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AI, Marketing and the Beverage Alcohol Brand Experience 
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Editor’s Note: It’s been a while since NABCA’s last published article about AI and its 

influence in the beverage alcohol marketplace. You can find the previously 

published articles by clicking here. In the meanwhile, this technology has become 

more widespread and integrated into so many areas of society that it is now more 

the norm than the exception. Signs of AI are integrated into the retail experience 

and generate some advertisements, social media, videos, printed publications, 

and outputs from internet searches. In the beverage alcohol business, industry 

players are in the forefront of and monitoring how AI can help or hurt what they 

do, especially in marketing and brand experiences. For this edition of NABCA’s AI 

and Alcohol series, Margaret Barchine invited input from Brown Forman’s Amit 

Parulekar and colleague Alex Nicolaica, and Pernod Ricard’s Pierre-Yves Calloc'h 

and his colleague, Leyla Bossy. 

https://www.nabca.org/ai-beverage-alcohol-marketplace
https://www.linkedin.com/company/nabca/?viewAsMember=true
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NABCA: What role does AI, generative, agentic or otherwise, play in 
marketing and what does that look like for businesses in beverage 
alcohol? 

P-R: Marketing is probably the area where AI brings the strongest benefits, 
with visible impact on both efficiency and effectiveness potential. It can be 
applied to A&P optimization (working and non-working), better 
understanding of consumers, and creating content faster and cheaper. 

B-F: Artificial intelligence (AI) is playing an increasingly important role in 
marketing. From creative development to consumer experience, AI is 
transformational in enhancing the efficiency, effectiveness, and 
personalization of consumer brand marketing. 

For spirits businesses, one of the most interesting ways to employ AI is in 
creative and communications planning. We can use AI for concept 
development, copywriting, and visual asset development. AI's capabilities 
extend beyond creative, however, impacting strategic planning, innovation, 
and customer support. 

NABCA: How has AI changed beverage alcohol marketing efforts? Can 
you list some of the specifics? 

P-R: AI has changed how we: 

• Invest: Predictive AI helps us decide how much to invest behind each 
brand and each touchpoint. 
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• Create content: Thanks to generative AI, we can move beyond real- 
world limitations, focusing on quality, speed, and new ideas. 

• Are perceived: AI chatbots like ChatGPT are beginning to influence 
how consumers access brand information and consumption 
recommendations. This opens a new frontier: GEO (Generative Engine 
Optimization), a kind of “SEO for AI.” 

B-F: 

• AI has become an accelerant and an efficiency driver, significantly 
changing how marketing teams operate. It is accelerating our 
processes for campaign development and activation, allowing us to use 
our resources more efficiently. For example, AI gives us the ability to 
test a variety of communications across channels faster and require 
less budget; from there, we can amplify the campaign and better 
improve the efficacy of our advertising spend through data-driven 
deployment. 

• In advance of campaign development, machine learning models can 
analyze vast amounts of unstructured data from social media, reviews, 
and forums to pinpoint emerging consumer trends and sentiment; this 
analysis helps us understand what flavors, occasions, or even cultural 
moments are gaining traction, informing both marketing and product 
strategy. 

• Furthermore, from an innovation perspective, AI can be a great 
“thought partner” in the ideation process, turning insights and trends 
into innovation initiatives and pipelines, including product concept 
development and initial testing and evaluation by leveraging synthetic 
audiences. 
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• Similarly, we already see agentic AI having impact on customer and 
consumer support in both outbound communications and in qualifying 
and leveraging a knowledge bank to answer consumer queries, 
streamlining service and engagement. 

 
 

NABCA: SLOP is digital content that is mass-produced and low quality. 
What role does or can SLOP play in beverage alcohol marketing and in 
AI? How can it impact a brand’s reputation? Would it impact 
misinformation and cause intellectual property violations? 

P-R: AI makes mass production of low-quality content (SLOP) easy, but for 
brands focusing on the upper segments I believe it is a trap. For premium 
spirits brands, the north star is engaging deeply with consumers, not 
overwhelming them with content. 

And AI can create errors or “hallucinations,” leading to misinformation or IP 
issues, which can be a huge issue for our industry where compliance is non- 
negotiable. Human oversight is essential. This makes SLOP an even riskier 
approach. 

At Pernod Ricard, we use predictive AI to target more precisely and avoid 
“noise.” We use generative AI to produce high-quality content faster and 
cheaper. Not to create SLOP. And all content, whether AI-produced or not, 
goes through the same quality, regulatory and responsible marketing checks. 

B-F: We could articulate the primary role of SLOP as enabling the 
development of large volumes of content that would allow a brand to 
increase its reach and maximize the ratio of working vs. non-working 
marketing budgets. Be it for search engine optimization (SEO) purposes in 
creating articles and product descriptions or supporting other channels like 
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social media, there is an argument to be made around the opportunities 
SLOP offers. 

However, this can be a slippery slope for premium and super-premium 
brands. Without strong inputs, quality checks, and approval, SLOP can 
undermine the brand perception rather than building it, ultimately eroding 
consumer trust. 

Compliance and risk are also significant factors when deploying AI in 
marketing, particularly because regulations can differ widely by market. The 
tendency for AI models to “hallucinate”—that is, to generate inaccurate or 
entirely fabricated information—creates a tangible risk for non-compliance. 
The AI models used must be carefully evaluated and fine-tuned for specific 
brands. This is a critical step to prevent the potential infringement of 
competitors’ intellectual property (IP) or, conversely, to ensure the brand's 
own IP is not inadvertently leveraged as part of a public training dataset, 
making it accessible to competitors or other users. 

In short, while AI offers immense opportunities for efficiency and 
personalization, the use of SLOP content can be a trap. It prioritizes quantity 
over quality and, for brands built on heritage and trust, this is not only a risk 
to perception but also reputational, legal, and ethical implications that 
outweigh any short-term gains in content volume. 

 
NABCA: What do you identify as three common challenges beverage 
alcohol companies face with AI and marketing and what advice would 
you share for overcoming them? 

P-R: 
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• Prioritization: AI opens endless possibilities, but not all create impact. 
Companies need a clear process to select the right projects and the 
discipline to stop the wrong ones. Leaders must accept that “killing” 
projects is as important as launching new ones. This is a mindset shift 
and resisting the proliferation urge can be difficult. 

 
• Cultural shift: Our industry values craftsmanship and human 

connection. AI comes with an imagery of cold dehumanized technology 
at the very opposite of what we stand for. The challenge is to show AI 
as a tool that supports creativity and human relationships, not one that 
replaces them. Education is key. 

 
• Data quality: AI is only as good as the data behind it. Our industry 

faces limits on first-party data due to regulation and retail 
intermediaries. But whether it’s your brand worlds to feed generative 
AI tools or your business data to feed predictive AI tools, you need high 
quality harmonized data to succeed with AI. It requires investment in 
data expertise and infrastructure, as well as expert use of second- and 
third-party data. 

 
B-F: There are several challenges faced by alcohol companies with AI and 
marketing, with the biggest challenge being fragmented data across 
distributors, retailers, and digital platforms. Inconsistent or incomplete data 
makes it difficult to train effective AI models for personalization, demand 
forecasting, or campaign optimization. 

AI-generated content or automated campaigns can sometimes miss the 
nuance of brand tone or cultural context, potentially leading to off-brand or 
non-authentic messaging. Similarly, within consumer expectations and 
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growing exposure to AI generated content, we are starting to see where 
brand perception and differentiation can be positively or negatively affected 
by AI-generated content. 

Consumers are increasingly attentive to how brands represent and support 
diversity. AI models trained on biased or non-inclusive data can 
unintentionally exclude or misrepresent certain groups, leading to 
reputational risk and consumer backlash. 

Similarly, regulations around alcohol advertising (e.g., age gating, 
communications restrictions, platform-specific rules) limit how AI can be 
used for targeting and personalization. 

To overcome these challenges, beverage alcohol companies need to balance 
personalization with responsibility. Transparent and ethical AI is essential for 
leveraging behavioral insights, targeted messaging, and marketing 
optimization. In addition, AI systems should be trained on inclusive data, 
regularly audited for bias, and guided by authentic representation. Finally, 
maintaining a “human-in-the-loop” approach wherever possible, ensuring 
integrity and oversight, should be a priority. 

 
NABCA: What role does cybersecurity play in beverage alcohol 
marketing using AI? Are there signs to look out for? What would they 
be? 

P-R: AI in marketing can be used for many interesting things, like 
personalized recommendations, consumer segmenting, consumer chatbots, 
targeted campaigns… All of these rely on large datasets. Protecting this data 
is a key role of cybersecurity. 
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AI also enables more sophisticated phishing or impersonation attempts, such 
as fake CEO emails. Staff training is the first line of defense. 

There are other risks, like counterfeiting labels with AI, which have existed 
previously and now have a lower barrier to entry. 

B-F: Cybersecurity plays a vital role in AI-driven marketing or any AI-driven 
initiative for beverage alcohol companies. It helps safeguard consumer data, 
protect AI models, and ensure compliance with strict industry regulations. 

As companies increasingly rely on AI to personalize campaigns and analyze 
consumer behavior, they must also defend against threats like data 
breaches, model manipulation, and unauthorized access by bad actors. 
Warning signs to watch include unusual data access patterns, unexpected AI 
outputs, phishing attempts targeting marketing systems, and unsecured 
integrations with third-party platforms. 

It’s hard to stay ahead of bad actors, but companies are constantly adopting 
security practices to significantly reduce risk and protect their Intellectual 
Property. 
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Image used under license from Shutterstock.com 

NABCA: Agentic AI is where a “bot” or a human electronically engages 
with a customer. What role does agentic AI play in brand experience 
and marketing for a beverage alcohol company? 

P-R: We see two perspectives: 

1- How brands use agentic AI: 
There is value here but it’s narrower than what we can think initially. AI 
agents can solve simple issues like tracking deliveries or checking 
stock. So, they can be good additions to support or complement sales 
teams. Yet these enhancements remain far from an emotional brand 
experience. Most consumers buy alcohol for social, emotional, and 
sensory reasons and are interested by experiences with the same 
qualities. Chatbots recommending cocktails are fun for a short-term 
novelty effect, but their long-term value is unproven. 
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Another area of interest is the ability to automate several gruesome 
tasks in marketeers everyday work to free up time to focus on more 
impactful tasks. For now, agentic AI is useful in micro-moments, not as 
a revolution. 

 
2- How agentic AI tools perceive brands: 

AI shopping agents are developing fast, whether through AI providers 
such as open AI or retailers. They will increasingly influence consumer 
choices. These agents may prioritize price or ratings over brand 
storytelling. That’s why we see the rise of GEO—Generative Engine 
Optimization. Brands need to make their story “machine-readable” so 
that AI recommends them. This is an exciting field that evolves fast. 

 
B-F: Similarly to other industries, we see Agentic AI play a key role in 
customer engagement - be it answering consumer queries, helping navigate 
brand information across different properties, support with personalization. 

 
NABCA: What are the pros and cons of Agentic AI with customer 
engagement? 

P-R: 

• Pros: efficiency, 24/7 availability, ability to handle routine tasks. 

• Cons: lack of emotional and sensory connection, dependence on data 
quality, and need for strict compliance checks. 

B-F: One of the key advantages of using Agentic AI is that it’s always “on” 24/7 
and can provide efficient ways to enhance customer engagement. Customers 
can instantly receive responses to their queries about products or recipes, 
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and the agent can offer a degree of personalized recommendations, learning 
as the volume of interactions increases. On the flip side, you need to ensure 
the quality of responses is consistent, aligned with compliance and 
regulations requirements, and feel authentic to the brand’s tone of voice. If 
not properly trained or monitored, AI agents can provide inaccurate or non- 
compliant responses, which can be risky in a regulated industry like beverage 
alcohol. 

(Refer to NABCA : The Generative AI Innovation Revolution in Beverage 
Alcohol: Part 2 for agentic ecosystem) 

 
NABCA: What are ways beverage alcohol companies can succeed by 
aligning marketing goals with AI goals? 

P-R: AI should not have its own goals. It should serve marketing and business 
strategy. The risk is treating AI as an end instead of a means. 

B-F: It is critical that AI is leveraged in alignment with company goals, rather 
than being treated as an independent objective. As with any emerging 
technology, there’s a risk that the focus shifts to adopting the technology for 
its own sake, rather than using it to build capabilities that help teams deliver 
on business objectives more efficiently and effectively. The only sustainable 
approach is to ensure that the adoption and use of AI are tightly aligned with 
both company-wide and functional goals. Whether it’s reducing non-working 
media, increasing the effectiveness of marketing spend, or optimizing 
business processes, the ultimate aim should be to deliver great products and 
consumer experiences that drive sustainable business growth. Strong 
alignment will also help in identifying the right use cases, defining success 
indicators, and scaling initiatives effectively. 

https://www.nabca.org/sites/default/files/assets/files/GenerativeAI_%20ARTICLE_PART2_Final.pdf
https://www.nabca.org/sites/default/files/assets/files/GenerativeAI_%20ARTICLE_PART2_Final.pdf
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NABCA: Will beverage alcohol marketers need to treat Search Engine 
Optimization differently now that AI is becoming prevalent? 

P-R: Yes. GEO (Generative Engine Optimization) is the new SEO. Now, a big 
part of good GEO starts with good SEO. My advice is simple: keep building 
SEO while learning how to adapt to GEO. 

B-F: Yes and no. Whether on search engines like Google or retail search 
platforms such as Amazon and Walmart, we believe the fundamentals of 
winning in search remain the same: having relevant content that aligns with 
consumer queries and context and optimizing technical aspects to perform 
well with the algorithm. Relevant and well-optimized content has a higher 
chance of securing valuable search real estate and being displayed to 
consumers. 

What continues to evolve is how the underlying algorithms evaluate different 
types of content and which sources they prioritize when synthesizing 
answers or making recommendations. For example, a search for a brand like 
Jack Daniel’s might previously have shown the brand’s official site at the top, 
but now it could display a summary compiled from sources like Wikipedia, 
Reddit, and the brand’s own site. As a result, monitoring brand reputation 
and the consumer voice has become more important than ever. 

 
NABCA: Should we address the White House AI Action Plan? What’s in it 
and what impact does it have on beverage alcohol marketing? 

P-R: Yes, it matters. 

The plan supports infrastructure and innovation, which could make AI tools 
more accessible, hence enabling faster, data-driven marketing experiments 
and personalization. The plan also tends to lift regulations which may reduce 

https://www.whitehouse.gov/wp-content/uploads/2025/07/Americas-AI-Action-Plan.pdf
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friction for deploying AI in marketing, while emphasizing fairness and 
transparency. For companies working with government contracts, 
“ideological neutrality” of AI is an important requirement to be noted. 

 
NABCA: One of the marketing benefits of AI is that it gathers 
information about customers that can translate into knowing their 
habits, likes/dislikes and other traits. Does your company collect first 
party data? Also, what firms would you consider if you wanted to 
partner with an outside firm to collect this information? 

P-R: As a B2B2C company, first-party consumer data is limited, most of our 
data is “sell-in” data from wholesalers and retailers. We mostly rely on this 
and second-party data (retailers’ data) or third-party data (data aggregators 
and panelists). We combine our internal business data (for example sales 
over the last 3 years) with second- and third-party data and use predictive AI 
to get insights or predictions for each brand. For example, thanks to our AI 
internal tools, we can calculate price elasticity for Absolut in California or 
identify the best outlets for Jameson during St. Patrick’s in New York. We 
work with companies such as Nielsen for third party data and when we need 
first- or second-party data, companies like Fetch provide very interesting data 
sets in the US market. Pernod Ricard has invested in Fetch. 

 
NABCA: How can AI help beverage alcohol companies become more 
efficient with marketing? 

P-R: In marketing, AI can augment both our right brain (analytics) and our left 
brain (creativity). At Pernod Ricard we use AI to be more precise in our 
marketing allocations and brand strategies and to create brand content, 
faster, with enhanced quality and at a lower cost. 
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NABCA: How do you envision beverage alcohol companies using AI for 
marketing in the future? 

P-R: AI will take personalization further. And it will automate repetitive tasks, 
giving marketers more time to focus on what really matters: building strong 
brands and deep emotional connections with consumers. And the more 
precise — even surgical — our marketing becomes, the better we can reach 
the right consumers while staying true to our responsible marketing goals. 

 
NABCA: What role does machine learning play in beverage alcohol 
marketing? 

P-R: Machine learning is the technology behind our Marketing Mix Modeling 
tool called Matrix internally. Machine learning has the advantage of being a 
very mature technology with measurable accuracy. Not otherwise specified, 
it is also very useful for supply chain, for predicting sales, for instance. 
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