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Abstract

In the contemporary digital era, society has become highly dependent on social networking platforms, with most data
being stored and shared digitally through social media. Social networks can be defined as groups of individuals
connected through various social relationships such as friendships, professional associations, or shared religious and
social interests. The rapid growth in the use of social media platforms such as Facebook, YouTube, LinkedIn, and
Twitter has created new challenges for individuals and organizations in addressing evolving user needs and
expectations. Social networking platforms enable users to create personal profiles, connect with others, and interact
through a wide range of communication and promotional tools. These web-based platforms offer diverse services,
including messaging, content sharing, and online collaboration, facilitating real-time interaction over the internet.

The integration of advanced data analytics, neural networks, and knowledge representation technologies has led to the
development of intelligent marketing information systems supported by artificial intelligence (AI). Al-driven
marketing refers to the application of Al technologies for data collection, analysis, and decision-making to enhance
marketing effectiveness. In recent years, Al has been increasingly adopted to generate content, improve team
efficiency, enhance customer experience, and deliver more precise and data-driven outcomes. As a result, Al adoption
has become essential for businesses seeking to remain competitive in a dynamic digital marketplace.

Marketing departments now utilize Al tools across a wide range of customer-facing and internal applications.
Externally, Al is used to optimize social media campaigns, email marketing, and content marketing strategies.
Internally, Al supports audience segmentation, consumer behaviour analysis, and the automation of routine marketing
tasks. By enabling businesses to intelligently segment customers based on characteristics, interests, and behaviours, Al
enhances targeting accuracy and campaign effectiveness. Ultimately, the application of Al in marketing leads to
stronger customer engagement, improved personalization, and better overall marketing performance.
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INTRODUCTION

Artificial Intelligence is used to enable machines to perform human-like tasks such as learning, problem-solving, and
understanding language, powering everyday tools like digital assistants (Siri, Alexa),search engines, and
recommendation systems (Netflix, Amazon)

Perform tasks requiring human intelligence, like learning, reasoning, problem-solving, understanding language, and
recognizing patterns, enabling machines to mimic cognitive functions to solve complex problems autonomously and
adapt from data. It's a broad field using technologies like machine learning, NLP, and cognitive modelling to make
machines smart enough to act independently or assist humans in various applications, from search engines to self-
driving cars.
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Artificial Intelligence for marketers revolutionizes strategy and execution by automating tasks, personalizing customer
experiences, and providing deep insights through predictive analytics, content generation, and data analysis, leading to
greater efficiency, better ROI and real-time campaign optimization across channels like social media, email, and
advertising. It empowers marketers to understand behaviour, predict trends, create content faster, and manage
campaigns more effectively by handling massive datasets and uncovering complex patterns.Al in marketing also helps
in Detecting fraudulent transactions and automating risk assessments ,ultimately enhancing efficiency, accuracy and
decision-making across nearly every industry by processing vast amounts of data and recognizing patterns.

Key Applications of Al in Marketing:

e Personalization: Delivering tailored content, product recommendations, and experiences based on individual
behaviour.
e Content Creation: Generating copy, repurposing content, drafting emails, and creating social media posts.
e Predictive Analytics: Forecasting consumer behaviour, identifying opportunities, and predicting churn.
e Data Analysis: Processing large datasets to find trends, optimize campaigns, and understand customer
journeys.
e Automation: Automating ad buying (programmatic), scheduling, chat bots, and other repetitive tasks.
e Customer Service: Powering chat bots and virtual assistants for instant support.
e Social Media Management: Monitoring sentiment, tracking mentions, and automating content.
Benefits for Marketers by using Al

o Increased Efficiency

o Deeper Insights

o Improved ROI

o Real-Time Optimization

Examples by Marketing Area

Customer Service & Engagement:

o Sephora: Al chat bots provide skin analysis and product advice (Virtual Artist).
o Grab: Used Al chat bots for multilingual support, handling queries and reducing costs.
o Starbucks: Integrated voice Al (Alexa) for ordering via smart speakers.

Content Creation & Optimization:

o Grammarly/Jasper.ai: Assist with writing copy, emails, and blog posts.
o Lumen5/Al Video Tools: Turn blog posts into videos, generate video from text.
o Coca-Cola: Uses Al for creative content generation (e.g., 'Create Real Magic').

Benefits for Businesses:

> Increased Efficiency: Automates time-consuming tasks, reducing manual effort.

> Personalization at Scale: Delivers tailored content to large audiences.

> Improved Customer Experience: Creates relevant, timely interactions.

> Higher Revenue: Nurtures leads effectively, leading to more qualified prospects and increased sales.
REVIEW OF LITERATURE
The rapid advancement of Artificial Intelligence (AI) has emerged as a key driver of digital transformation,
fundamentally reshaping enterprise business models. Scholars such as Brynjolfsson and McAfee (2017) emphasize
that Al-driven technologies are redefining organizational efficiency, decision-making, and competitive advantage.

Among various functional domains, marketing has witnessed one of the most significant transformations due to its
data-intensive nature and close interaction with consumers (Davenport, Guha, Grewal, & Bressgott, 2020).
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Recent studies highlight the increasing integration of Al into mainstream marketing activities, shifting its role from
experimental adoption to strategic implementation. According to Kaplan and Haenlein (2019), Al technologies—
including machine learning, natural language processing, and predictive analytics—are being embedded into
marketing systems to enable automation, personalization, and enhanced customer engagement. This growing adoption
has led to the emergence of Artificial Intelligence in Marketing as a distinct and rapidly expanding research stream
(Huang & Rust, 2021).

The existing literature categorizes Al-enabled marketing applications into several functional themes. Grewal,
Hulland, Kopalle, and Karahanna (2020) classify marketing activities into integrated digital marketing, content
marketing, experiential marketing, marketing operations, and market research. Integrated digital marketing research
focuses on Al-driven campaign optimization, customer segmentation, and omnichannel personalization (Chaffey &
Ellis-Chadwick, 2019). Content marketing studies examine the role of Al in automated content creation,
recommendation engines, and audience targeting (Kumar, Dixit, Javalgi, & Dass, 2020).

Despite significant progress, several research gaps remain. Scholars note the lack of longitudinal studies, limited cross-
industry comparisons, and insufficient focus on governance frameworks for responsible Al adoption (Huang & Rust,
2021). Consequently, future research is encouraged to explore the long-term strategic impact of Al, the balance
between automation and human judgment, and sustainable Al integration in marketing ecosystems.

Al Application in marketing (2026)

Marketing theme Estimated Al use cases(2026)
Integrated digital marketing 48
Content marketing 42
Experiential marketing 35
Marketing operations 50
Market research 30

Al Use Cases in Marketing by Functional Theme (2026)

Estimated Number of &I Use Cases

Marketing Themes

RESEARCH METHODOLOGY

The present study adopts a descriptive and qualitative research approach to examine the application of artificial
intelligence (Al) in marketing, with specific emphasis on social media and digital marketing platforms. The research is
primarily based on secondary data, collected from peer-reviewed journals, research articles, books, and credible online
academic databases .A systematic literature review (SLR) method is employed to analyse existing studies related to
Al-driven marketing, customer engagement, content generation, and marketing automation. Relevant literature was
sourced from databases such as Google Scholar to ensure reliability and academic relevance. The collected literature
was analysed using thematic analysis, where studies were categorized into key areas such as Al in social media

© 2026, IJSREM | www.ijsrem.com DOI: 10.55041/IJSREM.NCDTAIMO024 | Page 159


http://www.ijsrem.com/

SO TY

b %
_ n,ngM International Journal of Scientific Research in Engineering and Management (I[JSREM)

W Conference - Volume 10 - NCDTAIM 2026 SJIF Rating: 8.586 ISSN: 2582-3930

marketing, consumer behaviour analysis, personalization, audience segmentation, and intelligent marketing systems.
This approach helped in identifying major trends, applications, and research gaps in Al-enabled marketing.

The study is conceptual in nature and does not involve primary data collection or statistical testing. The methodology
enables a comprehensive understanding of how Al enhances marketing effectiveness, improves customer experience,
and supports data-driven decision-making in modern digital environments.

Research Design: Descriptive and exploratory research design is used to understand Al applications in marketing.
Research Approach: Qualitative research approach focusing on conceptual and analytical understanding.
Nature of Data: Secondary data collected from existing research studies and academic sources.

Data Sources: Peer-reviewed journals, research articles, books, and online databases such as Google Scholar, Research
gate.

Research Method: Systematic Literature Review (SLR) method to analyze past studies on Al and marketing.
Sampling Method: Purposive sampling of relevant and recent research publications related to Al in marketing.

Data Analysis Technique: Thematic analysis to classify literature into key themes like social media marketing,
customer engagement, personalization, and automation.

Scope of the Study: Focused on Al applications in digital and social media marketing platforms.

Tools Used: Conceptual frameworks and qualitative content analysis (no statistical tools used).
Limitations: Study is based only on secondary data and does not include primary surveys or experiments.
Outcome of Methodology: Helps identify trends, applications, and research gaps in Al-driven marketing.
FINDINGS -

1. Growing Adoption of Al in Marketing: The study finds that the adoption of artificial intelligence in marketing has
increased significantly in recent years, especially across digital and social media platforms. Organizations increasingly
rely on Al to manage large volumes of customer data and improve marketing efficiency.

2. Al Enhances Customer Engagement: Al-driven tools such as chat bots, recommendation systems, and personalized
content significantly improve customer interaction and engagement on social networking platforms.

3. Improved Customer Segmentation and Targeting: Al enables marketers to segment customers more accurately
based on behaviour, preferences, and interests, leading to more targeted and effective marketing campaigns.

4. Automation Improves Marketing Efficiency: The findings indicate that Al automates routine marketing tasks such
as email campaigns, social media posting, and performance tracking, thereby saving time and reducing operational
costs.

5. Data-Driven Decision Making: Al-powered analytics support better marketing decisions by providing real-time
insights, predictive analysis, and trend forecasting, which enhances campaign performance.

6. Content Creation and Personalization: The study reveals that Al is widely used for content generation and
personalization, allowing marketers to deliver customized messages and offers to individual customers.

7. Enhanced Marketing Performance: Organizations using Al in marketing experience improved campaign
effectiveness, higher conversion rates, and better return on investment (ROI).
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8. Challenges in Al Implementation: Despite its benefits, the study finds challenges such as data privacy concerns,
lack of skilled professionals, and high implementation costs.

9. Strategic Importance of Al: Al is no longer an optional tool but has become a strategic requirement for businesses
aiming to remain competitive in the digital marketplace.

10. Future Growth Potential: The findings indicate strong future potential for Al in marketing, with continuous
advancements expected in predictive analytics, personalization, and customer experience management and also
detecting fraudulent transactions and automating risk assessments.

Key Findings of Artificial Intelligence in Marketing

Growing Adoption of Al w Cuntomer Segmentation
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Figure Key Findinggs of Artificial intelligence Applications in Marketing (2026)

THEORICAL AND PRACTICAL IMPLICATIONS

Artificial intelligence has important theoretical and practical implications for marketing. Theoretically, Al extends
traditional marketing theories by enabling data-driven, predictive, and personalized decision-making, thereby
reshaping consumer behaviour and relationship marketing models. It also promotes the integration of marketing with
data analytics and information systems, creating new directions for academic research. Practically, Al helps
organizations improve customer segmentation, targeting, and personalization while automating routine marketing
activities. This leads to enhanced customer engagement, better campaign performance, higher efficiency, and
improved return on investment (ROI), making Al a strategic tool in modern marketing.

CONCLUSION OF STUDY

Artificial intelligence plays a crucial role in transforming modern marketing by enabling data-driven decision-making,
personalization, and automation. It enhances customer engagement, improves marketing efficiency, and provides a
competitive advantage to organizations. Overall, Al has become an essential tool for achieving effective and
sustainable marketing performance in the digital era.

LIMITATIONS AND FURTHER RESEARCH OF STUDY

The research on Al in marketing has certain limitations, including heavy reliance on secondary data and lack of
primary empirical evidence from real-world business settings. Many studies focus on theoretical applications rather
than practical implementation, which may not fully capture challenges faced by marketers. Future research should
involve field studies, surveys, and case studies to understand Al adoption barriers, effectiveness, and ROI in different
industries. Additionally, further studies should explore ethical issues, data privacy, bias in Al algorithms, and the long-
term impact of Al on customer trust and marketing strategies.
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