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Artificial Intelligence Marketing (AIM): Digital
Transformation and Consumer Behaviour
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Abstract

Artificial intelligence (AI) is important in analyzing consumer behavior
and creating marketing strategies based on this behavior. Al facilitates the
analysis of large amounts of data, providing deep insights into consumer
preferences. In this way, companies can increase customer satisfaction by
offering personalized experiences that align with consumer expectations.
Through machine learning and data analytics, consumer behavior can be
better understood, increasing the effectiveness of marketing campaigns.
AIM’s ability to analyze data such as social media interactions, purchase
history, and online behavior makes it possible to predict consumers’ future
buying tendencies. This enables marketers to target and quickly adapt to
consumer behavior accurately. In addition, the personalization capabilities
offered by AIM increase brand loyalty and strengthen purchase intent by
providing consumers with personalized experiences. These benefits of AIM in
understanding consumer behavior allow marketers to develop more effective
and targeted strategies. The ability of technology to optimize marketing
processes by responding to customer needs in real time allows brands to
gain a competitive advantage. AIM has great potential to predict consumer
behavior and create personalized marketing campaigns more accurately.

1. Introduction

The impact of artificial intelligence (AI) is becoming increasingly
widespread, radically changing global marketing dynamics (Jain &
Aggarwal, 2020). This technology, which transforms how businesses
operate, holds significant potential for innovation in marketing. Identifying
the most suitable Al solutions for marketing processes is a critical focus
for practitioners. Al is expected to become an organization’s key business
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partner in the long term. Al applications have already become a core element
of global marketing teams. In interviews with 100 senior marketers across
various industries, it was found that 55 percent of companies are either using
or actively researching Al-based marketing applications (Smartinsights,
2018). This finding underscores the transformational impact of Al on the
marketing industry.

Artificial Intelligence Marketing (AIM) refers to the effective
application of technology to enhance the customer experience. Artificial
intelligence facilitates big data analysis, enabling personalized sales strategies
and better alignment with customer expectations. Additionally, AIM has
the potential to improve the performance and return on investment (ROI)
of marketing campaigns by providing rapid and in-depth customer insights
(Jain & Aggarwal, 2020).

In the marketing landscape, big data analytics and artificial intelligence
applications are becoming increasingly crucial. By leveraging machine
learning technologies, marketers analyze the relationships between data
points to gain deep insights into customer behavior and enhance operational
efficiency. These systems can detect emotions by analyzing speech, visualize
social media trends, and make various predictions through data processing
(Thiraviyam, 2018).

AT holds significant potential in the field of marketing, fundamentally
transforming the interaction between brands and consumers. The
application of Al varies based on the type of business and the characteristics
of the website. The data generated by Al allows for the rapid and effective
identification of content and channel preferences within the target audience,
enabling marketers to meet customer needs in real time. Furthermore, the
personalization capabilities offered by Al provide a sustainable competitive
advantage by analyzing the performance of competing businesses while
enhancing consumers’ purchasing tendencies (Haleem et al., 2022).

New technologies offer a competitive advantage to businesses by making
their product and service offerings more accessible to customers (Rouhani et
al.,2016). A customer-centered approach that focuses on addressing customer
needs on a global scale is essential for organizational growth (Vetterli et al.,
2016). Al plays a significant role, particularly in digital marketing. Through
tools such as chatbots, intelligent email marketing, interactive web design,
and other digital marketing technologies, Al helps guide users in alignment
with business objectives, providing a more personalized experience. These
technologies optimize customer interactions, making marketing strategies
more effective for businesses.
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With the advancement of Al, artificial intelligence applications in
marketing have become increasingly important for enhancing customer
satisfaction, expanding market share, and boosting profitability. In this
context, key questions arise regarding how Al technologies can be most
effectively integrated into marketing strategies and what future research
directions will emerge. Artificial intelligence offers marketers significant
opportunities by providing advantages such as the ability to analyze customer
behavior, deliver personalized experiences, and accelerate decision-making
processes. Future research will focus on exploring more in-depth applications
of Al, examining its impact on marketing strategies, and investigating ways
to integrate these technologies more sustainably and ethically (Wisetsri et
al., 2021).

2. Artificial Intelligence (AI) Concept

In artificial intelligence (AI), the term ‘artificial’ refers to the capacity
of machines to function independently of human intervention, while the
concept of ‘intelligence’ is more nuanced and complex (Wirth, 2018).
Alan Turing addressed this issue in his 1950 paper, Computing Machinery
and Intelligence, which preceded John McCarthy’s Dartmouth Artificial
Intelligence Research Project in 1956. In his discussion of the question “Can
machines think?”, Turing emphasized the need to first define the concepts
of ‘machine’ and ‘thinking’ (Turing, 1950). The Turing test is designed to
assess the intelligence of computers and determine whether a machine can
achieve human-level performance across all cognitive tasks (Thiraviyam,
2018). In 1959, Cahit Arf addressed the issue in his Public Conference
Declaration at Atatiirk University in Erzurum under the title ‘Can a machine

think and how can it think? (Arf, 1959).

Artificial intelligence, from an idealized perspective, can be seen as an
artificial operating system that demonstrates the higher cognitive functions
or autonomous behaviors typically associated with human intelligence. This
system should be capable of perceiving, learning, linking multiple concepts,
thinking, reasoning, problem-solving, communicating, and making decisions.
Additionally, such an Al system should be able to generate responses based
on its reasoning (agentive artificial intelligence) and physically express these

reactions (Wikipedia, 2025).

Wirth (2018) defines Al in three distinct categories: narrow Al, hybrid
Al and strong Al Narrow Al, also known as weak Al, refers to systems
optimized for specific tasks, with limited flexibility and an inability to adapt
to different domains. Despite this limitation, the development of narrow
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Al systems is highly complex. While these systems lack the broad cognitive
capabilities of human intelligence, they can excel in their areas of expertise
and even surpass humans in some cases. Notable examples include AlphaGo
and DeepBlue. The majority of Al systems in use today fall under the narrow
Al category, such as Siri, Google Assistant, and Alexa. Narrow Al is widely
applied across industries like healthcare, defense, and marketing. The terms
strong Al full AL, and general artificial intelligence are used interchangeably
to describe systems that possess the same level of power and flexibility as
human intelligence. Unlike narrow Al strong Al is not designed for specific
tasks but aims to replicate human cognitive capabilities. However, strong Al
has not yet been realized (Greenwald, 2011). The development of narrow Al
has highlighted the need for more precise terminology. Emerging solutions
that integrate multiple narrow Al systems to address a broader range of tasks
are referred to as hybrid Al This field is rapidly expanding, though these
systems still do not qualify as strong Al (Martinez de Pis6n et al., 2017).

In today’s rapidly evolving digital landscape, data-driven strategies are
becoming increasingly vital in marketing. In this context, technologies such
as Big Data and Machine Learning are transforming marketing practices. Big
Data refers to the process of collecting extensive data on customers’ buying
behaviors and trends. It also involves the ability of marketers to effectively
combine and analyze large data sets. This data is leveraged in marketing
strategies to ensure that the right message reaches the right person at the
right time and through the appropriate channel. Machine Learning, on
the other hand, enables the creation and application of models based on
identified patterns. This technology provides the opportunity to uncover
trends, analyze insights, and predict behaviors by extracting valuable
information from large data sets. As a result, marketers can optimize their
strategic decisions by better assessing the likelihood of certain actions being
repeated and understanding the key factors influencing these processes (Jain

& Aggarwal, 2020).

In the realm of artificial intelligence and machine learning, few topics
are as intriguing as generative models. These models stand out for their
ability to generate new data that closely resembles real-world examples.
Generative models tackle one of the most complex challenges in Al: creating
new data that is indistinguishable from authentic data. They can generate
realistic images, music, or text without human intervention. Among
these models, Generative Adversarial Networks (GANs) and Variational
Autoencoders (VAEs) are particularly notable architectures. Generative
Adversarial Networks (GANSs), developed by Ian Goodfellow and his team

in 2014, consist of two opposing neural networks: the Generator and the
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Discriminator (Goodfellow, 2014). The Generator creates realistic data
samples starting from random noise, while the Discriminator analyzes the
generated data and attempts to distinguish between real and fake samples.
These two networks continuously challenge each other— as the Generator
produces more convincing fake data, the Discriminator becomes increasingly
adept at detecting it. This adversarial process enables the Generator to
create samples so realistic that they are almost indistinguishable from real
data (Alqahtani et al., 2021). Variational Autoencoders (VAEs) enhance
the dimensionality reduction and feature learning capabilities of traditional
Autoencoders by introducing a probabilistic framework for generative
modeling. In this model, the Encoder maps the input data into a low-
dimensional latent space, creating a probabilistic representation, while the
Decoder reconstructs the original data by sampling from this latent space
(Wet et al., 2020). The key feature of VAEs is that they treat the latent
space as a probability distribution, allowing for more flexible and controlled
data generation. This probabilistic approach provides a statistical structure
that enables the model to generate new data samples. Generative models
have found widespread applications across various fields, including art
production, anomaly detection, drug discovery, super-resolution image
processing, and data transfer (Sruthy, 2023).

3. AIM and Consumer Behavior

Al is a technology that enables businesses to monitor real-time data,
allowing them to quickly analyze and respond to customer needs (Wirth,
2018). Marketers can use Al to assess consumer behavior, identify patterns,
predict future outcomes, and adjust advertising strategies accordingly.
AT offers significant advantages for marketers, particularly in forecasting
consumer behavior and enhancing customer satisfaction. As consumer
preferences evolve, brands are increasingly investing in Al-powered solutions
to maintain a competitive edge. Al tools are being effectively applied in
areas such as web metrics analysis, optimization of reach, and conversion
strategies. Al branches, including machine learning, natural language
processing, expert systems, robotics, and data analytics, help marketers
classify customer needs, personalize demand, and improve sales forecasts.
Al-powered ‘intelligent’ systems are designed to boost customer loyalty and
sales performance while reducing uncertainties in decision-making processes

(Gkikas & Theodoridis, 2022).

Traditionally, forecasting consumer behavior relied on statistical
techniques and rule-based systems. While these methods can be useful to
some extent, contemporary consumer markets are increasingly analyzed
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using generative artificial intelligence (AI) methods, which have significantly
enhanced the accuracy and depth of consumer behavior predictions. By
utilizing large datasets and complex machine learning algorithms, these
models can uncover hidden trends and relationships that traditional methods
often overlook. For example, Generative Adversarial Networks (GANs)
create realistic customer profiles based on existing data, enabling marketers
to simulate how new products or services will be perceived by different
populations (Prosvetov, 2019). Similarly, Variational Autoencoders (VAEs)
analyze the latent variables behind consumer preferences, providing a more
comprehensive understanding of individual choices and how these decisions
are influenced by external factors (Higgins et al., 2017).

The increasing availability of consumer data and artificial intelligence
(AI) systems developed for large-scale processing of this data has accelerated
data-driven decision-making processes in marketing. Generative AI models
provide an effective tool to improve traditional consumer behavior models
by offering more accurate and complex insights. Transformative models in
particular have shown great success in recommender systems. For example,
they are notable for their ability to accurately predict future behavior and
preferences by analyzing customer contact data (Yenduri et al., 2024; Gupta
etal., 2024; Yoon & Jang, 2023).

The use of generative artificial intelligence (AI) in marketing has created
new opportunities and influenced consumer behavior. These technologies
enable companies to create customized marketing plans, evaluate big customer
data more effectively, and gain new insights. Personalized marketing, in
particular, is an important area where generative Al is having an impact.
While traditional methods rely on rule-based algorithms that group users
into groups, generative Al can create unique customer profiles and detect
small trends by analyzing behavioral data. By modeling how consumers react
to marketing stimuli, GANs enable companies to deliver more accurately
personalized messages. This level of personalization can increase consumer
engagement and loyalty (Gavilanes et al., 2018; Harmeling et al., 2017).
Furthermore, transducers can be used to predict consumer behavior. For
example, in e-commerce, a model can provide timely and relevant product
recommendations by predicting a consumer’s future purchases. Generative
AI models are also effective in sentiment analysis and recognition and play
an important role in understanding factors such as customer satisfaction and
dissatisfaction. This information can be used to improve customer service
and build stronger consumer relationships (Higgins, et. al., 2017).
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Madanchian (2024) examines the impact of Al models on consumer
behavior prediction, marketing, and customer engagement. By systematically
analyzing 31 studies across areas such as e-commerce, energy data modeling,
and public health, he identifies the contributions of these models to
personalized marketing, inventory management, and customer retention.
The study highlights the ability of transformative models to process complex
data, as well as the advantages of certain AI models (e.g., GAN and VAE)
in predicting customer behavior. Additionally, challenges related to data
privacy, computing resources, and the application of these models in real-
world scenarios are discussed.

4. Use of Artificial Intelligence in Marketing

The primary applications of Al in marketing encompass key marketing
mix elements, including strategy and planning, product development,
pricing, distribution, and promotion. The use of Al-based systems in these
areas is strategically significant (Han et al., 2021).
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Figuve 1. Several Segments for AI Applications in the Mavketing Domain
Source: Haleem et al., 2022: p. 121.
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4.1. Strategy and Planning

Al can assist marketers in determining the strategic direction of a
company (Huang & Rust, 2017). Additionally, Al supports marketers in
segmentation, targeting, and positioning, enabling them to develop effective
marketing strategies and plan their activities. Al applications are particularly
useful in identifying profitable customer segments across various industries,
especially in retail. By combining data optimization techniques, machine
learning, and causal forests, marketers can refine customer targeting (Chen
et al., 2020; Dekimpe, 2020; Pitt et al., 2020). These capabilities help
marketers create more effective and efficient planning strategies.

Huang and Rust (2021) developed a three-stage framework for
strategic marketing planning that incorporates the advantages of artificial
intelligence (AI). This framework describes different types of Al used to
optimize marketing processes: Mechanical Al is used to automate repetitive
marketing functions and activities; Thinking AI is used to process data to
make decisions; and Feeling Al is used to analyze interactions and human
emotions. This three-stage framework illustrates how Al can be used for
marketing research, strategy (segmentation, targeting, positioning), and
actions. In the marketing research phase, mechanical Al can be used to
collect data, thinking AI can be used to analyze the market, and feeling
Al can be used to gain customer insight. In the marketing strategy phase,
mechanical Al can be used for segmentation, thinking Al for targeting, and
teeling Al for positioning. At the marketing action stage, mechanical Al can
be used for standardization, thinking Al for personalization, and feeling Al
for relationalisation. This framework is applied to various areas of marketing
and according to the marketing 4P/4C framework to illustrate the strategic
use of Al (Shree, 2024)

The impact of Al on the marketing mix lies at the core of digital
transformation, revolutionizing marketing strategies. This influence allows
brands to create more targeted, effective, and personalized strategies by
offering innovative, data-driven solutions in product, price, distribution,
and promotion. The table below highlights the impact and application areas
of artificial intelligence on the marketing mix.
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Table 1: The Impact of Avtificial Intelligence on Key Marketing Mix Strategies

Product Price Promotion Place
e Development of e Creating prices e Creating a e New
new product in accordance unique customer distribution
e Personalization with the buyer’s experience channels
of the product power e Dersonalization e Continuous
e Automatic of comunication customer
suggestions to e Creating new support
the buyers value and e Automatization
e Creating added benefits for the of the sales
value for the customers
customer e Decreasing
disappointing
effect

Source: Buntak et al., 2021: p. 410.

4.2. Product Management

Al can tailor offers to meet customers’ needs. An Al-based marketing
analytics tool can enhance customer satisfaction by evaluating how well
product designs align with customer preferences (Dekimpe, 2020). During
product searches, preference weights assigned to product attributes help
marketers better understand the product recommendation system and adjust
marketing strategies for effective product management. Topic modeling
improves the system’s ability to innovate and design services, while deep
learning personalizes interest recommendations, helping to discover new
places (Antons & Breidbach, 2018; Dzyabura & Huser, 2019; Guo et al.,
2018).

4.3. Price Management

Pricing is a computationally intensive process that involves considering
multiple factors to determine the final price. The complexity of this process
is further heightened by real-time price adjustments driven by fluctuating
demand. In such a dynamic environment, a multi-armed bandit algorithm
powered by artificial intelligence can adjust prices in real-time (Misra
et al., 2019). For environments where prices change frequently, such
as e-commerce platforms, Bayesian inference within machine learning
algorithms can quickly align price points with competitor prices (Bauer &
Jannach, 2018). The most effective pricing algorithms integrate customer
preferences, competitor strategies, and supply networks to optimize dynamic
pricing (Dekimpe, 2020). On the application side, Al-powered tools such as
big data analytics are used for price adjustments and forecasting.
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4.4. Place Management

Product access and availability are critical components of the marketing
mix for enhancing customer satisfaction. Product distribution is a largely
mechanized and iterative process that depends on network relationships,
logistics, inventory management, storage, and transportation. Al is an
ideal solution for location management, with technologies such as cobots
tor packaging, drones for delivery, and IoT systems for order tracking and
tulfillment (Huang & Rust, 2018). Both suppliers and customers benefit
from the standardization and automation of the distribution process. In
addition to its advantages in distribution management, Al also presents
opportunities for customer engagement in service contexts. Service robots,
programmed with emotional Al, can enhance customer interactions (Wirtz
etal., 2018). While tangible robots engage with customers, human elements
remain essential in complementing the service environment to ensure
customer satisfaction. Al-driven service process automation further provides
opportunities for performance and productivity improvements (Giir, 2022).

4.5. Promotion Management

Product access and availability are critical components of the marketing
mix for enhancing customer satisfaction. Product distribution is a largely
mechanized and iterative process that depends on network relationships,
logistics, inventory management, warchousing, and transportation. Al
provides an ideal solution for location management, utilizing technologies
such as cobots for packaging, drones for delivery, and IoT systems for
order tracking and fulfillment (Huang & Rust, 2018). Both suppliers
and customers benefit from the standardization and automation of the
distribution process. Beyond its advantages in distribution management, Al
also presents opportunities for customer engagement in service contexts.
Service robots programmed with emotional Al can significantly enhance
customer interactions (Wirtz et al., 2018). While physical robots engage
with customers, human elements remain crucial in complementing the
service environment to ensure customer satisfaction. Al-driven automation
of service processes also offers additional opportunities to improve
performance and productivity (Giir, 2022).

Table 2 outlines the key applications of Al in marketing and illustrates
the new opportunities it presents for companies to achieve a sustainable
competitive advantage in an increasingly digital and data-driven world.
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Table 2. Major Implementations of AI in Marketing

Applications Description

References

Digital e Analyzing consumer behavior, actions, and key  (Yang et al., 2022;
Marketing indicators Paschen et al.,
e Accurate targeting and optimal timing 2021; Shah &
e Data processing across social media, email, and ~ Shay, 2020; Syam
websites & Sharma, 2018;)
e Marketing automation: data flow, interactions,
and business outcomes
e Data collection, insights generation, predictions,
and automated decision-making
Reduction e Reduces human error in marketing processes (Ekramifard,
of human e Content development and optimization, such as  A., Amintoosi,
mistakes email format personalization H., Seno, A.H.,
e Minimizes the risk of human error in decision-  Dehghantanha,
making A., Parizi, 2020;
o Addresses data security concerns and safeguards  Kitsios, F.;
against breaches Kamariotou,
¢ Enhances employee competence in protecting 2021; Tan et al.,
customer and company data 2016)
e Adapts to tackle cybersecurity challenges
e Optimizes marketing strategies, reducing the
need for excessive resources
Connect e Connects end-to-end business processes for a (Akansha Mer,
business seamless experience. 2022; Grewal
process e Marketers using Al achieve exceptional et al., 2020;
performance. Sadriwala, M. F. &
e Enables the creation of customized, human- Sadriwala, 2022;
centered marketing strategies. Yablonsky, 2019)
e Transforms customers into passionate brand
advocates.
e Al enhances interaction designs, making them
more engaging.
e Offers organizations the opportunity to elevate
marketing to a superior experience.
Analyse e Analyzes vast amounts of market data to predict (De Bruyn et al.,
massive user behavior. 2020; He et al.,

amounts of
market data

e Understands billions of search queries to assess
purchase intent.

e Identifies gaps and facilitates appropriate
actions.

o Al and machine learning extend beyond basic
tools.

¢ Fundamentally transforms business operations.

e Increases business efficiency nearly threefold.

2020; Moudud-
Ul-Hugq, 2014;
V. Rutskiy, R.
Mousavi, N.
Chudopal, Y.E.
Amrani, V.
Everstova, 2021)
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Applications Description References
Deliver e Analyzes new data to provide customers with (Brooks, 2022;
valuable more relevant information. Makarius et al.,
information e Acts as a tool to drive marketing campaigns 2020; Purwanto
toward higher goals. P., Kuswandi K.,

e Combines advanced technology and human 2020)
intelligence for hyper-personalized, engaging
interactions.

e Delivers instant personalized advertising.

o Continuously collects data to guide future ad
content changes.

e Enables sellers to focus on results using personal
and behavioral data.

e Provides deeper insights into customer goals,
aspirations, and buying patterns.

Enable e Provides intelligent, simple, and convenient (Buntak et al.,
convenient customer support at every stage for an 2021; Sirajuddin
customer optimal experience. & P, 2020; Jatoba
support e Essential for ensuring a seamless and efficient et al., 2019; Fish
customer experience. & Ruby, 2009;)
¢ Automates repetitive marketing tasks to enhance
marketing automation.
e Captures real-time customer data and scales its
application.
o Simplifies sorting, organizing, and prioritizing
data.
o Al-powered marketing automation tools are
transforming marketing strategies.
o Next-generation platforms strengthen strategies
by addressing evolving needs like hyper-
personalized offers.
Better ¢ Enables marketers to identify qualified leads, (Alyoshina, 2020;
marketing refine nurturing tactics, and create relevant K. Jarek, 2019;
automation content by integrating with marketing Tanase & Cosmin,
tool automation tools. 2018)

e Dynamic content emails, particularly one-to-
one messages, cffectively reinforce a brand’s
message by delivering contextual emails that
capture subscribers’ attention.

e Dynamic content strategies ensure email
relevance by considering factors such as
geographic location, psychographics,
behavioral data, and insights.
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Applications Description References
Ease e Provides actionable insights from complex data  (Huang & Rust,
workload within a short time frame. 2021; Mohd
e Has the potential to significantly impact Javaid, Abid
marketing activities through predictive Haleem, Ravi
analytics. Pratap Singh,
e Al-driven predictive analytics unlocks substantial 2022; Vlaci¢ et
value from existing data. al.; 2021; Wirth,
e Predictive lead scoring offers an innovative 2018)
method for ranking and evaluating leads.
Speeds e Enhances data processing speed, accuracy, and ~ (Kumar, Rajan,
up data security, allowing teams to focus on strategic ~ Venkatesan, &
processing objectives while creating effective campaigns. Lecinski, 2019;
e Collects and tracks real-time tactical data, Davenport,
enabling immediate decision-making. Guha, Grewal, &
o Facilitates smarter, more objective decision- Bressgott, 2020;
making through data-driven reports. Raiter, 2021)
o Al automates repetitive and time-consuming
tasks, completing them efficiently and error-
free.
e Substantially reduces recruitment costs through
automation and Al-driven efficiencies.
Make e Al enhances consumer understanding, enabling  (Rekha, Abdulla,
customer more customer-centric decision-making. & Asharaf,
centered e Provides external market intelligence by 2016; Paschen,
choices analyzing social media and web content. Kietzmann, &
e Enables marketers to quickly build detailed Kietzmann, 2019:
consumer profiles using big data. Feng, Park, Pitt,
e Consumer profiles encompass interactions, Kietzmann, &
campaign responses, habits, and other Northey, 2021)
relevant factors.
Examine e .Machine learning identifies the optimal times,  (Mustak,
data about frequency, engaging content, and effective Salminen, PI¢é,
customer email subject lines for customers. & Wirtz, 2021;

e Complex algorithms personalize the web
experience for individual users.

e Data is analyzed to provide more relevant offers
tailored to each user.

e Predictive models estimate the likelihood of
leads converting into customers.

e These models can also determine the price
needed to convert leads or identify customers
likely to make repeat purchases.

Olson & Levy,
2018;

Vishnoi, Bagga,
Sharma, & Wani,
2018)




276 | Artificial Intelligence Marketing (AIM): Digital Transformation and Consumer Behaviour

Applications Description References
Improve e Al enhances inventory control during peak (Aladayleh,
stock control demand, preventing over-buying and 2020; Wierenga,
maximizing revenue. 2010; Nalini,
e Every business has unique dynamic pricing and ~ Radhakrishnan,
demand forecasting requirements. Yogi, Santhiya,
o Tailoring solutions based on specific products & Harivardhini,
and customer types is often the best approach 2021; Rodgers &
to meet business goals. Nguyen, 2022)

Customise
shopping

processcs

o Al can create simulation models, personalize
shopping experiences, and offer product
recommendations.

e Companies, like Amazon, utilize Al to engage
customers by suggesting products based on
past purchases and searches.

o Intelligent technologies are evolving rapidly and
can outperform humans in certain areas.

o Al is surpassing humans in recognizing
marketing trends due to its vast data analysis
capabilities.

e These systems analyze data to predict consumer
buying patterns and enhance the user
experience.

(Pedersen & Duin,
2022; Khrais,
2020; Kumar,
2020)

Digital
advertising

o AT helps achieve success in digital advertising by
targeting experts on platforms like Facebook,
Google, and Instagram.

o Ads are tailored by analyzing user data such as
gender, age, interests, etc.

e Marketers can leverage Al to analyze micro-
trends and forecast future trends.

e This enables more informed and strategic
decision-making.

e Companies can maximize return on investment
by minimizing digital advertising waste.

e Al, combined with IoT and connected devices,
is shaping the future of digital marketing.

(Martinez-Lopez
& Casillas, 2013;
Boz & Kose,
2018; Kietzmann
& Pitt, 2020;
Alawaad, 2021)

Better
customer
experience

o Al is used to enhance operational efficiency and
improve the consumer experience.

o Marketers can leverage these platforms to gain a
deeper, more comprehensive understanding
of their target audience.

e The collected data helps boost conversions while
reducing the effort required from marketing
teams.

(Rust & Huang,
2014; Giingor,
2020; Dwivedi et
al., 2021)
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Applications Description References
Assisting o Al enables more effective customer interactions. (Bader & Kaiser,
marketers o Al marketing components analyze large 2019; Enholm,
customer datasets and provide tech-driven Papagiannidis,
solutions for future actions. Mikalef, &
¢ With the rise of digital media, big data has Krogstie, 2021;
expanded, allowing marketers to analyze Loureiro,
campaigns in greater depth and transfer data ~ Guerreiro, &
across multiple channels. Tussyadiah, 2021)
e Effective Al solutions offer marketers a
centralized platform to manage large data
volumes efficiently.
Increased e Al reduces risk, boosts speed, enhances customer (Popova, 2017;
customer satisfaction, and increases marketing revenue. Deggans, Krulicky,
satisfaction e It enables fast decisions on media channel spend (Kovacova,
and revenue allocation, maximizes campaign value, and Valaskova, &
fosters interaction. Poliak, 2019;

¢ Al improves customer experience by delivering
personalized messages at optimal times.

e It identifies high-risk customers and suggests
strategies to re-engage them.

o It analyzes strategy effectiveness and ensures
appropriate resource allocation.

Tchelidze, 2019;
Sajid, Haleem,
Bahl, Javaid,
Goyal, & Mittal,
2021)

Develop- o Al assists with data collection, predictive (Yawalkar, 2019;
ment of a modeling, and testing. Sahai & Goel,
predictive e It sends personalized emails and enhances 2021;
model customer experience. Vrontis, Christofi,
e Identifies customer groups at risk of Pereira, Tarba,
abandonment or switching to competitors. Makrides, &
e Analyzes multi-channel activity to predict Trichina, 2022)
abandonment and improve engagement.
e Keeps users engaged with relevant offers, alerts,
and emails.
e Combining Al-powered abandonment
prediction with personalized content boosts
engagement and revenue.
Learning e AT helps marketing teams understand customer  (Siau & Wang,
about preferences and demographics. 2018;
customer e This allows for personalized experiences tailored Chatterjee,
preferences to each customer. Chaudhuri,
e Data can create detailed customer profiles, such ~ Vrontis, Thrassou,
as how they respond to headlines or visuals. & Ghosh, 2021,
e These insights inform and improve future Spreitzenbarth,

mar keting messages.

Stuckenschmidt, &
Bode, 2021)
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Applications Description References
Make better o Al enhances insights by analyzing both (Prabowo,
decisions quantitative and qualitative data. Murdiono,
o In Google Ads, AT helps focus on high-level Hidayat, Rahayu,
decisions, like campaign planning. & Sutrisno, 2019;
o It enables more targeted campaigns and better  Farrokhi, Shirazi,
ROI by processing large data sets. Hajli, & Tajvidi,
e Agencies can leverage Al to analyze data, predict 2020; Boddu,
trends, and improve brand quality. Santoki, Khurana,
o Al fosters the creation of innovative, targeted Koli, Rai, &
ads. Agrawal, 2022)
e Agencies can use Al to increase revenue while
reducing costs.
Target e Companies must understand their customers’ (Daqar & Smoudy,
audience needs and expectations. 2019; Lies, 2019;
o Al marketing helps deliver more personalized Dubey, Bryde,
experiences. Blome, Roubaud,
o It enhances the efficiency of conversion & Giannakis,
management solutions. 2021; Giroux,
o Marketers can address strategic challenges Kim, Lee, & Park,
through the analysis of sophisticated 2022)
communications.
o As consumer expectations evolve, there’s
increasing demand for customized
experiences.
Deliver e Helps marketers gain deeper insights into their  (Pangkey, Furkan,
the right customers. & Herman, 2019;
message in e Building a comprehensive profile involves Li, Cao, Ye, &
time collecting data from all customer interactions. Yue, 2021; Zhao
e Enables the creation of personalized content and & Cai; 2021)
improved campaigns.
o Facilitates the creation of innovative digital
advertising using online data.
Assist e Helps businesses understand their customers and (Haleem &
businesses deliver personalized experiences. Javaid, 2019;
e Companies can target using purchase history Singh, Flaherty,
and social media data. Sohi, Deeter-
e Plays a key role in optimizing ad performance.  Schmelz, Habel,
e Social media platforms use Al to automate ads ~ Le Meunier-
and analyze performance. FitzHugh,
e Improves campaign performance by optimizing & Onyemah,

targeting and ad spending.

2019; Kaiyp

& Alimanova,
2020; Ahmed &
Ganapathy, 2021)

Source: Haleem et al., 2022: pp. 124-127.
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5. Examples of Artificial Intelligence in Marketing

A survey found that 46% of respondents reported that their interaction
with technology increased their trust in a brand and fostered a positive
perception. Alibaba has integrated artificial intelligence and smart clothing
labels into fashion retail by launching a store called “FashionAI’ in Hong Kong.
This system uses product-recognition tags and smart mirrors that suggest
complementary items, complete with garment descriptions. Alibaba’s next
goal is to allow customers to create a virtual wardrobe from clothes they’ve
tried on or touched while visiting the store. This innovative technology has
been developed in response to evolving consumer expectations (Norris,
2024).

A survey revealed that 46% of respondents stated their interaction
with technology enhanced their trust in a brand and cultivated a positive
perception. Alibaba has integrated artificial intelligence and smart clothing
labels into fashion retail by launching a store named ‘FashionAI’ in Hong
Kong. This system employs product recognition tags and smart mirrors
that suggest complementary items along with garment descriptions.
Alibaba’s next goal is to allow customers to build a virtual wardrobe from
clothes they’ve tried on or interacted with during their visit to the store.
This innovative technology was developed in response to the evolving
expectations of consumers (Norris, 2024).

Netflix offers personalized content recommendations through artificial
intelligence applications. The platform analyzes users’ viewing history,
preferences, and reactions to various series, documentaries, and films. This
Al-driven system processes billions of data transactions to recommend
content, forming a significant portion of the content users discover
(Pegasusone, 2025).

Netflix offers personalized content recommendations through AI
applications. The platform analyzes users’ viewing history, preferences,
and reactions to various series, documentaries, and films. The Al-powered
system processes billions of data transactions to recommend content,
which constitutes a significant portion of the content discovered by users
(Pegasusone, 2025).

Starbucks has developed an Al strategy based on predictive analytics,
utilizing loyalty cards and mobile applications to collect and analyze
consumer data. As part of this strategy, announced in 2016, personalized
marketing messages and recommendations were sent to customers.
Additionally, voice-command ordering was integrated into the mobile app
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to enhance the user experience. These Al applications contributed to the
company’s 11% annual revenue growth in 2018, compared to the previous
year (Macrotrends, 2025).

Unilever has leveraged artificial intelligence to align insights from
reference pools, such as popular media content and music, with food
consumption trends. Through these analyses, a connection was discovered
between breakfast and ice cream consumption. Seizing this trend as an
opportunity, Unilever developed cereal-flavored ice cream and the concept
of “Breakfast for Desserts,” which has since become an industry standard
(Spiceworks, 2019).

6. Conclusion

Innovations such as personalization, speech and image recognition,
chatbots, churn prediction, dynamic pricing, and customer insights powered
by artificial intelligence marketing are increasingly making traditional
marketing techniques less effective. While AIM (Artificial Intelligence
Marketing) technologies are rapidly reshaping marketing strategies and
business models, some traditional areas of market research may be replaced
by machines. This shift is leading to the elimination of jobs requiring fewer
technical skills and the emergence of new business areas demanding high
potential and advanced expertise. Today, AIM is not only transforming
marketing strategies but also influencing customer behavior. This change
marks a significant evolution in the marketing world, and it will be fascinating
to see how the field continues to evolve in the future.

Data analytics is one of the most significant benefits of Al in marketing.
This technology analyzes large volumes of data and provides marketers
with real and actionable insights. Artificial intelligence (AI) is emerging as
a crucial tool for enhancing the customer experience. For instance, a Harley
Davidson dealership in New York tripled its revenue and generated 2930%
more leads by using predictive analytics on an Al-based marketing platform,
highlighting the potential of Al in marketing (Anoop MR, 2021).

Several studies have highlighted the effectiveness of Al in enhancing
customer experiences. For example, Nguyen and Sidorova (2018)
demonstrated that Al-powered chatbots improve customer interactions
(Nguyen & Sidorova, 2018). Additionally, Gacanin and Wagner (2019)
discussed the potential of Al and machine learning to generate significant
business value, while addressing the challenges of implementing autonomous
customer experience management (Gacanin & Wagner, 2019). Chatterjee et
al. (2019) emphasized how Al analyzes customer habits, buying behavior,
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and preferences to deliver personalized experiences (Chatterjee et al.,
2019). Seranmadevi and Kumar (2019) outlined AD’s key role in customer
relationship management and user interface applications (Seranmadevi &
Kumar, 2019). Sujata et al. (2019) noted the transformation of traditional
stores into “smart stores” with Al applications, leading to supply chain
efficiencies and enhanced customer experience (Sujata et al., 2019). Finally,
Sha and Rajeswari (2019) pointed out that Al-supported technologies in
the e-commerce sector have strengthened consumer-brand relationships and
product interactions by monitoring consumers’ five senses (Sha & Rajeswar,
2019). Maxwell et al. (2011) found that Al enhances marketing decision-
making by improving the efficiency of data processing (Maxwell et al.,
2011). Wisetsri et al. (2021) conducted a systematic review of the literature
on Al in marketing research. Their bibliometric analysis, which covered
more than 500 articles published between 1995 and 2020, highlighted the
key contributors, sources, and scientific actors in the field, and explored the
impact of Al on marketing. In their study, Davenport et al. (2020) proposed
a framework for understanding AD’s influence on marketing strategies and
customer behavior. They noted that while the short- and medium-term
impact of Al may be more limited, its effectiveness will increase when it
augments human managers rather than replacing them. Soni et al. (2020)
explored the impact of Al on business, offering a comprehensive perspective
from innovation and research to market adoption and future business model
changes. They identified two key drivers behind AI’s emergence as the
primary technology for over-automation and discussed the concept of the
“Al divide,” or the “dark side of AL” Shahid and Li (2019) conducted a
qualitative study with marketing professionals from various companies to
emphasize the benefits of integrating Al into marketing strategies, while
also highlighting technical compliance as one of the biggest challenges in
this process. Overgoor et al. (2019) provided a detailed explanation of how
an industry-standard data mining framework can be applied to develop Al
solutions for marketing problems, supported by a compelling case study on
automated image scoring for digital marketing. Quasim and Chattopadhyay
(2015) explored various types of forecasting and artificial intelligence (AI)
techniques used in business forecasting, providing insights into promising
Al approaches for this field. Kim (2014) conducted in-depth interviews
with 20 marketing executives to examine the topology and characteristics of
big data marketing strategies, emphasizing the business implications of big
data analytics. Amado et al. (2018) evaluated the application of big data in
marketing, noting the growing interest in this area and urging companies
to enhance their efforts in developing big data capabilities. Ozgelik and
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Varnali (2019) examined the psychological aspects and consumer behaviors
related to the effectiveness of customized online advertising using behavioral
targeting. They concluded that consumers’ promotional focus significantly
influences their perceptions of the informativeness and entertainment value of
tailored ads. Simon (2019) discussed the key trends in artificial intelligence,
highlighting the uncertainty surrounding demand from both business and
consumer sides, along with the legal, ethical, and socio-economic challenges
that may impede the widespread deployment of Al technologies.

Modern technology exists as a holistic system, with all its components
interconnected. It is impossible to embrace only the positive aspects of
technology while avoiding its negative consequences. As a powerful and
influential force, technology inherently presents trade-offs, often leading to
the gradual erosion of individual freedoms. In many instances, society is
compelled to adapt to these changes by integrating new technological tools
(Kaczynski, 2013).

Al data must be protected and assessed within its ethical context. As
advancements in artificial intelligence (Al) significantly transform marketing
strategies, the question of how these changes will fit within personal data
protection frameworks becomes increasingly critical. These regulations are
designed to strengthen data protection and give individuals greater control
over their personal information, which directly impacts Al-driven strategies
like targeted advertising, customer analytics, and personalized marketing.
AT’s capacity for large-scale data processing and automated decision-making
is an area that requires careful reassessment in the context of personal
data protection. Regulatory principles, such as data minimization, explicit
consent, and accountability for algorithmic decisions, require marketers to
make their Al-driven solutions more transparent and accountable. In this
context, ethical principles such as transparency, fairness, non-maleficence,
responsibility, and privacy will play a key role in shaping the adoption
and implementation of Al in marketing. For instance, fundamental ethical
requirements for Al usage include ensuring that algorithms are free from
bias and that consumer data is used responsibly. The level of ethical practice
in Al will depend on factors such as an individual’s awareness of data rights,
the ethical policies of companies, and the regulatory oversight mechanisms
in place. When these ethical principles are upheld, Al can evolve into
a trustworthy and sustainable marketing tool that benefits consumers,
businesses, and other stakeholders.
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