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This paper examines the transformative role of Artificial Intelligence in
various aspects of marketing, including consumer behaviour analysis,
personalized marketing strategies, and the optimization of marketing
processes. With the explosion of data and increasing complexity of
customer behaviour, businesses need to leverage these tools to stay
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Introduction

Artificial Intelligence (AI) is a concept that has been taking over the world in all spheres,
be it medicine, construction, education, business, entertainment and marketing. It
mimics human behaviour (Dimitrieska, Savica 2021). In the digital age, data collection,
analysis and inference have become an essential to business-to-business operations as
any other critical function. Technology, Savvy consumers are increasingly able to
manage their shopping behaviour. For them, trade happens literally everywhere, namely
in physical stores in the web space accessible through their computers, in their
Smartphones. Their behaviour is Omnichannel it transforms from brick-and-motar to
online and vice versa (Katera, 2018). The indisputable advance of digital changes has
shifted the focus of marketing not only in the optimized movement of goods with the
help of business logistics, but also the adequate data collection that automatically turn
commercial business into a business of the future.

Similarly, the use of Al in customer service and digitalization of consumers finds its
greatest application using chatbots in the service (Hill, Fird & Farreas, 2021). Chatbots
replace the need to train multiple employees to respond to inquiries and speed up the
customer service process (Scholz & Duffy, 2022). Despite the widespread adoption and
diffusion of Al in marketing, there remains a need for a comprehensive analysis of how
Al has evolved and its long-term impacts on marketing strategies and consumer
interaction (Ranya & Mohammed, 2021).

affiliation: 1Department of Marketing, Caritas University Amorji Nike Enugu. Nigeria
2 Department of Entrepreneurship and Business Innovation, University of Delta, Agbor

email: nwankwochristian23 @gmail.com1; abudepeter@yahoo.com.

t corresponding author UNIZIK Journal of Marketing (UJofM), pp. 90-96


https://journals.unizik.edu.ng/ujofm

Nwankwo & Abude UNIZIK Journal of Marketing (UJofM), pp. 90-96

Literature Review

Artificial intelligence (AI) has revolutionalized conventional methods of businesses and
opened new opportunities, ushering in a disruptive era across industries. The major
breakthroughs in Al in the field of marketing has changed customer’s involvement and
modified advertising tactics (Miron & Dan Dumitriu, 2020). The revolutionary
developments in Al in the field of marketing have been nothing short of transformative,
fundamentally changing the environment of consumer involvement and rethinking the
core of advertising campaign (Mari & Alex, 2021). The disruptive era of digital
marketing is being ushered in by the AI, which is upending preexisting paradigms and
opening entirely new vistas (Dason, Christ & Jennifer, 2022).

Evolution of Artificial Intelligence in Marketing Strategies

Over the years, Al has evolved from being a novelty to a necessity in marketing
strategies. From basic automation tools to sophisticated machine learning algorithms,
Al has transformed how businesses/marketing engaged with their audience and drive
results (Li, Gang & Muhammed, 2023).

Here is some keyways Al has revolutionalized marketing strategies.

1. Automated Campaign Optimization: AI powered tools can analyze
campaign performance in real time and adjust on the key to optimize results. Al
enables marketers to fine tune their campaigns for maximum effectiveness
without manual intervention.

2, Hyper-Personalization at Scale: With AI, marketers can deliver hyper-
personalized experiences to each individual customer at scale. By leveraging
data-driven insights and predictive analytics; companies can tailor their
messaging, offers and recommendations to match each customer’s unique
preferences and behaviours.

3. Seamless Omnichannel Integration: Al enables seamless integration across
multiple channels allowing marketers to deliver consistent messaging and
experiences across platforms, whether it is social media, email marketing, or
website interactions. Al ensures cohesive brand experience that resonates with
customers wherever they are.

Understanding AI and its Components

Artificial Intelligence is the ability to transfer human intelligence to machines to
perform tasks ranging from simple to complex. The goal of artificial intelligence is for it
to learn, reason, and carry out tasks. As technology advances, previous definitions of
artificial intelligence become obsolete. Artificial Intelligence is based on three basic
concepts. Machine learning, deep learning and neutral networks are the three
fundamental concepts (Wisetsri, et al., 2021).

Machine Learning

Many technologies can perform repetitive tasks, but they cannot think for themselves.
They are unable to think outside of the box. Machine learning, on the other hand, is a
subset of Al that aims to enable machines to learn a task without the need for pre-
existing code. In Marketing, machine learning is used to analyze large datasets, allowing
marketers to predict consumer trends and personalize communications more effectively.
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Deep Learning

Deep learning is a class of machine learning techniques that exploit many layers of non-
linear information processing for supervised or unsupervised feature extraction and
transformation, and for pattern analysis and classification (Rust 2015). Deep learning is
a new area of Machine Learning research, which has been introduced with the objective
of moving Machine Learning closer to one of its original goals. Deep Learning is about
learning multiple levels of representation and abstraction that help to make sense of
data such as images, sound, and text. In marketing, deep learning technology enables
real time analysis of data streams and make marketers segment customers in real time.

Big Data

Contemporary business ecosystems are centered around technology resource, data
resource and human resource. Accordingly, organization departments and processes
presently are generating huge volumes of data which is referred to as Big Data. As
business processes are growing wider and more complex and organizational-friendly
technology becoming ingrained into the mainstream operations (Hurwitz, Nugent, &
Halper, 2013) data collection tools are almost conquering every domain of industrial
concerns (Vishnoi & Bagga, 2019). In marketing, big data offers a snapshot of a
business, user base, as trends, preferences and marketers use this data insight to drive
marketing strategies and product decisions.

Artificial Neutral Networks

Artificial neutral networks are a technology based on studies of the brain and nervous
system. Many different types of ANN applications have been developed in the past
several years and are continuing to be developed. Industrial applications exist in the
financial, manufacturing, marketing, telecommunications, biomedical, and many other
domains.

AT’s Role in Marketing

According to Ma & Sun (2022) the application of AI in marketing touches on
personalized marketing, consumer behaviour analysis, the accessibility of doing
business and security.

Personalized Shopping Experiences:

Al is a pivotal component in transforming shopping experiences into personalized
journeys for each customer. The use of advanced algorithms and machine learning
solutions can curate highly personalized product recommendations by analyzing a user’s
browsing history, purchase patterns and even social media activities.

Consumer Behaviour Analysis

AT technologies excel at gathering an analyzing vast amount of consumer data providing
deep insights into consumer behaviour and preferences. Through AI, marketers can
track and interpret patterns in customer interactions, helping them understand factors
influencing consumer decisions, preferences and trends.

Content Personalization

Tools powered by artificial intelligence and machine learning enable marketers to
deliver personalized content to consumers based on their unique preferences and
behaviours. Besides, marketers can consolidate all the information in a single
dashboard. Based on their browsing history and purchase behaviour. E-commerce
websites also use Al to show users products they are more likely to be interested in
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based on their browsing history and purchase behaviour. Al can optimize email
content, subject lines, etc.

With technologies like Chatbots, it enhances customer engagement by providing real
time and personalized responses. Practical examples of Al in Marketing, for example
companies like Amazon and Netflix have already set benchmarks in using Al to drive
personalized marketing, offering tailored recommendations, and dynamically adjusting
pricing strategies. These examples highlight the potential for Al to revolutionize how
companies interact with consumers, making marketing more predictive and responsive.

Challenges and Ethical Considerations

While AI offers significant benefits in optimizing marketing strategies, it also raises
ethical concerns, particularly regarding data privacy and the potential for reinforcing
bias in algorithmic decision making. Marketers must navigate these challenges to
ensure that Al driven practices remain both effective and ethical. According to Deepika,
Hariha & Anka (2023) below are some of the challenges of Al in marketing.

Data Security and Privacy Concerns

The use of Al in marketing raises concerns about data security and privacy. Businesses
must ensure that customer data is protected and comply with data protection
regulations. In recent years, the use of artificial intelligence (AI) in marketing has
witnessed a rapid growth due to its potential to personalize and customize consumer
experiences. However, one of the biggest challenges facing marketers today is ensuring
data security and privacy while using AI. Personal data such as purchase history,
browsing behaviour and social media activity are often collected and analyzed to create
customer profiles that can be used for targeted advertising. However, if this data falls
into the wrong hands or is misused, it can result in serious privacy violations for
consumers. Therefore, marketers must ensure that their Al platforms comply with
regulatory laws around data protection and secure their systems against cyber threats
like hacking and identity theft. To build trust among consumers, companies must
prioritize.

High Cost of Implementation

The initial cost of implementing the technology can be high, and businesses need to
consider the return on investment before deciding. Implementing artificial intelligence
(AI) in marketing campaign has become increasingly popular among businesses looking
to gain a competitive edge. However, the high cost of implementation can be a
significant barrier to entry for smaller companies. Al technology requires substantial
investments in hardware, software, personnel training and maintenance costs.
Furthermore, the technology is constantly evolving requiring additional expenditure on
upgrading systems and upskilling staff members. In addition to these expenses,
companies must consider the potential risks associated with AI implementation
including data privacy breaches and ethical concerns related to bias algorithms or
automation replacing human jobs. Therefore, before deciding to implement Al
marketing tools it is essential for companies to carefully weigh the financial risks against
the expected benefits and conduct thorough research on trusted vendors and best
practices.

Lack of Skilled Personnel

The implementation of Artificial Intelligence in marketing requires skilled personnel
who can develop and manage the technology. The shortage of skilled personnel in this
area can be a challenge for businesses. The incorporation of artificial intelligence (AI) in

93



Nwankwo & Abude UNIZIK Journal of Marketing (UJofM), pp. 90-96

marketing has transformed the industry, bringing about unprecedented efficiency and
accuracy. However, the lack of skilled personnel to manage Al systems is a significant
challenge that marketers face. The integration of AI in marketing requires qualified
professionals with expertise in data analysis, programming and machine learning
algorithms. Companies must invest in training programs and certification courses for
their employees to acquire the necessary skill set. Additionally, there is fierce
competition for experts who are already experienced in these areas, making it difficult
for companies without established reputations or large budgets to attract skilled
personnel. To address this obstacle, companies can leverage partnerships between
academic institutions and technology vendors to train data scientists specifically for
marketing applications. Until then, companies must navigate the difficulties presented
by the current shortage of skilled personnel using Al in marketing cautiously.

Future of Al in Marketing

Strategic Implications

Practical implications: There are strong implications for all businesses, particularly
large businesses in competitive industries, where failure to deploy Al in the fate of fierce
competition from firms who has deployed Al to improve their decision making could be
dangerous. Artificial Intelligence can assist marketers in developing marketing
strategies and planning activities by assisting with segmentation, targeting and
positioning (STP). Aside from STP, Al can assist marketers in determining a company’s
strategic directions (Huang & Rust, 2017) (Wisetsri, et al.,). A marketing analytics tool
based on artificial intelligence can assess the suitability of product design to customer
needs and as a result, customer satisfaction (Dekimpe, 2020). Topic modeling enhances
the system’s ability to innovate and design service (Antons & Breidbach, 2018). AT will
become the tool for strategy development of all the four P’s in marketing.

Product

AT with its data analytics will be able to decide and strategize the type of product that
would be saleable in the market. Artificial Intelligence can customize offerings to meet
the needs of customers (Kumar et al., 2019). Al is used in synthesizing input from
customers, stimulating results of new product designs of formulations.

Price

Price modeling will completely depend on AI modeling. The economies of demand and
supply will be set aside, and the results of systematic survey and data analytics will be
the rule for price fixation. AI can reset prices to be tailored more easily to different
customers. It can reset price strategies based on results of different management
approaches.

Place/Distribution

For increased customer satisfaction, product access and availability are critical
components of the marketing mix. Product distribution is largely mechanical and
repetitive in nature, relying on networked relationships, logistics, inventory
management, warehousing, and transportation issues. Cabot’s for packaging, drones for
delivery, and IoT for order tracking and order refilling make artificial intelligence the
ideal solutions for place management (Huang & Rust, 2020). Al can optimize channels,
identifying missing channels, improve transactions times and streamline fulfilment.

Promotion

Due to global digital transformation, digital marketing and social media campaigns have
gained traction. Customers determine the content, location, and timing in today’s
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technological world. AI allows for message personalization and customization based on
the customer’s profile and preferences (Huang & Rust, 2020). Al can be used in
advertising in choosing/designing text, images and videos to suit market segments and
individuals in different channels and platforms.

Conclusion and Implications

Artificial Intelligence will soon become the marketing tool and change the landscape of
the markets. Consumers will prefer products and brands that are available on digital
platforms. The improved processes will ensure more convenience to the shoppers. Time
saving due to quicker preference selections will become the norm for decision making.
Value additions such as automatic payments, personalization of products and efficient
after sales services will be the factors responsible for success of a product. A new
dimension in consumer brand relationship will emerge, whereby post purchase
dissonance, testing of the product virtually and elimination of information processing by
the consumer will develop. Artificial intelligence is poised to become an integral
component of marketing strategies foreseeable future fundamentally altering the
dynamics of consumer engagement and business operations.

To fully harness the potential of AI in marketing, it is essential for both practitioners
and researchers to focus on the development of ethical frameworks, as well as
exploration of AI's long-term impacts on consumer behaviour and market dynamics.
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