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Abstract 

 

The revolutionary impact of artificial intelligence (AI) on contemporary marketing strategies is examined in this 

chapter. It offers a thorough summary of how artificial intelligence (AI) technologies, including machine learning, 

natural language processing, and predictive analytics, are changing campaign management, content production, 

customer engagement, and personalization. . Reason - the motivation behind this study is to discover the use Artificial 

Intelligence in Marketing, particularly while the whole world is confronting extreme conflicting situations hindering 

the growth of the Farmers. Information/Design/Methodology/Approach - The information gathered and treated 

appropriately by utilizing measurable devices. Discoveries – Artificial Intelligence in Marketing is great yet 

hypothetically just, for all intents and purposes it requires significant activities. Creativity/Value - the examination 

was led remembering the exploration morals and seen that information gathered is certifiable and legitimate. 

 

Keywords: Artificial Intelligence (AI), Marketing Technology, Machine Learning, Predictive Analytics, Customer 

Personalization, Chat bots. 

 

I. Introduction 

 

Due in large part to technological advancements, the marketing industry has undergone a significant transformation in 

recent years. Artificial Intelligence (AI), one of the most important of these technologies, has revolutionized the way 

businesses aim to increase customer engagement, optimize campaigns, and boost operational efficiency. What was 

formerly thought of as a futuristic or abstract idea is now a crucial component of contemporary marketing strategies in 

many different industries. AI is changing how companies measure success, how brands engage with consumers, and 

even how marketing departments are organized. 

In essence, AI is the process by which machines, especially computer systems, mimic human intelligence. These 

procedures include self-correction, reasoning (the capacity to resolve complicated issues), and learning (the capacity to 

enhance performance based on experience). AI is used in marketing in a variety of ways, including machine learning 

algorithms, natural language processing, image recognition, and predictive analytics. These technologies all combine 

to help companies better understand their clients, customize experiences, and automate decision-making on a never-

before-seen scale. 

 

A new era of marketing has emerged as a result of the convergence of big data, computing power, and AI techniques; 

in this era, data is increasingly used to inform decisions rather than gut feeling. AI-powered, highly customized, real-

time, and automated marketing strategies are progressively replacing conventional techniques like static messaging 

and broad audience targeting. It is anticipated that as these technologies advance, their impact will grow, opening up 

even more avenues for disruption and innovation in the industry. 

 

Businesses can now operate more efficiently, customize customer experiences, and make data-driven decisions with 

previously unheard-of accuracy thanks to artificial intelligence (AI), which is completely changing the marketing 
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landscape. AI is now a modern necessity for competitive marketing strategies, from automating repetitive tasks to 

forecasting consumer behaviour. 

 

II. Literature Review 

 

Barari, M., et al (2024) according to the current definition, artificial intelligence is a field of computer science that 

replicates human intelligence through the use of data, algorithms, and computational power. AI is capable of a wide 

range of tasks, including writing and summarizing documents using machine learning and natural language 

processing, enabling self-driving cars, recognizing faces using computer and machine vision, and even producing 

creative. 

 

Masnita, Y., et al (2024) feeling AI includes technologies like chatbots that use natural language processing. This 

method can help address customer needs and comprehend the advantages and disadvantages of the company's product 

with regard to a single user because it can analyse people's emotions. 

Ziakis, C., & Vlachopoulou, M. (2023) with both of these methods, businesses can prosper as more consumers can 

view and purchase their products. A qualitative and quantitative research study was conducted on 30 cut flower 

exporting firms in Kenya; “83.3% of firms using 45 conventional marketing methods increased sales revenue by 1-

10% annually whereas 70% of digital marketing strategies increased sales growth significantly by more than 10%” 

(Onyango, 2016). 

 

Schiessl, D., Dias, H. B. A., & Korelo, J. C. (2022) AI's capacity to customize marketing messages and experiences 

is a hot topic. The modern customer journey is dynamic and nonlinear, necessitating context-aware and personalized 

engagement, claim Lemon and Verhoef (2016). This is made possible by AI technologies, especially machine learning 

algorithms, which let marketers customize communications, offers, and content for specific users. 

Chintalapati, S., & Pandey, S. K. (2022) The use of AI in programmatic platforms to automate ad buying has also 

been studied. Tuten and Solomon (2018) talked about how AI uses device data, location, and user behaviour to 

optimize ad budgets and placements. Advertising fraud, algorithmic bias, and the opaqueness of AI decision-making 

are still issues, though. 

 

Mustak, M., et al (2021) AI-powered chat bots are increasingly used to handle customer service inquiries and drive 

conversational commerce. Studies by revealed that chat bots enhance the perceived responsiveness and efficiency of 

brands, though over-reliance on them can lead to reduced customer satisfaction if not properly managed. 

 

Elhajjar, S., Karam, S., & Borna, S. (2021) predictive analytics, powered by AI, plays a central role in 

understanding and forecasting consumer behaviour. This emphasized the importance of AI in marketing analytics, 

showing how algorithms can identify future buying patterns and churn risks. The ability to act on such insights in real 

time creates a competitive edge, especially in industries with high customer turnover. 

 

Hassan, A. (2021) emerging literature points to a growing interest in human-AI collaboration in marketing strategy 

(Rust, 2020), emotion recognition technologies and AI’s role in creative functions such as content generation and 

branding However, significant research gaps remain in understanding AI’s long-term impact on brand trust, customer 

loyalty, and employment within marketing departments. 

De Bruyn, A., et al (2020) conducted a systematic review across marketing, consumer research, and psychology, 

identifying eight research clusters—ranging from memory and cognitive decision making to social media analytics 

and ML linguistics—with theoretical frameworks like technology acceptance and game theory used throughout 

 

Jain, P., & Aggarwal, K. (2020) while AI offers powerful tools for marketers, it also raises significant ethical issues. 

This research argued that the use of personal data in AI models must be governed by transparent policies and 

consumer consent. The General Data Protection Regulation (GDPR) and other privacy frameworks have prompted 

scholars to investigate responsible AI use in marketing contexts 
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Shahid, M. Z., & Li, G. (2019) from theoretical investigations of adoption and cognitive impact to empirical research 

on consumer trust, personalization, and operational benefits, the literature shows that AI in marketing is developing 

quickly. Even though a lot of research shows that AI can improve targeting, efficiency, and personalization, issues 

with ethics, trust, and real-world validation still exist. 

 

III. Chapter Objectives 

 

➢ To give a clear and straightforward explanation of artificial intelligence (AI) and its application to 

marketing. 

➢ To present the fundamental AI technologies—including computer vision, machine learning, natural 

language processing, and predictive analytics. 

➢ To demonstrate how AI is being used in a variety of marketing functions, such as customer journey 

mapping, chatbots, programmatic advertising, personalization, and customer segmentation. 

➢ To look at actual case studies from well-known companies like Amazon, Netflix, and Starbucks in 

order to demonstrate useful applications. 

 

IV. Theoretical Background 

The application of machine learning algorithms, natural language processing (NLP), predictive analytics, and other 

intelligent technologies to increase marketing efficacy is known as artificial intelligence in marketing. It involves 

systems that have the ability to analyse data, draw conclusions from it, and act or decide in response to those 

conclusions. 

Key components include: 

 

➢ Machine Learning (ML): Enables systems to learn from data and improve over time. 

➢ Natural Language Processing (NLP): Allows machines to understand and generate human language. 

➢ Predictive Analytics: Uses historical data to forecast future behaviours. 

➢ Computer Vision: Interprets visual data for applications such as visual search and image 

recognition. 

 

Applications of AI in Marketing Customer Insights and Analytics 

Large datasets are analysed by AI tools to find behavioural trends, purchase patterns, and customer preferences. 

Marketers utilize these insights to enhance targeting and hone strategies. 

 

Personalization 

Real-time personalization is made possible by AI, which adapts communications, product recommendations, and 

content to each user's unique interactions and preferences. 

 

Benefits of AI in Marketing 

➢ Improved Customer Experience: Personalization and quick response times enhance customer 

satisfaction. 

➢ Higher Efficiency: Automation of routine tasks frees up human resources for strategic work. 

➢ Data-Driven Decisions: AI helps marketers make informed decisions based on real- time analytics. 

➢ Cost Reduction: AI reduces labour costs and increases return on investment through more efficient 

targeting. 

 

 

http://www.ijsrem.com/


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

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

   

© 2026, IJSREM      | www.ijsrem.com                                 DOI: 10.55041/IJSREM.NCDTAIM012                              |        Page 64 
 

 

 

Challenges and Limitations 

Despite its advantages, AI in marketing is not without obstacles: 

 

➢ Data Privacy Concerns: The use of customer data must comply with regulations like GDPR and 

CCPA. 

➢ Implementation Costs: Adopting and integrating AI technology can be costly, particularly for 

small businesses. 

➢ Dependence on Quality Data: Poor or incomplete data can lead to inaccurate insights. 

➢ Loss of Human Touch: Over-reliance on automation may reduce authenticity in customer 

interactions. 

➢ Ethical Considerations: Transparency, bias, and accountability are all called into question by AI-

generated content and decisions. 

Future Trends in AI Marketing 

 

➢ Interactive Content and AI-Generated Video: New tools are being developed to produce 

dynamic, customized video content. 

➢ AI-Generated Video and Interactive Content: New technologies are being created to create dynamic, 

personalized video content. 

➢ Influencers and brands are paired through AI-powered influencer marketing, which analyses 

audience and engagement data. 

➢ Voice commerce: more people are using AI-powered voice assistants (like Alexa and Siri) to make 

decisions about what to buy. 

 

V. Analysis and Discussion 

A comparison table or timeline could show the most popular AI tools and platforms used in marketing, such as: 

 

Table 1: A Comparison Table or Timeline 

 

Tool/Platform Primary Use Case Example Brands Using It 

Hub Spot AI Marketing automation & lead nurturing Small to medium businesses 

Sales force Einstein Predictive analytics & sales insights Enterprise-level businesses 

Drift Chat bot and conversational marketing SaaS companies, e-commerce 

Hoot suite Insights Social media analytics & monitoring Large retail & tech companies 

 

Table 2: Comparison of AI vs. Traditional Marketing Approaches 

 

Aspect Traditional Marketing AI-Driven Marketing 

Data Handling Limited data, manual analysis Big data, automated analysis 

Personalization Broad segmentation Hyper-personalization in real-time 

Speed of Decision Slow, periodic Real-time, continuous 
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Customer Engagement Reactive Proactive and predictive 

Cost Efficiency Often higher due to manual tasks More cost-effective through automation 

Measurement & Metrics Basic metrics like reach, clicks Advanced metrics and predictive KPIs 

 

Table 3: AI Techniques and Marketing Tasks 

 

 

 

 

 

 

 

 

AI Technique Description Marketing Application 

 

Computer Vision 

 

Analysing images and videos 

Visual product search, ad content 

analysis 

 

Predictive Analytics 

Forecasting future trends and 

behaviour 

 

Sales forecasting, campaign 

optimization 

Reinforcement 

Learning 

 

Learning optimal actions via rewards 

 

Dynamic pricing, personalized offers 

 

Table 4: Key Benefits and Challenges of AI in Marketing 

 

Benefits Challenges 

Enhanced customer insights Data privacy concerns 

Improved personalization High implementation costs 

Automation of repetitive tasks Algorithmic bias 

Real-time decision making Need for skilled workforce 

 

 

Table: 5 Occupation of the Respondents 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

 

 

 

Valid 

Student 35 14.9 14.9 14.9 

Marketing 

Professional 

 

34 

 

14.5 

 

14.5 

 

29.4 

Business Owner 66 28.1 28.1 57.4 

IT/Tech 

Professional 

100 42.6 42.6 100.0 

AI Technique Description Marketing Application 

Machine Learning Algorithms that improve with data Predicting customer churn, 

segmentation 

Natural Language 

Processing 

 

Understanding human language 

 

Chat bots, sentiment analysis 
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Total 235 100.0 100.0  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table: 7 Awareness of AI Marketing 

 Frequency Percent Valid Percent Cumulative 

Percent 

 

 

 

 

 

 

Valid 

Chat bots for customer 

service 

 

35 

 

14.9 

 

14.9 

 

14.9 

Predictive analytics 34 14.5 14.5 29.4 

Personalized 

recommendations 

 

34 

 

14.5 

 

14.5 

 

43.8 

Dynamic pricing 34 14.5 14.5 58.3 

Programmatic advertising 34 14.5 14.5 72.8 

AI-generated content 32 13.6 13.6 86.4 

Sentiment analysis 32 13.6 13.6 100.0 

Total 235 100.0 100.0  

 

Table: 6 Industry of the Respondents 

 Frequency Percent Valid Percent Cumulative Percent 

 

 

 

Valid 

Retail 35 14.9 14.9 14.9 

E-commerce 34 14.5 14.5 29.4 

Technology 66 28.1 28.1 57.4 

Finance 34 14.5 14.5 71.9 

Healthcare 66 28.1 28.1 100.0 

Total 235 100.0 100.0  

Table: 8 Benefits of using AI in marketing 

 Frequency Percent Valid Percent Cumulative 

Percent 

 

 

 

 

 

 

Valid 

 

Better customer 

targeting 

 

35 

 

14.9 

 

14.9 

 

14.9 

Cost reduction 34 14.5 14.5 29.4 

Improved 

personalization 

34 14.5 14.5 43.8 

Faster decision-making 66 28.1 28.1 71.9 

Enhanced content 

creation 

 

34 

 

14.5 

 

14.5 

 

86.4 

Data analysis efficiency 32 13.6 13.6 100.0 

Total 235 100.0 100.0  
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 Advertising and 

targeting 

 

32 

 

13.6 

 

13.6 

 

100.0 

Total 235 100.0 100.0  

 

 

 

 

 

 

 

Table: 9 Areas of Marketing do you think AI will Impact most in the Future 

 Frequency Percent Valid Percent Cumulative 

Percent 

 

 

 

 

Valid 

 

Customer segmentation 

 

35 

 

14.9 

 

14.9 

 

14.9 

Email marketing 34 14.5 14.5 29.4 

Social media marketing 34 14.5 14.5 43.8 

SEO/Content creation 34 14.5 14.5 58.3 

Data analytics 66 28.1 28.1 86.4 

http://www.ijsrem.com/


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

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

   

© 2026, IJSREM      | www.ijsrem.com                                 DOI: 10.55041/IJSREM.NCDTAIM012                              |        Page 68 
 

 

 

 

   

 

In this chapter an effort has been made to empirically know the extent of Artificial Intelligence adoption by different 

Marketing firms. The outcome for the same was astonishing and every one of them is equally hopeful of the benefits 

and uses of artificial intelligence in the future of marketing. The respondents’ level of awareness, occupation, industry 

was considered to find the impact and benefits of artificial intelligence in marketing. 
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VII. Conclusion 

AI is revolutionizing marketing by giving companies the ability to better understand their clients, provide more 

pertinent content, and increase operational effectiveness. Although AI has many benefits, its effective application also 

necessitates close consideration of data quality, ethics, and striking a balance between automation and human 

interaction. 

Marketers need to remain knowledgeable and flexible as AI technologies develop further in order to fully utilize their 

potential, converting data into strategy and strategy into expansion. In the realm of marketing, artificial intelligence is 

now a fundamental component that propels performance, personalization, and profitability rather than a luxury or 

experimental tool. From analysing customer data to predicting behaviour, from automating ad campaigns to 

enhancing customer service, AI empowers marketers to engage audiences with greater precision, speed, and relevance 

than ever before. 

At its core, AI enhances the human ability to make better marketing decisions. The role of the marketer is reshaped 

rather than eliminated. In an algorithm-shaped world, marketers today are expected to be data interpreters, strategists, 

and ethical stewards. As AI systems grow more advanced, understanding how to collaborate with technology rather 

than compete with it will be the defining skill for success 

Additionally, a paradigm shift in customer expectations is brought about by the integration of AI. Customers are 

calling for more meaningful personalization, smoother experiences, and quicker responses. 
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