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Abstract: The marketing field has undergone a considerable transformation with the introduction of AI, leading 

to enhanced performance. The present study is aimed at finding the effect of AI on marketing. This paper 

includes an in-depth literature review that offers a complete understanding of the application of AI in 

marketing. Various studies emphasize significant AI applications in marketing, such as neural networks, case-

based reasoning, and expert systems, marking a transformative shift from traditional marketing methods. The 

integration of AI in marketing leverages technologies like natural language processing, machine learning, and 

sentiment analysis to enhance decision-making processes, providing precise insights into customer lifecycles 

and market trends. By combining AI with customer and brand experience data, businesses gain a competitive 

edge and are better equipped to navigate the dynamic marketplace. The paper underscores the key elements of 

incorporating AI in marketing functions to enhance overall business performance, leading to increased 

profitability and a competitive advantage. Its objective is to document insights into the AI ecosystem, 

elucidating how embedded technologies support marketing processes and contribute to organizational success. 

Furthermore, the paper delves into the synergy between AI and marketing, highlighting their combined 

potential as the future driving force for successful business organizations. 
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1. INTRODUCTION 

In the technological age, technology encompasses systems with tangible computational capabilities, operating through 

a network of hardware and software configurations to achieve specific solutions.  It can be  defined  as  the  practical 

application  of  scientific  knowledge  to  streamline organizational  processes  and  gain  a  competitive  edge  in 

various domains (Freeman, 1989).  As technology becomes increasingly decentralized and imbibed  into  the  fabric  

of organizations and societies (Bijker, Hughes, & Pinch, 1987), the pace of technological innovation and its integration 

into fundamental  processes  accelerates  (Parton,  2018). Intelligence, on the other hand, denotes the innate and 

acquired computational abilities present to varying degrees in humans, other mammals, and machines (McCarthy, 

2007).  It encompasses natural predispositions, genetic inheritance, and learned skills that form the foundation of 

individual personalities. Intelligence can be understood as the capacity to perceive, comprehend, and adapt to complex 

situations, whether through biological evolution or technological augmentation.    Artificial Intelligence  (AI)  indeed  

has  a  positive  effect  on  various  aspects  of  our  lives,  offering solutions that simplify tasks and enhance efficiency. 

Experts define AI as the intelligence exhibited by machines as they perceive their environment and interact within it 

to accomplish tasks.  AI encompasses the architecture of software  coupled  with  advanced  technological  systems, 

enabling enhanced simulations in workplaces and ultimately boosting  performance.  Through AI technologies, 

machines are empowered to analyze data, recognize patterns, and make decisions autonomously, mimicking human 

intelligence to a certain extent. This capability allows AI systems to perform tasks ranging from routine to complex, 

across diverse fields such as healthcare, finance, transportation, and beyond. 
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The ever-growing development of artificial intelligence has significantly influenced marketing strategies, brand 

management, and sustainable customer relations management.  Therefore, no one can overlook artificial intelligence 

in India, where approximately 4 billion people are active internet users today. Having sparked the  first,  second,  and  

third  industrial revolutions,  humanity  has  been  at  the  forefront  of transformative historical epochs through the 

development of the  steam  engine,  electricity,  and  the  computer,  and  is currently  immersed  in  the "Industry  4.0  

revolution."  This phase involves cyber-physical systems that bridge the physical and virtual computing realms using 

sensors and actuators, marking artificial intelligence as a crucial determinant in our era.  (Kurt, 2019). It indicates that 

the application of artificial intelligence is crucial to marketing which means that the end users are continuously 

following up on their future buying judgments, anticipating and showcasing products in alignment with this trajectory. 

In this way, enterprises will be able to realize effective, efficient, and profitable sales.  Artificial Intelligence (AI) and 

automation are set to transform marketing activities, as emphasized by Molsa (2017). Through the integration of smart 

processes in work management, information handling, system integration, and human resource management, 

organizations can harmonize their operations with machines, enhancing their efficiency in achieving goals (Russell, 

Dewey & Tegmark,2015).  When implemented cohesively, AI and automation can significantly enhance productivity 

and performance within organizations, provided they effectively manage the disruptive impact of these technologies 

(Sallomi,  2015). Among various disruptive technologies, AI stands out as a potent force for transforming marketing 

practices and strategies.    Marketing practitioners worldwide are increasingly adopting AI solutions tailored to their 

specific needs. In the business context, AI typically refers to software that assists in specific tasks, such as optimizing 

advertising placement or personalizing email campaigns, with its performance improving over time as it gains 

exposure to more data.  The potential of AI to drive economic growth is substantial, as evidenced by predictions such 

as the Boston Consulting Group's projection that AI will contribute $950 billion to India’s economy by 2035. This 

value addition is expected to occur across various sectors, highlighting the transformative impact AI can have on 

economies at a national level. Overall, the integration of AI and automation in marketing holds immense promise for 

organizations seeking to enhance efficiency, effectiveness, and competitiveness in today's dynamic business 

landscape.  As these technologies continue to evolve, they will undoubtedly shape the future of growth and 

development globally. 

2. OBJECTIVES OF THE STUDY 

(1) To Know Application of AI in Marketing 

(2) To Study AI Technologies to Enable Efficient Marketing 

(3) To understand Benefits and Challenges of Using AI in Marketing 

3. MARKETING 

Marketing is a harmonious blend of art and science, encompassing the skillful presentation of goods for profitable 

sales and the systematic approach to initiating transactions or exchanges through a predefined series of actions. 

Examined from an organizational perspective,  marketing is delineated as a complex sphere encompassing activities, 

institutions, and processes  tailored  for  the  generation,  communication, delivery,  and exchange of  offerings  that 

possess value  for customers, clients, partners, and  society at large (American Marketing Association, 2013).  Looking 

through the lens of a customer, marketing is the orchestration of activities aimed at attaining  the  desired  value  

enhancement  for  diverse stakeholders  at an  established  price or  cost. On a  societal scale,  marketing  is  

characterized  as  a  communal  process wherein individuals and groups fulfill their needs and desires by generating, 

presenting, and openly  exchanging  valuable products and services with others (Kotler & Keller, 2009).Within the 

realm of marketing, focal areas include consumer marketing,  business  marketing  (also  known  as  industrial 

marketing),  global  marketing,  and  non-profit  marketing (pertaining to NGOs). (Kotler & Keller, 2009). 

4. APPLICATION OF AI IN MARKETING 

During the initial phases of marketing, scholars have long scrutinized concepts and principles to address issues related 

to marketing (Wierenga & van Bruggen, 2000).  The incorporation of  Artificial Intelligence and its relevance in 

marketing  has  emerged  more  prominently  in  the  field  in recent  years  (Wierenga, 2010). AI serves as a tool 

widely integrated into the marketing domain of many companies in today's world, although its extensive 

implementation across various companies is not yet prevalent. Numerous marketers have expressed their intent to 
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embrace AI shortly, with a significant majority (80%) still in the initial phases of full implementation. Regarding the 

adoption of AI in marketing, a modest proportion (20%) of marketers had incorporated one or more AI solutions into 

their business by 2017 (Bughin, McCarthy & Chui, 2017). The disparity between preparation and execution serves as 

a significant indicator that there is still ample opportunity for the implementation of AI in marketing, contrary to the 

widespread belief that the buzz surrounding AI necessitates immediate adoption. Nevertheless, the applications of AI 

in the marketing realm are rapidly advancing, with numerous software and services emerging for companies to 

integrate into their brand strategies. Researchers also anticipate that AI will usher in sustainable changes in the field 

of marketing in the coming years. Given that marketing encompasses both qualitative  and  quantitative  aspects,  it  

presents  a  unique opportunity  for  AI  to  augment  value  in  areas  where econometrics alone may be insufficient 

(Wierenga, 2010). The  primary  AI  applications  prevalent  in  the  field  of marketing  currently  involve  neural  

networks,  case-based reasoning, and expert systems (Wierenga, 2010).  Practically, AI has been used to enhance and 

upgrade outdated methods of marketing (Hoanca  &  Forrest,  2015).  Bughin,  Hazan,Manyika & Woetzel (2017) 

stated that with the help of AI, companies  can  be  successful  in  creating  customized marketing  campaigns by 

analyzing key  consumer data. AI will contribute to enhancing production yields for management by introducing 

dynamic pricing strategies and delivering exceptional customer service. Decision-makers in marketing management 

require insights related to the market to address issues and guide marketing decisions effectively. (Wierenga & van 

Bruggen, 2000). Recognized prominently in marketing, knowledge-driven software such as Marketing Management 

Support Systems (MMSS) is highly esteemed. These systems assist managers in making informed decisions by 

leveraging AI for precise data and information analysis (Wierenga & van Bruggen, 2000). 

5. AI TECHNOLOGIES TO ENABLE EFFICIENT MARKETING 

AI technologies enable efficient marketing by leveraging advanced algorithms and data analytics to streamline various 

aspects of marketing operations.  Here are key AI technologies contributing to efficient marketing: 

Machine Learning: In  theory,  learning  is  the  assimilation  of  instructions, guidelines,  or  reinforcement  into  

thought  processes  and actions,  and  it  can  manifest  as  either  natural  or  guided behavior. The capacity for learning 

is observed in humans, animals, machines, and, in certain verified instances, even plants (Karban, 2015).  Machine  

learning  as  defined  by (Samuel,  1959)  is  the  capability  of  systems  to  acquire knowledge  without  explicit  

programming,  drawing inspiration  from  the  paradigm  of  learning  associations observed in humans and animals. 

The evolution of Machine learning platforms as learning systems without any  natural predispositions  (Goldberg  &  

Holland,  1988)  and  later vitalities  of  genetic  learning  were  infused  into  machine learning (Booker & Holland, 

1989). Machine learning, as an application of AI, refers to the inherent capability of modern- era machines to learn 

from algorithms and statistical analysis tools.  This  is  achieved  by  accessing  extensive  databases, ultimately  

offering  marketers  actionable  insights  that facilitate intelligent automation and decision-making. In 2020, globally, 

10% of organizations prioritized investing in software  tools,  algorithms, and big data as part of their task-application 

criteria, while 60% of enterprises leveraged analytics-enabled  content  and  solutions,  yielding  benefits totaling  $43  

billion  (Inside  Big  Data,  2018).  Machine learning applications can be traced back to the identification of market 

trends or regular occurrences within datasets. It enables the effective prediction of common insights, responses, and 

reactions, aiding marketers in comprehending the root causes of failures and the probability of recurring actions. This, 

in turn, facilitates the customization of timely solutions (Bluma, 1995). A plethora of business applications for machine 

learning algorithms exist, encompassing various techniques  such  as K-means  clustering,  Neural  Networks, Decision  

trees,  Reinforcement  learning,  and  more.  (Ray, 2017). 

Deep Learning: Deep  learning,  a  distinct  machine  learning  technique, involves  feeding  extensive  datasets to  

machines,  enabling them to operate on a self-learn-solve  paradigm. Through a standardized process, machines 

analyze and learn from these datasets, deriving valuable insights and associations over time.  Deep  learning  delves  

into  understanding  intrinsic structures  and  sequencing,  unveiling  innovative  data associations (Yann LeCun, 2015) 

through a series of complex algorithms.  These insights are then applied to managerial problem-solving and decision-

making.  Deep learning is the subset  of  machine  learning  which  is  an  application  of artificial intelligence and it 

has yielded eye-opening research results in the domains of speech recognition, computer vision, and natural  language  

processing (Najafabadi, et al., 2015). Deep  Learning  finds  widespread  application  in  the public domain,  addressing  

complexities  in  cybersecurity  and warfare,  managing  smart  city  dimensions,  optimizing transportation  and  signal  

processing,  enhancing  medical informatics,  and  understanding  weather  phenomena  (Hof, 2018). Deep learning is 

rooted in artificial neural networks, mirroring biological neural connections (Holland, 1992). This approach closely 
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aligns with the problem-solving and decision-making attributes of the human brain.  Leading technology companies 

such as Google, Facebook, Twitter, and YouTube, boasting billions of users, consistently produce vast amounts of 

data.  These companies  heavily  invest  in disruptive technologies, data analytics tools, data monitoring and  analysis  

techniques,  along  with  associated  business models, all aimed at creating lifetime value (Allen, 1985). 

Big Data: In today’s business landscapes, activities are centered on technology resources, data assets, and human 

resources. As a result, various organizational departments and processes are generating significant amounts of data, 

commonly known as Big Data. With the expansion of business processes in terms of both  scope  and complexity,  

and  the  integration  of technology into mainstream operations,  this data influx has become  a  commonplace 

occurrence  (Hurwitz,  Nugent,  & Halper, 2013), data collection tools are increasingly prevalent across various 

domains of industrial concerns. The gathering of an extensive amount of data by organizations (Zikopoulos, 2011) 

and the dedicated commitment to it (Hu, Wen, Chua & Li, 2014) through crucial access points is known as big data. 

Defined  by  the  three  V's  –  volume,  variety,  and  velocity (Laney, 2001), big data represents a marketer's capacity 

to aggregate  and  segment  sizable  volumes  of  data  (Amir Gandomi, 2014) with minimal manual effort, harnessing 

the power of technology. Marketing  persons  by taking  advantage of the technology data try  to  customize  their  

product  offerings  in  line with customer-centric  requirements.  The latest IT  infrastructure facilitates  organizations  

by  integrating  a  combination  of analytical  tools,  statistical techniques,  data interfaces, visualization approaches, 

and software analysis (Roski, Bo- Linn, & Andrews, 2014). The conversion of bulk data into smart  data  (Farell,  

2002)  occurs,  and  this refined  data  is subsequently  utilized to inform value-creating  business decisions. 

6. AI HELPING HAND IN ENHANCING THE EFFECTIVENESS OF 

MARKETING 

AI holds a promising future in the landscape of Indian marketing. With ongoing advancements in AI technology, we 

can expect a surge in innovative and effective AI marketing applications. Here are some notable trends: 

Pizza Hut: At  selected  Pizza  Hut  outlets  in  India,  a  mood-detecting device,  powered  by  artificial  intelligence,  

has  been implemented.  This device suggests a pizza choice by analyzing the facial cues of customers. To engage 

with the device, customers simply stand in front of it and gaze at the screen. The device employs a statistical model 

to detect facial expressions through eye movements, furrows, and other cues, analyzing them to determine the 

customer's mood and make personalized pizza recommendations. 

Flipkart: The  e-commerce  powerhouse  Flipkart  employs  artificial intelligence  to  suggest  products  to  customers,  

tailor  their shopping experience, and anticipate demand. Utilizing an AI-driven  recommendation  engine,  Flipkart  

can  forecast consumer  preferences by  analyzing their  purchase history, browsing  patterns,  and  other  relevant  

variables.  This capability  allows  Flipkart  to  showcase  the  most  pertinent products  to  customers,  potentially  

boosting  sales  through personalized recommendations. 

Amazon India: As  an  e-commerce  platform,  Amazon  India  leverages artificial  intelligence  for  its  voice  search  

functionality, personalized  product  recommendations,  and  supply  chain optimization.  The  voice  search  feature  

allows  users  to conveniently  browse  products  by  speaking  into  their smartphones, catering to customers on the 

move. Moreover, Amazon India utilizes AI to tailor product recommendations based on customers’ previous 

purchases.  By  suggesting similar items of  interest,  this  approach enhances consumer engagement  and  contributes  

to  increased  sales  for  the platform. HDFC Bank 

Tata Motors: Tata  Motors,  currently  holding  the  top  position  among automakers  in  India,  integrates  artificial  

intelligence  to advance  its  initiatives  in  self-driving  vehicles,  streamline manufacturing  processes,  and  offer  

personalized  customer experiences. The company employs AI in the development of self-driving vehicles, signaling 

a potentially transformative impact on the entire transportation industry.  Furthermore, Tata Motors utilizes AI to 

optimize its manufacturing processes, leading to cost reduction and increased operational efficiency. In the realm of 

customer interaction, the company employs AI to tailor recommendations based on individual purchase history and 

browsing behavior. This strategic use of AI enhances customer loyalty and satisfaction for Tata Motors. 
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Hindustan Unilever: Hindustan Unilever, a leading consumer goods manufacturer, leverages artificial intelligence 

for product innovation, marketing campaign optimization, and personalized customer engagement.  In product 

development, Hindustan Unilever utilizes AI to create new products tailored to the specific needs of Indian consumers. 

Furthermore, AI is harnessed to optimize marketing efforts by  targeting  consumers  with relevant  messages,  ensuring  

more  effective  campaigns. Similarly, the company employs AI in personalized customer engagement, using the 

technology to send customized emails and offers to enhance the overall customer experience. 

7. BENEFITS OF USING AI IN MARKETING 

AI has significantly improved the efficiency of marketing operations. Mechanical AI, known for its consistency, plays 

a crucial role in providing standardization benefits.  In marketing, diverse types  of  mechanical  AI,  such  as 

collaborative  robots  (cobots),  have  been  implemented  to ensure standardization,  particularly in tasks like packaging 

(Colgate  et  al. 1996),  AI-driven  drones  handle  the distribution  of  physical  goods,  self-service  robots  provide 

service  delivery,  and  service  robots  automate  social interactions in frontline operations. (Mende et al. 2019; van 

Doorn et al. 2017).  All these applications aim to generate standardized, consistent, and reliable outcomes. Thinking  

AI  offers  personalized  benefits  by  recognizing patterns from data, including text mining, speech recognition, and  

facial  recognition.  Marketing  functions  and  activities seeking  personalized  outcomes  should  explore  the  use  of 

thinking AI. Among the prevalent applications in marketing are diverse personalized recommendation systems. 

(Chung et al. 2009;  Chung  et  al. 2016),  such  as  Netflix  movie recommendations  and  Amazon  cross-selling 

recommendations. Feeling  AI  offers  advantages  in building  relationships  by recognizing  and  responding  to  

emotions,  providing renationalization  benefits. Marketing functions or activities that involve interaction and 

communication, particularly those aiming for relational benefits (e.g., in scenarios of high customer lifetime value), 

should explore the use of Feeling AI. Examples include its application in customer service. A wide array of marketing 

functions related to emotions, such as addressing customer satisfaction, handling complaints, gauging customer 

moods, and incorporating emotions into advertising, can leverage the capabilities of Feeling AI. The  most  widely  

used  AI  applications  in  marketing encompass  content  creation,  voice  search,  predictive analysis, lead scoring, 

ad targeting, and dynamic pricing. By employing these AI tools, marketers can analyze customers based on their 

historical movements and behaviors, enabling dynamic micro-segmentation and the ability to predict future trends. 

This wealth of specific data empowers marketers to tailor their approach to meet individual needs, fostering long- 

term relationships between consumers and the brand. Micro- segmentation facilitates personalized communication, 

improving brand loyalty and increasing customer lifetime value. The integration of AI in marketing serves as a 

valuable means to leverage technologies for developing deeper customer insights across various touch points. 

1. Gather data-rich insights in a fraction of the time: AI is instrumental in both data analytics and 

performance measurement within marketing.  It empowers marketers to monitor the performance of 

campaigns, ranging from mass- market messaging to individual social media posts. With the capabilities of 

AI, marketers can effectively utilize thousands of data points to refine and optimize their measurement 

framework, aligning it with the specific targets and metrics that hold significance for the business. 

2. Better Understanding of the target audience: AI-collected data enhances our comprehension of customers 

by gathering and analyzing their social, behavioral, and sales data. This aids marketers in tailoring their 

messages to the appropriate audience and anticipating their needs more effectively. 

3. Streamline operations: Modern marketing practices are fueled by data, and at the core of achieving 

improved business efficiencies and superior outcomes lay the integral role played by AI in marketing 

operations.  AI is instrumental in streamlining marketing operations, reducing inefficiencies in business 

processes and creating additional time for strategic actions. 

8. CHALLENGES OF USING AI IN MARKETING 

Contemporary marketing heavily depends on a thorough comprehension of customer needs and preferences, as well 

as the agility to act upon that knowledge swiftly and efficiently. The capacity to make data-driven decisions in real 

time has propelled AI marketing solutions to the forefront of marketing strategies.  Nevertheless, marketing teams 

must exercise appropriate measures when determining the optimal integration of AI into their campaigns and 

operations. As the development and utilization of AI in marketing tools are still in  their  nascent  stages,  it  is crucial 

to acknowledge and address several challenges when implementing AI into the real-time digital marketing strategy. 



 

 

Vini /Recent trends in Management and Commerce, 5(2), 2024, 29-34 

Copyright@ REST Publisher                                                                                                                                                   34 

 

1. Training employees: Incorporating AI into marketing requires training employees to effectively utilise AI 

marketing tools. Just like humans, AI tools need time and guidance to learn organizational goals, customer 

preferences, historical trends, and overall context. By investing in comprehensive training programs, 

marketing teams can empower their employees to leverage AI technology to its full potential. 

2. Data quality: Ensuring high-quality data is essential for AI marketing success. AI tools rely on accurate, 

timely, and representative data to make informed decisions. Marketers must prioritize data quality assurance 

efforts to avoid inaccurate conclusions that fail to align with consumer desires. By maintaining data integrity, 

AI marketing tools can provide valuable insights and drive effective marketing strategies. 

3. User data security and privacy: Maintaining user data security and privacy is critical when implementing 

AI marketing strategies. In the face of growing scrutiny and regulations such as GDPR, digital marketing 

teams are  required  to  ethically  manage  consumer  data, ensuring compliance with legal standards. AI 

marketing tools need to be programmed to conform to privacy guidelines, thereby reducing the risk of 

penalties and safeguarding the organization's credibility. 

4. Employee Adoption: Fostering employee adoption of AI marketing can be challenging.  While quantifiable 

metrics like ROI and efficiency are easily measurable, demonstrating the impact of AI on customer 

experience and brand reputation requires the right measurement tools.  Digital marketing teams should 

effectively communicate the value of AI marketing investments to business stakeholders and provide training 

and support to facilitate employee adoption. 

5. Developing best practices: AI in marketing is a relatively new tool and definitive best practices for initial 

deployments are still evolving.  Digital marketing teams need to consider the long-term effects of 

implementing AI marketing strategies, beyond the short-term benefits.  By actively participating in industry 

knowledge sharing and staying updated with advancements, marketers can contribute to the development of 

best practices and ensure successful AI integration. 

8.   CONCLUSION 

Artificial Intelligence in the recent past provides a wide range of scope in the functioning of an organization. Marketing 

as a vital function, needs tools like AI to understand and provide better products to customers and enhance the after-

sales services. Though the embracing of AI in the Indian Marketing scenario is still in the nascent stage, there is no 

doubt that Indian companies and customers will effectively use AI in their daily interactions shortly. India as a leading 

player in the UPI payment systems proves that technology embracement is penetrated deep into the market. Similarly, 

the Marketing aspects will also get their AI adaptability very soon in the Indian market. 
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