
           
    International Journal of Scientific Research in Engineering and Management (IJSREM) 

                        Volume: 09 Issue: 04 | April - 2025                           SJIF Rating: 8.586                                   ISSN: 2582-3930                                                                                                                                               

  

© 2025, IJSREM      | www.ijsrem.com                                                                                                                          |        Page 1 
 

A Study on The Impact of Artificial Intelligence in Sales and Marketing 

 

Dr. Shetty Deepa Thangam Geeta 

 

Assistant Professor School of Management Studies 

Sathyabama Institute of Science and Technology Chennai India 

RASHIKA R R 

 

Master of Business Administration School of Management Studies 

Sathyabama Institute of Science and Technology Chennai India 

 

 

ABSTRACT 

 

This study looks into how Artificial Intelligence (AI) is changing the way sales and marketing teams work. As more 

businesses move toward digital tools, AI has quickly become a valuable part of daily operations—helping teams 

understand customer needs, reach the right audience, and make faster, smarter decisions. Tools like chatbots, predictive 

analytics, and personalization engines are being used to improve customer engagement, generate quality leads, and 

create more effective marketing campaigns. To understand the real-world impact, this research combined survey 

responses with open feedback from professionals working with AI in these fields. The results show that AI doesn’t just 

save time—it also helps people focus on more meaningful and strategic work. At the same time, the study highlights 

some challenges, like the cost of implementation and the need for proper training. Overall, when used thoughtfully, AI 

can make sales and marketing more impactful and people-driven. 

Keywords : Artificial Intelligence, sales and marketing, customer engagement, lead generation, predictive analytics, 

marketing strategy, digital tools, AI in business. 

1. INTRODUCTION 

 

In today’s fast-paced digital world, artificial intelligence (AI) is no longer just a buzzword—it's becoming a game-

changer for how businesses approach sales and marketing. As companies try to keep up with the demands of a tech-

savvy customer base, AI offers powerful tools that help them connect with their audience in smarter, more personalized 

ways. From understanding consumer preferences to predicting trends, AI is reshaping how brands interact with 

customers and make decisions. 

AI in sales and marketing means using things like machine learning, data analysis, and automation to create more 

effective strategies. Whether it’s recommending products to customers based on their past behavior, automating routine 

tasks, or offering real-time support through chatbots, AI is changing the way businesses operate and engage with their 

audience. By leveraging these technologies, companies can save time, improve customer relationships, and drive 

growth. 

This study takes a closer look at how AI is transforming sales and marketing. It digs into whether the AI tools that 

businesses are currently using are truly effective, and explores the challenges they face in implementing them. 

Additionally, it examines concerns like data privacy and the ethics of automation. Through expert insights and real-

world examples, this article will help determine if AI is really the key to success for modern businesses or if there are 

still some hurdles to overcome. 
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2. OBJECTIVES 

 

• To analyze the effectiveness of AI tools in enhancing sales and marketing strategies 

• To evaluate the role of AI in improving customer engagement and lead generation. 

• To assess the impact of AI driven customer segmentation and targeting on business growth. 

 

3.REVIEWOF LITERATURE 

 

Bhardwaj, L. & Roy, A. (2024), “Data-Driven Marketing Strategies Using AI” 

This study discusses the role of AI in identifying profitable market segments and enhancing ROI. Interviews with 50 

marketing managers showed increased personalization through AI tools. Real-time data processing helped marketers 

respond quickly to market changes, and AI algorithms prioritized high-value customers for loyalty programs. 

Though campaign optimization tools minimized budget waste and improved customer satisfaction, limitations 

included data inconsistency and integration lags. Training marketing teams for better data interpretation was 

recommended. 

 

Chatterjee, S. (2024), “AI Adoption in Digital Marketing: Opportunities and Challenges” This study 

highlights the role of AI tools like chatbots, recommendation engines, and predictive analytics in improving 

marketing strategies. Interviews with marketing managers revealed a 25% increase in campaign ROI due to AI. AI 

personalized customer experiences, automated responses, and optimized content targeting. Challenges included data 

privacy issues and lack of technical training. Real-time decision-making improved through dashboards and alerts. 

Businesses that invested in training reaped more benefits. The study concludes that strategic AI planning is essential 

for digital marketing transformation. 

 

Gupta, R. & Mehta, P. (2024), “AI in Retail Marketing: A Case Study of Big Bazaar” This case study explores 

AI adoption in Big Bazaar for inventory and customer management. Predictive analytics reduced stockouts by 18%, 

and targeted promotions improved customer retention. AI chatbots enhanced service efficiency. Store managers 

observed better campaign outcomes. Image recognition supported better shelf management. Training programs 

helped improve employee adaptation. Resistance to change was a key barrier. The study recommends scaling AI 

across all branches for holistic impact. 

 

 

Vyas, S. & Kapoor, R. (2024), “AI-Driven Content Marketing: A New Paradigm” This study examines AI tools 

like NLP and machine learning in content marketing. Marketers used AI to identify trending topics and automate 

content generation. Tools like Copy.ai helped scale content efficiently. Engagement increased by 35% using AI- 

suggested formats. Grammarly and other tools enhanced readability. A/B testing improved content effectiveness. 

Creativity limitations were noted in AI-only models. The study supports hybrid human-AI approaches for content 

strategy. 

 

Brown, T. (2024), “Chatbots and Customer Engagement in E-Commerce” This quantitative study evaluated the 

impact of chatbots on user engagement in 80 e- commerce firms. Findings showed improved response times and 

customer satisfaction. Chatbots handled FAQs efficiently, reducing human workload. Engagement rates improved 

by 40% after chatbot implementation. Brands experienced a higher conversion rate through personalized AI support. 

Customers appreciated 24/7 availability. Chatbot analytics also helped businesses improve interaction design. The 

study emphasizes chatbot value in scaling customer service. 

 

Iyer, N. & Sen, D. (2024), “Impact of AI on Lead Generation: A B2B Perspective” The study assessed AI tools 
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like predictive lead scoring in B2B firms. AI improved lead conversion by identifying potential clients based on 

behavior data. Respondents reported a 35% improvement in sales performance. Automated emails based on AI 

predictions led to higher response rates. CRM integration streamlined the sales funnel. Companies highlighted time 

savings and accuracy. Challenges included data dependency and high setup costs. The study advocates for ongoing 

AI system training. 

 

Singh, A. (2023), “AI Integration in Social Media Marketing” This research investigated AI use in managing 

social media content and insights. Tools helped identify trends and schedule posts at optimal times. Engagement 

improved significantly with AI-based content suggestions. Sentiment analysis informed branding decisions. Firms 

used AI to assess campaign success in real time. Automation saved time on manual analysis. Limitations included 

AI misinterpreting sarcasm or slang.  

Chen, M. (2023), “Role of Machine Learning in Ad Targeting” The study explored ML algorithms used in 

targeting digital ads. AI tools helped improve CTRs by 28% compared to traditional methods. Marketers used 

behavioral data to personalize ad delivery. Real-time bidding systems reduced budget waste. Companies saw better 

ROI in targeted advertising. AI also predicted ad fatigue, improving campaign timing. Limitations included over-

targeting and data saturation. The study recommends balanced use of AI for ad strategies. 

 

Arunachalam, S. & Kumar, A. (2023), “AI Adoption in SMEs: A Sales Perspective” This study focused on the 

adoption of AI tools among small and medium enterprises (SMEs). Surveying 75 SMEs, it was found that those 

using AI reported better customer acquisition rates. AI tools helped SMEs automate follow- ups, segment 

customers, and manage sales pipelines. Lack of AI awareness and cost constraints were the major challenges. Firms 

that invested in low-cost AI tools saw time and resource savings. AI helped detect buying behavior trends earlier. 

Customized AI dashboards allowed real-time sales monitoring. The study suggests increasing government support 

for SME tech adoption. 

 

Park, J. (2023), “Neural Networks in Customer Segmentation” This research investigates the use of neural 

networks in segmenting customers based on purchasing behavior. Using historical transaction data, AI classified 

customers into actionable segments. Businesses were able to target marketing efforts more effectively, increasing 

campaign response rates by 22%. The neural network model provided higher accuracy than traditional methods. 

Marketing teams found new insights about underserved customer groups. However, the study notes the model 

required large datasets for training. Some companies faced integration issues. Overall, the research confirms the 

effectiveness of AI in customer segmentation for strategic decision-making. 

 

4. METHODS 

4.1 Research Questions 

The goal of this study was to dive into how artificial intelligence (AI) is changing the way businesses approach sales 

and marketing. We wanted to understand how AI is being used to make customer experiences better, help businesses 

make smarter decisions, and simplify their processes. The research also explored some of the challenges businesses face 

when trying to adopt AI, like concerns about data privacy and the need for skilled employees. These key questions 

helped shape the survey and guided how we interpreted the data collected. 

4.2 Participants 

 

A sample size of achieved as the total number of Respondents for 20 survey questionnaire was 112. The sample size 

was determined based on convenience sampling, ensuring adequate representation of employees using the cloud-based 

HR system. The response from the 112   Respondents helped to arrive at a conclusion regarding evaluating the impact of 
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cloud based HR system on employee satisfaction .  

 

4.3 QUESTIONNAIRE METHOD 

A structured questionnaire was distributed to the respondents. The questionnaire included: 

• Direct questions 

• Close-ended questions 

• Dichotomous and multiple-choice questions 

• Multiple Choice Questions  

 

4.4 TOOLS USED FOR ANALYSIS 

• ANOVA  

• Simple Percentage Method  

 

5. Data Collection and Analysis 

To gather insights into how AI is transforming sales and marketing strategies, a structured questionnaire was designed 

and distributed through Google Forms. The survey included 20 focused questions aimed at exploring the use of AI 

technologies across various industries and business functions. 

The questionnaire was designed to explore several key themes: 

• The types of AI technologies currently being utilized in sales and marketing 

• The impact of AI on customer engagement and personalization strategies 

• The integration of AI with existing sales and marketing processes 

• The challenges businesses face in adopting AI tools, including data privacy concerns and resource limitations 

• The role of employee training and organizational readiness for implementing AI solutions 

• The return on investment (ROI) businesses are experiencing with AI-driven marketing and sales tactics 

Questions also aimed to capture how businesses measure the effectiveness of AI applications, including customer 

satisfaction, sales performance, and overall marketing outcomes. The responses provided valuable data for analyzing 

trends, identifying common barriers, and evaluating the impact of AI on business performance in sales and marketing. 

6. Findings 

6.1 Demographic Overview 

The majority of respondents (90.9%) were aged between 18–30 years, indicating a predominantly young workforce 

engaged in AI-driven sales and marketing practices. In terms of job roles, 42% held entry-level positions, followed by 

mid-level employees (28.6%), senior-level professionals (20.5%), and executive/management roles (8.9%). 

6.2 AI Tool Adoption Frequency 

Regarding the adoption of AI tools, 46.9% of respondents used them frequently for customer behavior analysis, while 

36.4% used AI tools occasionally. This suggests that AI adoption is moderately prevalent but still evolving across the 

industry. 

http://www.ijsrem.com/
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6.3 Primary AI Tools Used 

When asked about the most common AI tools in use, chatbots were the most adopted, with 36.4% of respondents using 

them. Predictive analytics followed closely at 29.1%, while 25.5% utilized personalization engines, highlighting the 

emphasis on tools that enhance customer interaction and data-driven decision-making. 

6.4 Impact on Customer Engagement 

A significant portion of respondents (54.7%) reported that AI has significantly improved customer engagement, while 

37.5% observed a moderate improvement. This indicates that AI is playing an important role in driving better and more 

personalized customer experiences. 

6.5 Reasons for AI Adoption 

The primary motivation for adopting AI in sales and marketing was staying competitive, cited by 45.3% of respondents. 

This was followed by a focus on improving efficiency and reducing costs (34.4%), reflecting the broader business trend 

of leveraging AI to stay ahead in a fast-paced market. 

6.6 Lead Generation Efficiency 

In terms of lead generation, 40.6% of respondents noted that AI had significantly improved speed and accuracy, while 

42.2% reported moderate improvements. These findings suggest that AI is enhancing lead generation, but there’s still 

room for improvement in how businesses utilize these tools. 

6.7 Effectiveness in Customer Segmentation 

When evaluating AI's effectiveness in customer segmentation, 43.8% found it to be highly effective, while 42.2% rated 

it moderately effective. This shows that AI is playing a key role in helping businesses identify and target customer 

segments more accurately. 

6.8 Business Growth Impact 

AI-driven customer segmentation was reported to have significantly boosted business growth for 45.3% of respondents, 

with 35.9% observing moderate growth. This emphasizes AI's potential to contribute to business success by optimizing 

how companies target and engage with their customers. 

6.9 Challenges in Implementation 

The top challenges in implementing AI were high costs (43.8%) and a lack of quality data (26.6%). These barriers 

indicate that while AI has strong potential, businesses still face significant hurdles in terms of investment and data 

readiness. 

6.10 Data Privacy Measures 

To address data privacy concerns, 40.6% of respondents relied on regular audits, while 34.4% enforced strict 

compliance protocols. These measures reflect the industry’s awareness and proactive stance on safeguarding customer 

data when using AI technologies. 
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6.11 Employee Role Transformation 

Regarding employee roles, 46.9% of respondents noted that AI has enabled more strategic positions, while 39.1% 

reported that it had led to reduced workloads. This highlights the shift towards more high-value tasks as AI takes on 

routine or administrative functions. 

6.12 Future AI Applications 

Looking ahead, predictive analytics (48.4%) and AI-powered customer relationship management (CRM) systems 

(31.3%) were identified as the most critical AI applications for future business strategies. This indicates a strong interest 

in tools that provide insights and enhance customer relationships. 

6.13 Training Preferences 

To support AI adoption, 45.3% of respondents preferred workshops on AI applications, while 39.1% favored technical 

training. This suggests that businesses are looking for practical, hands-on approaches to help their employees effectively 

integrate AI into their roles. 

6.14 Overall Satisfaction with AI 

Half of the respondents (50%) heavily relied on AI for optimizing ad campaigns, indicating a strong level of trust in AI's 

effectiveness for enhancing marketing outcomes. This highlights the growing confidence in AI tools as essential 

components of modern marketing strategies. 

 7. ANOVA 

 A One-Way Analysis of Variance (ANOVA) was conducted to evaluate whether significant differences existed 

among various groups in their assessment of the effectiveness of AI tools in sales and marketing. This statistical method 

helped determine whether the observed differences in perceptions and outcomes were due to actual group-specific 

factors, such as industry type or job role, or if they simply occurred by chance. 

 7.1 ANOVA TEST–I 

 

• Null Hypothesis (H₀): There is no difference in the mean perceived effectiveness in customer         segmentation 

across the different AI tools used. 

  • Alternative Hypothesis (H₁): There is a difference in the mean perceived effectiveness in customer         

segmentation across the different AI tools used. 

Effectiveness in Customer Segmentation: 
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INTERPRETATION: 

There is no statistically significant difference in the perceived effectiveness of customer  segmentation across different 

AI tools used (F = 1.260, p = 0.291). Since the p-value is greater than 0.05, we fail to reject the null hypothesis. This 

indicates that the type of AI tool—whether chatbots, personalization engines, predictive analytics, or others—does not 

significantly impact how effective customer segmentation is perceived to be. While minor variations in mean responses 

exist among the groups, these differences are not statistically meaningful. As a result, organizations may consider 

factors other than tool type—such as implementation quality or integration with workflows—when aiming to enhance 

customer segmentation effectiveness. 

        

 8.DISCUSSION AND CONCLUSIONS 

The findings of this study reveal how artificial intelligence is fundamentally changing sales and marketing practices. 

Across industries, businesses are adopting AI tools like chatbots and predictive analytics to enhance customer interactions 

and streamline operations. What stands out is how these technologies are creating more meaningful engagements - over 

half of respondents reported significant improvements in customer relationships through AI implementation. This shift 

reflects a broader transformation where data-driven insights are replacing guesswork in marketing strategies. However, the 

human element remains crucial, as successful adoption depends on employees understanding and working alongside these 

systems. 

A key insight from the research is the evolving role of marketing professionals in this AI-enhanced landscape. Rather than 

replacing jobs, AI appears to be reshaping them, with many respondents noting their work has become more strategic and 

less administrative. This transition hasn't been entirely smooth though. Organizations face real challenges in 

implementation, particularly around costs and technical integration. The learning curve can be steep, and there's 

understandable hesitation among teams accustomed to traditional methods. These findings suggest that while the 

technology itself is powerful, its effectiveness ultimately depends on how well organizations manage the human side of 

digital transformation. 

 

The study also highlights interesting variations in how different companies approach AI adoption. Some organizations dive 

in enthusiastically, while others proceed more cautiously. What separates successful implementations appears to be 

thoughtful planning - choosing the right tools for specific needs, providing adequate training, and setting realistic 

expectations. Areas like customer segmentation and lead generation show particularly strong results when AI is properly 

applied. Yet even here, we see that technology works best when it complements human expertise rather than attempting to 

replace it entirely. The most effective strategies combine AI's analytical power with marketer's creative and strategic 

thinking. 

 

Looking ahead, the research points to several important considerations for businesses exploring AI solutions. First is the 

need for continuous learning and adaptation - as the technology evolves, so must organizational capabilities. Second is the 

importance of maintaining ethical standards, especially around data privacy and algorithmic transparency. Finally, there's 

the challenge of measuring impact - while many respondents reported positive outcomes, developing clear metrics will be 

essential for justifying investments and guiding future development. These factors suggest that AI adoption should be 

viewed as an ongoing journey rather than a one-time implementation. 

 

In conclusion, this study paints a picture of AI as a transformative but not revolutionary force in sales and marketing. The 

technology offers powerful tools for enhancing efficiency and personalization, but its true value emerges when 

implemented thoughtfully alongside human teams. Successful organizations will be those that view AI as an enabler rather 
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than a replacement - using it to augment human skills while addressing legitimate concerns around costs, training, and 

ethics. As we move forward, the most effective marketing strategies will likely blend technological capabilities with 

human insight, creativity, and judgment. This balanced approach promises to deliver both better business results and more 

meaningful customer experiences. 
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