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Zammo.ai Bets Heavy on Facebook for Its B-to-B
Campaign

The lines are blurring between business-to-business and business-to-consumer marketing
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Zammo.al wanted to educate enterprises and agencies about conversational Al Jomn

By David Cohen

Zammoao.ai. a provider of conversational artificial intelligence
art

technology for businesses that build for platforms like s
speakers, kicked off a major business-to-business marketing
campaign to raise awareness about conversational Al, But what's
different about this campaign is that in addition to the usual b-to-b
suspects, like Google and Linkedin, Facebook is a major part of the

Conversational Al has reached a tipping point where a b-to-b brand

like ours should be creating awareness not just via Google and

which are great marketing platforms, of course—but also on

Facebook," Zammo.ai founder and CEQ Alex Farr told Adweek, “It's our

largest ad spend to date on the platform, which we plan to continue to

invest in."

And that tipping point has been spurred by numerous factors. A study

by Verizon found that usage of voice technology has risen since the

beginning of the pandemic. and Strategy Analytics reported that

global sales of smart speakers reached an all-time high of 150 million POPUI.AR NDW

units in 2020

Our approach to educating enterprises and agencies about
conversational Al is simple: Reach the decision-makers in our target
industries where they already are—on social media," Zammo.ai vice

president of marketing Randy Noxon told Adweek, "Further, we aim to

spread the word about the incredible evolution that voice-enabled

technology has on interactions
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David Cohen is editor of Adweek's Soeial Pro Daily.
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