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ARTICLE INFO ABSTRACT

The advancement of artificial intelligence (AI) has profoundly altered the dynamics
of contemporary business operations. Among its various applications, Al is
significant in marketing, facilitating performance enhancement. This present study
seeks to explore the role of Al in marketing endeavours. A comprehensive review of
relevant literature has been collected to deepen understanding of AI and its
utilisation in marketing. Additionally, the researcher employed a quantitative
research approach, conducting semi-structured interviews with marketing
professionals from multiple Indian companies. Eighty marketing experts were
selected as the sample size for these interviews. The study's outcomes underscore the
factors influencing the integration of AI in marketing, along with the advantages and
challenges associated with such integration. Furthermore, it examines the pre- and
post-Al marketing strategies of companies, ethical considerations, and the
utilization of AI in the marketing industry. The study advocates incorporating Al
into marketing practices to enhance organizational performance, ultimately
fostering profitability and a competitive edge. Moreover, it contributes to strategic
marketing research by identifying research gaps that bridge strategic AI marketing
practices and empirical research systematically and rigorously.

Keywords: Artificial Intelligence, Semi-Structured Interview, Al in marketing.

INTRODUCTION

In recent years, artificial intelligence (AI) has revolutionized marketing practices, offering innovative
solutions that enhance efficiency, personalization, and effectiveness. One notable development is AI-driven
customer segmentation and targeting. Traditional methods relied on demographic data, but AI analyses vast
datasets to identify intricate patterns and behaviours, allowing marketers to tailor campaigns with
unprecedented precision. By understanding individual preferences and predicting future actions, Al enables
marketers to deliver hyper-personalized messages, increasing engagement and conversion rates.

The significant development is Al-powered content creation and optimization. Through natural language
processing (NLP) and machine learning algorithms, AI can generate compelling content at scale, minimizing
human effort and time. Moreover, Al analyses audience feedback and performance metrics to refine content
strategies continuously, ensuring relevance and resonance. This capability extends to diverse formats,
including articles, videos, and social media posts, enabling marketers to maintain a consistent presence
across channels while adapting to evolving trends and preferences.

Al-driven predictive analytics has emerged as a game-changer in marketing decision-making. By leveraging
historical data and real-time insights, AI models forecast market trends, consumer behaviour, and campaign
performance with remarkable accuracy. This foresight empowers marketers to anticipate shifts in demand,
identify untapped opportunities, and optimize resource allocation for maximum ROI. Furthermore, Al
algorithms detect anomalies and outliers, enabling proactive risk management and mitigation strategies,
thereby enhancing overall campaign effectiveness and minimizing potential losses.

Al-powered customer experience (CX) optimization has become paramount for businesses seeking to
differentiate themselves in competitive markets. Through chatbots, virtual assistants, and sentiment analysis

Copyright © 2024 by Author/s and Licensed by Kuey. This is an open access article distributed under the Creative Commons Attribution
License which permits unrestricted use, distribution, and reproduction in any medium, provided the original work is properly cited.


https://kuey.net/
mailto:sumathimunusamy2020@gmail.com
mailto:prof.samuelthangaraj@gmail.com

652 Dr. M. Sumathi et al./ Kuey, 30(2), 1741

tools, Al enables real-time interaction and personalized assistance, enhancing customer satisfaction and
loyalty. Furthermore, AI analyses customer feedback across touchpoints to uncover pain points and areas for
improvement, enabling organizations to refine their CX strategies iteratively. By harnessing Al to deliver
seamless, tailored experiences, marketers can foster long-term relationships, driving brand advocacy and
sustainable growth in the dynamic landscape of modern marketing.

Different types of Al applications

1. Customer Segmentation and Targeting:

a) Feature: Al algorithms analyse vast amounts of data to segment customers based on demographics,
behaviour, and preferences, enabling precise targeting.

b) Case Example: Coca-Cola used Al-powered customer segmentation to identify specific consumer groups
for personalized marketing campaigns.

c¢) Benefits: Increased conversion rates, improved customer satisfaction, and optimized marketing
spending.

2. Predictive Analytics:

(a) Feature: Al predicts future consumer behaviour and market trends based on historical data and current
patterns.

(b)Case Example: Netflix utilizes AI algorithms to predict user preferences and recommend personalized
content.

(c) Benefits: Enhanced decision-making, improved product recommendations, and better resource
allocation.

3. Content Optimization:

(a) Feature: Al analyses content performance and audience engagement to optimize messaging, timing, and
delivery channels.

(b) Case Example: The Washington Post uses Al to optimize article headlines and distribution strategies for
maximum reader engagement.

(c) Benefits: Increased content relevance, higher engagement rates, and improved ROI on marketing efforts.

4. Chatbots and Virtual Assistants:

(a) Feature: Al-powered chatbots provide real-time customer support, answer queries, and assist with
purchasing decisions.

(b)Case Example: Sephora's virtual assistant uses Al to recommend beauty products based on customer
preferences and skin types.

(c) Benefits: 24/7 customer support, reduced response times, and improved customer satisfaction.

5. Sentiment Analysis:

(a) Feature: Al algorithms analyse social media, reviews, and customer feedback to gauge sentiment towards
brands and products.

(b) Case Example: Airbnb uses sentiment analysis to monitor guest feedback and improve service quality.

(c) Benefits: Proactive reputation management, better understanding of customer sentiment, and timely
response to issues.

6. Dynamic Pricing;:

(a) Feature: Al adjusts prices in real-time based on demand, competitor pricing, and other market factors to
maximize revenue.

(b)Case Example: Amazon uses Al to dynamically price products, optimizing profit margins while
remaining competitive.

(c) Benefits: Increased revenue, improved competitiveness, and enhanced pricing strategy.

7. Image and Video Recognition:

(a) Feature: Al identifies and categorizes visual content, enabling personalized marketing and content
moderation.

(b) Case Example: Pinterest utilizes Al image recognition to recommend personalized pins based on users'
interests.

(c) Benefits: Enhanced user experience, improved ad targeting, and streamlined content moderation
processes.

8. Marketing Automation:

(a) Feature: Al automates repetitive marketing tasks such as email campaigns, lead scoring, and ad
placement.

(b)Case Example: HubSpot's marketing automation platform uses AI to nurture leads through
personalized email workflows.
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(c) Benefits: Increased efficiency, reduced human error, and improved lead conversion rates.

Pre and Post Al in marketing strategies:

I. Pre-AI Marketing Strategies of Companies:

1. Manual Segmentation: Companies relied on manual processes to segment their audience based on
broad demographic categories such as age, gender, and location.

2. Generalized Messaging: Marketing campaigns often use generalized messaging to appeal to these
segments, resulting in lower levels of personalization and engagement.

3. Time-consuming Analysis: Analysing data and extracting insights was a time-consuming and labour-
intensive process, limiting the ability of marketers to adapt quickly to changing market dynamics.

4. Limited Adaptability: Traditional marketing strategies lacked the agility to respond rapidly to shifts in
consumer behaviour or market trends.

IL. Post-Al Marketing Strategies of Companies:

1. Advanced Segmentation: Al enables more sophisticated segmentation techniques by analysing large
volumes of data to identify micro-segments based on nuanced behaviours and preferences.

2. Hyper-Personalized Campaigns: Al allows for creating highly targeted campaigns tailored to
individual customer needs, resulting in increased relevance and effectiveness.

3. Predictive Analytics: Al-powered predictive analytics provide actionable insights into future trends and
consumer behaviour, enabling proactive decision-making and resource allocation.

4. Automation and Optimization: Al-driven tools automate repetitive tasks and streamline processes,
allowing companies to scale their operations more efficiently and continuously optimize marketing
campaigns for maximum ROI and effectiveness.

REVIEW OF LITERATURE

Supriadi, A. (2024) delves into the influence of artificial intelligence (AI) on marketing strategy,
highlighting its impact on enhancing contextual understanding of consumers, improving operational
efficiency, enabling personalized content, enhancing decision-making, and emphasizing the importance of
integrating Al expertise. By conducting a systematic literature analysis, the study uncovers both the potential
benefits and challenges companies encounter when implementing AI in their marketing strategies. The
findings underscore the transformative potential of Al integration in modern marketing practices, offering
valuable insights into its role in driving substantial benefits for businesses.

Mariani, M. M., Perez-Vega, R., & Wirtz, J. (2022) present a comprehensive examination of the
artificial intelligence (AI) literature across marketing, consumer research, and psychology domains,
employing a systematic literature review and quantitative methodology. Through bibliographic coupling, the
study identifies eight thematic clusters in Al research, ranging from memory and computational logic to big
data and robots. Additionally, it reveals 412 theoretical lenses commonly employed in these studies, including
the unified theory of acceptance and use of technology, game theory, and theory of mind. The findings
culminate in a proposed research agenda aimed at advancing the interdisciplinary discourse on Al,
emphasizing cross-fertilization of theories and addressing overlooked research areas.

Huang, M. H., & Rust, R. T. (2021) propose a comprehensive framework for strategic marketing
planning, leveraging the capabilities of artificial intelligence (AI) across three stages: mechanical Al for
automating tasks, thinking AI for data-driven decision-making and feeling Al for analysing human emotions.
This framework delineates how AI can enhance marketing research, strategy formulation (segmentation,
targeting, and positioning), and execution. Mechanical AI aids in data collection, thinking AI facilitates
market analysis, and feeling AI enhances customer understanding during research. In strategy development,
mechanical Al assists in segment recognition, thinking AI recommends target segments, and feeling Al
ensures resonant positioning. During marketing actions, mechanical AI enables standardization, thinking AI
enables personalization, and feeling AI facilitates renationalization. The application of this framework to
various marketing areas showcases the strategic integration of Al, organized by the traditional marketing
4Ps/4Cs paradigm.

Ma, L., & Sun, B. (2020) highlight the burgeoning role of artificial intelligence (AI) agents powered by
machine learning algorithms in reshaping business dynamics, prompting increased attention from
researchers. It advocates for the integration of machine learning methods into marketing research,
emphasizing their capacity to handle large-scale and unstructured data while delivering strong predictive
performance. However, it acknowledges potential challenges regarding model transparency and
interpretability. The paper reviews current Al-driven industry trends and practices and examines the
emerging academic literature in marketing utilizing machine learning methods. It proposes a unified
conceptual framework and a comprehensive research agenda focusing on methodological advancements, data
utilization, transparency, customer insights, and theory integration. The agenda aims to propel further
exploration and innovation in leveraging machine learning methods within the marketing domain,
underscoring the abundant opportunities they offer for enhancing research and practice in this dynamic field.
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RESEARCH OBJECTIVES

To know the socio-economic profile of the respondents

To evaluate the role of Artificial Intelligence in marketing

To analyse the pre and post Artificial Intelligence marketing strategies of companies

Examining how AI improves consumer convenience, ultimately boosting sales and market share for a
company

level of agreement or disagreement towards the adoption of Al in customer support services, online
shopping websites and virtual assistants

PN

o

RESEARCH GAP

AT applications are being utilised throughout the value chain across organizations in diverse sectors and
continents. Nevertheless, the specific benefits these organizations have derived must be examined through an
Indian lens. Whether other organizations should resist this evolving trend or embrace it and take the lead
remains uncertain. A thorough investigation is required to understand which AI applications have been
embraced and how they reshape the marketing landscape. This study brings a better understanding of Al
applications and their significance in marketing.

METHODOLOGY

a) Hypotheses

e There is no willingness towards implementing Al for personalized services.

e There is no willingness to adopt AI in Customer Support Service applications.
e There is no willingness towards adoption of Al in day-to-day applications

b) Research Design
This study is descriptive. Descriptive research involves providing a thorough written analysis, explanation,
and interpretation of the topic at hand.

¢) Sources of data and Sample size

The present study comprises both primary and secondary sources of data. Primary data was gathered from
eighty marketing experts who were selected as the sample size for these interviews. A well-structured
questionnaire was constructed and one-on-one interviews were also with the marketing experts to a sample
of 80 in Chennai City. Secondary data has been collected from journals, books, websites and other published
articles.

d) Sampling technique
This study consists of a non-probability judgemental sampling method.

ROLE OF AI IN MARKETING

1. Data Analysis and Insights: AI enables marketers to analyse vast amounts of data quickly and efficiently,
providing valuable insights into consumer behaviour, preferences, and trends.

2. Personalization at Scale: Al-powered algorithms allow marketers to personalize marketing campaigns at
scale, delivering targeted content and offers to individual consumers based on their unique characteristics
and behaviours.

3. Customer Engagement and Support: AI technologies such as chatbots and virtual assistants enhance
customer engagement and support by providing real-time assistance, personalized recommendations, and
automated responses to inquiries.

4. Advertising Optimization: AI helps marketers optimize advertising campaigns by targeting the right
audience with the right message at the right time, maximizing return on investment (ROI) and improving
campaign performance.

5. Predictive Analytics: Al-driven predictive analytics enable marketers to forecast future trends, anticipate
customer needs, and make data-driven decisions to stay ahead of the competition.

6. Content Creation and Optimization: Al tools can generate high-quality content, including articles, videos,
and social media posts, at scale, helping marketers maintain a consistent presence across channels and
adapt to evolving trends and preferences.

7. Customer Experience Enhancement: AI plays a crucial role in enhancing customer experiences by
enabling personalized interactions, anticipating customer needs, and providing seamless and efficient
service across touchpoints.

8. Competitive Advantage: Incorporating AI into marketing strategies can provide businesses with a
competitive advantage by improving efficiency, increasing effectiveness, and driving innovation in today's
dynamic and competitive marketplace.
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AI ENHANCES CONVENIENCE, LEADING TO HIGHER SALES

1.

Personalized Recommendations: Al algorithms analyse consumer behaviour and preferences to provide
personalized product recommendations, making the shopping experience more convenient and increasing
the likelihood of purchase.

Chatbots and Virtual Assistants: Al-powered chatbots and virtual assistants offer real-time support,
answering questions, providing assistance, and guiding consumers through the buying process, enhancing
convenience and driving sales.

Enhanced Customer Service: Al tools enable companies to offer round-the-clock customer service through
automated responses, resolving queries promptly and efficiently, leading to improved satisfaction and
loyalty, and ultimately boosting sales.

. Seamless Shopping Experience: Al streamlines the shopping experience by offering features such as voice

search, visual search, and one-click purchasing, making it easier for consumers to find and buy products,
thereby increasing sales.

Personalized Marketing Campaigns: Al enables companies to create highly targeted marketing campaigns
tailored to individual consumer preferences, delivering relevant content and offers, which increases
engagement and drives sales.

. Inventory Management Optimization: AI algorithms predict demand and optimize inventory levels,

ensuring products are readily available when consumers want them, reducing stockouts and improving
convenience, which leads to increased sales and customer satisfaction.

Dynamic Pricing Strategies: Al analyses market trends, competitor pricing, and consumer demand to
adjust prices dynamically, offering competitive pricing and promotions, which attract more customers and
increase sales and market share.

. Seamless Omnichannel Experience: Al integrates data from various channels to provide a seamless

omnichannel shopping experience, allowing consumers to switch between online and offline channels
effortlessly, improving convenience and driving sales.

QUANTITATIVE ANALYSIS

Table 1 Source of data gathered from organizations across various sectors

Designation Domain Key Comments

Head Emerging | Tourism Industry e The limited adoption of digitalization in

Markets India impedes the growth of AI in the
country.

e Al is presently more advantageous in
retaining customers rather than acquiring
new ones.

e The BFSI and e-commerce sectors are poised
to reap the greatest benefits due to the
abundance of available data.

e '"Intelligent AI assists in finding Smart
Customers, thereby generating Smarter

Data, consequently enhancing the
intelligence of AL"
Chief Executive | Chatbot Platform — HR | ¢ The outlook for AI in India appears
Officer Domain uncertain, highlighting the need to focus on

innovation in data collection methods.

e The BFSI and Telecom sectors are expected
to lead in AI adoption due to ongoing
pressure for sustained profitability.

Digital Pharmaceutical e Companies in India lack a comprehensive
Transformation Lead | Industry understanding of AI, its functioning, and
how to harness its complete capabilities.

e Some factors contributing to the limited
adoption of Al in India include:

% Data fragmentation across different
departments

% Inconsistent data collection practices and
inadequate response times

% Insufficient analysis of collected data to
derive meaningful insights

% Limited evolution of machine learning
concepts, leading to uncertainty about
utilizing large datasets effectively.

Co-Founder and CEO | Chatbot Platform - |e Many major organizations in India are
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Marketing &  Sales
Domain o

embracing Al as they strive for innovation.

Organizations are adopting AI without fully

understanding its potential, opting to test its

capabilities.

e Most Indian banks have implemented
chatbots, albeit not strategically, but rather
to assess their effectiveness.

Team Lead Information Technology | ¢ Telecom companies are actively leveraging
social media data to improve sales
effectiveness by  precisely  targeting

customers for acquisition.
¢ The BFSI and automotive sectors are leading
the way in Al adoption.

SOCIO ECONOMIC PROFILE

Socio-economic profile includes gender, age, income level and educational qualification. These factors
provide insights into an individual's living standards, aiding in understanding socio-economic disparities and
consumer behaviour.

Table 2 Demographic factors

Indicators | No. of respondents | Percentage
The gender of the Respondents

Male 43 53.75
Female 37 46.25
Total 80 100.0
The age group of the Respondents

Upto 18 7 8.75
18- 35 37 46.25
35 - 60 22 27.5
Above 60 14 17.5
Total 80 100.0
Educational Qualification of the Respondents

School Education 10 12.5
Under Graduate 32 40
Post Graduate 18 22.5
Professional 20 25
Total 80 100.0
Annual Income of the respondents

Upto 8,00,000 28 35
8,00,001 — 15,00,000 31 38.75
Above 15,00,000 21 26.25
Total 80 100.0

Source: Primary Data

It is inferred from table 2 that the majority of the respondents are male (53.75 per cent). The maximum
number of respondents falls in the age group between 18 and 35 (46.25 per cent). The maximum number of
respondents have completed under graduation (40 per cent). The maximum number of respondents falls in
the income group between 8,00,001 and 15,00,000 (38.75 per cent).

Hypothesis 1: Willingness towards adoption of Al in the personalization of services

Al contributes to delivering a personalized service experience by comprehending consumer preferences and
customizing services accordingly. Before assessing the potential impact of Al adoption on personalizing
services from an Indian standpoint, it's crucial to gauge Indian consumers' inclination toward service
personalization.
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Test used: Chi-Square Test
Table 3 Willingness towards adoption of Al in the personalization of services

Chi-Square Tests

Value df IAsymp. Sig. (2-sided)
Pearson Chi-Square 15.024 2 .020
Likelihood Ratio 15.304 2 .018
Linear-by-Linear Association .733 1 .302
IN of Valid Cases 80

Source: Computed Data

The p-value is 0.020 which is less than 0.05 hence alternative hypothesis is accepted and the null hypothesis
is rejected, that is, there is willingness towards adoption of Al in the personalization of services.

Hypothesis 2: Willingness towards adoption of Al in Customer Support Service applications
The research questionnaire was designed based on Indian consumers' preferences regarding their chosen
mode of communication with customer support and the perceived ease of use associated with each mode.
This consideration was influenced by the prevalent use of text-based communication in current AI-powered
customer support service applications.

Test used: Chi-Square Test
Table 4 Willingness towards adoption of Al in Customer Support Service applications

Chi-Square Tests

Value df IAsymp. Sig. (2-sided)
Pearson Chi-Square 188.569 3 .002
Likelihood Ratio 243.452 8 .000
Linear-by-Linear Association .001 1 .078
IN of Valid Cases 80

Source: Computed Data

The p-value is 0.002 which is less than 0.05 hence alternative hypothesis is accepted and the null hypothesis
is rejected, that is, there is willingness towards adoption of AI in Customer Support Service applications.
Hypothesis 3: Willingness towards adoption of Al in day-to-day applications

The research questionnaire was structured around Indian consumers' inclination towards utilizing
mobile/virtual assistants in their daily activities and their perception of the ease of using these assistants.
This decision was influenced by the widespread familiarity of the target audience with mobile/virtual
assistants.

Test used: Chi-Square Test
Table 5 Willingness towards adoption of Al in day-to-day applications

Chi-Square Tests

Value df IAsymp. Sig. (2-sided)
Pearson Chi-Square 210.399 8 .000
Likelihood Ratio 284.352 ] .000
Linear-by-Linear Association 25.677 1 .000
N of Valid Cases 80

Source: Computed Data

The p-value is 0.000 which is less than 0.05 hence alternative hypothesis is accepted and the null hypothesis
is rejected, that is, there is willingness towards adoption of Al in day-to-day applications.

FINDINGS

The following are the findings of the study;

e Majority of the respondents are male (53.75 per cent).

¢ The maximum number of respondents falls in the age group between 18 and 35 (46.25 per cent).
¢ The maximum number of respondents have completed under graduation (40 per cent).

e The maximum number of respondents falls in the income group between 8,00,001 and 15,00,000 (38.75
per cent).
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e The p-value is 0.020 which is less than 0.05 hence alternative hypothesis is accepted and the null
hypothesis is rejected, that is, there is willingness towards adoption of Al in the personalization of services.
e The p-value is 0.002 which is less than 0.05 hence alternative hypothesis is accepted and the null
hypothesis is rejected, that is, there is willingness towards adoption of Al in Customer Support Service

applications.

e The p-value is 0.000 which is less than 0.05 hence alternative hypothesis is accepted and the null
hypothesis is rejected, that is, there is willingness towards adoption of AI in
day-to-day applications.

SUGGESTIONS

e Invest in AI algorithms and tools that enable deeper personalization of marketing campaigns, content, and
interactions, ensuring that messages resonate with individual consumers and drive higher engagement and
conversion rates.

e Improve data integration capabilities to gather insights from various sources and enhance AlI-driven
analytics, allowing marketers to better understand customer behaviour, preferences, and trends, and make
data-driven decisions.

¢ Develop advanced predictive modelling techniques using Al to forecast future market trends, customer
behaviour, and campaign performance, enabling proactive strategies and better resource allocation.

¢ Expand the use of Al-driven automation to streamline marketing processes such as campaign management,
content creation, and customer interactions, freeing up time for marketers to focus on strategic initiatives
and creative tasks.

¢ Explore opportunities to integrate AI with emerging technologies such as augmented reality (AR), virtual
reality (VR), and voice assistants to create innovative and immersive marketing experiences that capture
consumer attention and drive sales.

e Prioritize ethical considerations in the development and deployment of AI in marketing, ensuring
transparency, fairness, and accountability in data usage, algorithmic decision-making, and consumer
privacy protection.

e Foster a culture of continuous learning and experimentation with AI in marketing, encouraging marketers
to test new strategies, iterate based on performance insights, and adapt to evolving consumer preferences
and market dynamics.

¢ Collaborate with AI experts, data scientists, and technology partners to leverage their expertise in
developing and implementing Al solutions tailored to specific marketing objectives and challenges.

e Invest in hiring and training Al talent within the marketing team, equipping marketers with the skills and
knowledge needed to effectively leverage Al tools and technologies to drive business growth.

¢ Develop robust measurement frameworks and ROI analysis methods to evaluate the impact of Al initiatives
on marketing performance, sales, and overall business outcomes, enabling data-driven decision-making and
optimization efforts.

CONCLUSION

The integration of artificial intelligence (AI) in marketing represents a transformative shift in how businesses
engage with consumers and drive growth in today's digital landscape. Al technologies offer unprecedented
opportunities to enhance personalization, optimize campaigns, and improve the overall customer experience.
By leveraging advanced data analytics, predictive modelling, and automation capabilities, marketers can gain
deeper insights into consumer behaviour, identify emerging trends, and make data-driven decisions with
greater precision and efficiency.

Al enables marketers to streamline processes, automate repetitive tasks, and unlock new levels of efficiency
and productivity. From personalized recommendations and targeted advertising to seamless customer service
and predictive analytics, AT empowers marketers to deliver more relevant, timely, and impactful interactions
across various touchpoints throughout the customer journey.

However, as Al continues to evolve and become increasingly integrated into marketing strategies, it is
essential to address ethical considerations, ensure transparency, and maintain consumer trust. Marketers
must prioritize privacy protection, data security, and ethical AI practices to build and maintain positive
relationships with consumers while maximizing the benefits of Al-driven initiatives.

AT holds immense potential to revolutionize marketing practices, drive innovation, and fuel business growth.
By embracing Al technologies strategically and responsibly, marketers can stay ahead of the curve, adapt to
changing market dynamics, and deliver exceptional value to both customers and stakeholders in the digital
age.
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