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gers as well as to identify opportunities. While modern urban life and
the proliferation of electronic devices have substantially reduced the use
of instinct and senses, they are innate and are often used subconsciously.

Because data is not experience, a considerable amount of information is

missed when companies rely only on quantitative methods. Quantities,

as much as data, are useful when they mean something. But to know the
meaning of anything, it is first of all necessary to explain the data. Mar-
keting deals with people—the consumers—so understanding is much
more important than describing. It is not mind reading; it is research.
Despite the general belief, Al is more extensively used as a one-way
than as an interactive communication tool with consumers in marketing,
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