoints                                Customer Journeys Learning



First Touchpoint – The Product. 

KISS: Keep It Simple, You Stupid!

UX is not an add-on, it is the product.

UX is not an add-on, it is the 

product.

When design drives clarity, 

trust, and ease of use,

the product itself becomes 

inseparable from its UX.



Growth Starts with Human-Centric Design

The business value must come first.

The payment flow between cardholder, 

merchant, banks, and Visa involves 

many steps, fees, and approvals. 

Yet for the customer, the experience 

is reduced to a single, seamless 

swipe. By hiding complexity, the 

system builds trust, convenience, and 

repeat usage, fueling real growth.

45

Source: VISA (2025)



Celebrate Touchpoints Customers Remember!



Create Immersive Touchpoints That Spark Memories & Word of Mouth

Source: BMW (2025)



Evolving From Collecting to Connecting to Correcting the dots

Source: Schögel & Herhausen (2024)

Touchpoints                                Customer Journeys Learning



The Past: Customer Journey = Marketing & Sales Funnel

Target

segment

Aware-

ness
Interest Trial Preference Loyalty

100 %                   91 %                  60 %                   42 %                      30 %                      23 % Brand A    



Connecting the Dots: Customer Journeys Rarely Follow a Straight Line

Source: Schögel (2025)

Instead of moving rationally through funnels,

customers jump back and forth between

touchpoints like bumblebees.

Some steps are repeated, others skipped, making decisions fuzzy.

This non-linear behavior requires flexible journey design.



Connecting the Dots: First, Get the Basics Right!
The business value must come first.

Source: Google (2025)



Basics First, Then Seamless Customer Journeys as a Loyalty Driver

Source: Google (2025)



Seamless Omnichannel Customer Experience: „Anyware“



Connecting the Dots: Customer Journeys Rarely Follow a Straight Line

Source: XXXLutz (2025)



Connecting the Dots: Avoid Filters & Interruptions!



Evolving From Collecting to Connecting to Correcting the dots

Source: Schögel & Herhausen (2024)

Touchpoints                                Customer Journeys Learning



Correcting the Dots: Ease Feedback to Accelerate Learning!

Source: SBB (2025)



Source: Swiss (2025)

Correcting the Dots: Touchpoints & CX Need to be Improved



NPS Driving Customer Growth

Source: Allianz (2025)



CX Must be Measured, Modeled & Continuously Improved

Quantitative KPIs like NPS, and churn rates reveal where performance stands today. 

Qualitative insights from customers and journey mapping explain the “why” behind 

the numbers. 

Source: Allianz (2025)



Customer Journey & Channel Management: Guest Speakers
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Prof. Dr. Sven Reinecke

Director of the Institute for Marketing and Customer 

Insight, University of St.Gallen

Prof. Dr. Marcus Schögel

Professor & Senior Lecturer 

Reem Alwahabi

Design Lead

Judith Büchl

Omnichannel Retail Lead

Vinicius Krause

Design Manager



Customer Journey & Channel Management: Guest Speakers
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Susanne Giuliani

Head of Brand Strategy

Christian Schmitz

Director

Michael Steffl

Head of CoC – Customer Experience Design BMW Welt

Dr. Olaf Tidelski

Chief Customer Officer

Florian Bauer

Consumer & Market Insights Lead



Customer Journey & Channel Management: Guest Speakers
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Heike Birlenbach

Chief Commercial Officer

Dr. David Biernath

Marketing & E-Commerce Director

Christina Böchheimer

Vice President Customer Experience

Samuel Vonrüti

Chief Commercial Officer

Thomas Hofer

Head 360 Customer Marketing & CRM



Customer Journey & Channel Management: Guest Speakers
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Dr. Eva Krueger

Co-Leiterin Customer Experience & Insights

Hadi Ourebrahim

Global Brand Experience Lead & Creative Director
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AI-Driven Marketing: Continuing the Journey



Customer Centricity:

Long-term Priority

or

Old Wine in New Bottles?



1980 – Customer Satisfaction Results from...

Customer

expectations

Subjectively

perceived

qualityand

Source: Deutsches Kundenbarometer



1990s – Customer Loyalty & Customer Retention



1990s – Customer Loyalty & Customer Retention



Customer Loyalty Programs: Beware of Self-Selection Effects

Source: Leenheer et al. 2007.

When considering self-selection effects within 

loyalty programs one can determine that the 

effect of the programs on the share of wallet 

is overestimated by a factor of 7.



2000s – Customer Relationship Management (CRM) & NPS



2000s – How the Idea of CRM was Murdered by IT



2010s: Customer Success Management



2010s: Customer Success Management

Source: A. Holani 2025.



2020s – AI, Personalization, Privacy, Value Realization



Creating Experiences with AI-Driven Efficiency & Human-Centered Design

Source: GE HealthCare (2025)



”Lessons from History”: Implications for Research and Practice

Customer orientation & centricity is (still) the foundation of successful 

marketing management.

Success depends on organizational anchoring – not on tools.

Measurement concepts (satisfaction, NPS, engagement) are only valid to a limited 

extent.

Ethics, data protection, and transparency are gaining strategic importance.

Challenge for future research & implementation: Integration of CX, AI,

high tech & high touch into a holistic model for financial and value realization.



Why Marketing is Often Considered „Secondary" by Top-Mgmt.

Focus on communications instead of growth strategy (incl. pricing)

“Purpose” campaigns without fit & stakeholder alignment

Causality and attribution problem: myopia and short-term bias

Avoidable battle between marketing and sales

“Accounting bias” (brand value and customer base do not appear as assets)

Output (reach, awareness, image) instead of outcome (financials)



Speak the Language of Power: Value Logic in CFO Language

Executive Narrative

Profitable growth; proven incremental contribution margin.

Capital discipline: payback 4–6 months; positive NPV at WACC.

Brand & customer asset expansion increases firm value, backed by meta-analytic

evidence.

Risk reduction: marketing stabilizes cash flows and reduces downside.

Board-Ready KPIs

CLV, CAC, LTV / CAC, payback period, cohort contribution margin, cohort NRR (net

revenue retention); MER (marketing efficiency rate), cash flow volatility as a risk indicator

80



Revenue Marketing: Marketing Becomes a Profit Engine

Source: Celonis (2025)



Marketing

... helps

marketing

to precisely

define

its own

goals.

... provides a

suitable

language for

coordination

with other

functions.

... allows

marketing

to prove the

value of its

assets.

... roots

marketing into

a central role

in the process

of strategy

formulation.

... helps to

penalize

arbitrary

cuts in

marketing

budgets.

The shareholder value approach ...

Why a Shareholder Value Approach Supports Marketing

Source: Reinecke/Tombach (2025),

Reinecke/Janz 2007, p. 394 with reference to Doyle 2000.



"Markets reward CMOs who can 

run a business, not just a function." 

Inverse CMO-Barometer 2025

(Roland Berger/University of St Gallen/

Heidrick & Struggles)



Customer Centricity for Profitable Growth: Guest Speakers
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Prof. Dr. Sven Reinecke

Director of the Institute for Marketing & 

Customer Insight, University of St.Gallen

Simon Philip Rost

Chief Marketing & Strategy Officer

Thomas Bieri

Independent Speaker

Urs Riedener

Chairman of the Board 

Guntram Friede

Vice President Marketing EMEA

Independent Speaker,

IT industry

Roman Reichelt

Chief Marketing & Communications Officer



"Without customers and 
consumers,
there is no shareholder 
value and no growth." 

Thomas Amstutz,

CEO of Feldschlösschen

Getränke AG



Executive Director of the Institute

Phone: +41 71 224 28 72 

Mail: sven.reinecke@unisg.ch

Prof. Dr. Sven Reinecke
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