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ABSTRACT 

The intersection of marketing and Artificial Intelligence (AI) has catalysed a 
paradigm shift in modern business strategies. The convergence of both disciplines is 
pivotal in contemporary business strategies. Artificial Intelligence (AI) potential 
being explored in digital marketing aids in proliferating information and data 
sources, improving software and data management capabilities, and designing 
intricate and advanced algorithms. Marketers can focus more on customers and 
meet their needs in real time using AI. AI is changing the way brands and users 
interact with one another. The application of this technology is highly dependent on 
the nature of the website and the type of business. AI is utilized to automate tasks 
such as lead generation, lead scoring, and customer retention. This study probes 
into the profound ramifications of AI on marketing dynamics, focusing on the 
central objective of exploring new avenues for creative and strategic marketing 
initiatives. By leveraging a comprehensive secondary data analysis, this research 
uncovers significant insights into how AI-driven automation is revolutionizing 
traditional marketing approaches. The findings underscore heightened operational 
efficiency, precise target audience engagement, and data-informed decision-making 
as key outcomes. The study concludes that integrating AI is imperative for 
businesses to maintain competitiveness and relevance. Furthermore, this research 
paves the way for future inquiries, such as the ethical considerations inherent in AI 
adoption and its long-term societal impacts. This study enriches the understanding 
of AI's synergy with marketing, reiterating the strategic significance of assimilating 
AI amidst the dynamic digital landscape's continual evolution. 
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INTRODUCTION 

Marketing has evolved significantly since its inception, from traditional advertising methods like 
print media and billboards to the digital age of websites, social media, and email marketing 
(Gkikas & Theodoridis, 2019; Abrokwah-Larbi & Awuku-Larbi, 2023). However, integrating AI 
into marketing strategies has resulted in the most substantial transformation with AI 
technologies encompassing machine learning natural language. In today's swiftly evolving 
business landscape, marketing's role has experienced a substantial transformation, primarily 
propelled by the rise of automation and artificial intelligence (AI) (Feng et al., 2021). The 
convergence of technology and marketing has heralded a new era, presenting vast prospects for 
businesses seeking to streamline operations, broaden their outreach, and engage in 
data-informed decision-making at an unprecedented level (Javaid et al., 2022). This opening 
explores the profound impact of AI on marketing and its ground-breaking influence on 
operations across a spectrum of industries (Loureiro et al., 2021). 

Automation stands as a cornerstone in reshaping marketing operations. It empowers businesses 
to streamline repetitive tasks, mitigate human error, and allocate resources more efficiently 
(Jabeen et al., 2021). Marketers can now automate tasks such as email marketing, social media 
posting, and customer segmentation and even implement chatbots for customer support 
(Arsenijevic & Jovic, 2019). Automation saves time and resources and ensures consistency and 
precision in marketing endeavours (Silva et al., 2023). 

Processing and data analytics have elevated marketing to a realm where personalized and highly 
efficient campaigns have become the standard. AI's remarkable capacity to swiftly analyze vast 
amounts of data has revolutionized how marketers comprehend and engage with their target 
audience (Yawised et al., 2022). AI-powered analytics offer businesses profound insights into 
customer behaviour, preferences, and trends (Chen et al., 2021). This data-driven approach 
empowers marketers to craft highly targeted campaigns, enhancing customer experience and 
amplifying ROI. 

Over time, marketing has changed significantly due to technological advancements and the 
emergence of artificial intelligence (AI), making it simple to utilize AI and automation for 
transforming operations (Chen et al., 2022; Peltier et al., 2023). Artificial intelligence (AI) 
technologies like machine learning, natural language processing, and predictive analytics 
integrated into marketing tactics assist organizations in making data-driven decisions, 
improving customer experiences, and streamlining operations. Through these technologies, 
marketers can better engage with consumers and increase conversion rates by analysing 
customer data, identifying patterns and trends, and tailoring marketing messages to specific 
consumers (Dwivedi et al., 2021).  

METHODOLOGY 

The study scrutinized previous research findings, emphasizing the coherence and disparities in 
AI applications within marketing operations. Additionally, it pinpointed emerging developments, 
recurring patterns, and evolving trends at the juncture of AI integration and marketing 
operations (Wamba-Taguimdje et al., 2020; Han et al., 2021; Peltier et al., 2023). All studies that 
meet the inclusion criteria were screened for relevance, further the selection was based on 
quality, and the strength of their evidence with the study. The incorporation of AI in marketing 
has received minimal attention. Additional investigation is required, as the frontier of AI 
application is expanding across numerous operational management domains, in light of the 
knowledge gained from using AI in the field of marketing and related fields (Stone et al., 2020). 

ARTIFICIAL INTELLIGENCE (AI) AND AUTOMATION TECHNOLOGIES 



Artificial Intelligence (AI) and automation technologies have significantly impacted marketing 
operations, revolutionizing various aspects of the industry (Puntoni et al., 2021; Guercini, 2023). 
The primary function remains data analysis, which makes it possible to conclude massive 
amounts of data. By using artificial intelligence (AI) to predict patterns and behaviours, 
predictive analytics enables marketers to foresee customer demands and proactively customise 
marketing strategy. AI-driven content curation and development meet the need for 
individualised, interesting content and help brands connect with their consumers more 
successfully. When sentiment analysis and social media listening are combined, artificial 
intelligence (AI) can be used to uncover priceless insights about consumer opinions, enabling 
businesses to adjust their approach. These aspects together demonstrate how AI and 
automation technologies can significantly improve marketing efficacy, which is why they are 
included in the selected research area. Below is more detailed explanation of above mentioned 
AI and automation technologies: 

1.​ Data analysis:  
Data Analysis in marketing has seen a significant transformation in the age of AI (Van 
Esch & Stewart Black, 2021). With the vast amount of data available, AL-Powered tools 
can efficiently process and analyse this information. This enables marketers to gain 
deeper insights into customer behaviour, preference and trends. AI algorithms can 
process vast amounts of data quickly and accurately, allowing marketers to gain valuable 
insights from customer behaviour, preferences, and trends (Flavián et al., 2022). With 
AI-powered analytics, marketers can extract actionable intelligence from data, identify 
patterns, and make data-driven decisions. 

2.​ Predictive analytics:  
Predictive Analysis can have anticipated customer needs, preferences and purchase 
behaviours. This insight allows for the creation of personalized marketing strategies to 
specific customer segments, enhancing customer engagement and increasing conversion 
rates (An et al., 2021). AI algorithms can analyse historical data and identify patterns to 
make accurate predictions about future outcomes (Zulaikha et al., 2020). Marketers can 
leverage predictive analytics to forecast customer behaviour, anticipate market trends, 
optimize pricing strategies, and identify opportunities for cross-selling or upselling 
(Ding & Goldfarb, 2023). 

3.​ Content creation and curation:  

Content Creation and Curation have become pivotal strategies in modern marketing, 
seamlessly interwoven with Artificial Intelligence (AI) capabilities (Abid et al., 2020). 
The Processes of automating content production and curation use AI technologies. 
Written content produced by Natural Language Generation (NLG) algorithms includes 
product descriptions, blog entries, and social media updates. AI algorithms can also 
curate and suggest relevant material to the user using information about a person's 
interests and browsing habits. AI has completely transformed this process by automating 
processes like creating text, graphics, and even films, speeding up production while 
retaining high quality (Davenport & Mittal, 2022). 

The process of content curation, on the other hand, requires sorting through a tonne of 
data to pick out and distribute the most valuable bits and positions businesses as 
knowledgeable authorities (Miralbell et al., 2013). AI supports this process by examining 
user preferences, data trends, and engagement metrics by creating personalized content 
recommendations that improve customer experiences.  

4.​ Marketing automation:  
Automation tools help streamline marketing workflows and improve efficiency 
(Neuhofer et al., 2021). Marketers can automate repetitive tasks, such as email 



marketing campaigns, social media scheduling, lead nurturing, and ad optimization. 
Automation frees up time for marketers to focus on strategic planning, creativity, and 
building customer relationships (Dholakia & Firat, 2019). Businesses are using artificial 
intelligence (AI) more and more to enhance operations and decision-making, create 
winning strategies, and change consumer behaviour. Companies use AI to create 
customer retention strategies (Singh et al., 2023) 

5.​ Social media listening and sentiment analysis:  

AI algorithms can monitor social media conversations and analyse sentiment around 
brands, products, or campaigns. The sentiment analysis method is utilized to extract 
crucial information from a vast amount of data. Analysing the emotions, perspectives, 
and attitudes expressed in the content is a key component of this process. Sentiment 
analysis tools utilize natural language processing (NLP) algorithms to identify the tone, 
context, and sentiment underlying each piece of user-generated content. This analysis 
reveals trends, public opinion, consumer feedback, market sentiments, and emerging 
issues within specific subjects or brands (Drus & Khalid, 2019). Marketers can gain 
valuable insights into customer opinions, trends, and competitor activities (Jatobá et al., 
2019). This information can guide marketing strategies and help businesses respond 
promptly to customer feedback (Rodríguez-Ibánez et al., 2023). 

INTEGRATING MARKETING IN AI WITH ESG 

Integrating marketing in AI with ESG (Environmental, Social, and Governance) principles 
involves aligning your marketing strategies with ethical, sustainable, and socially responsible 
practices. Here are some ways to relate marketing in AI with ESG: 

1. Transparent Communication: 

Emphasize transparency in your AI-powered marketing efforts. Clearly communicate how AI is 
used in your marketing processes, ensuring that customers understand the ethical 
considerations and data privacy measures in place. 

2. Data Privacy and Security: 

Prioritize data privacy and security in your AI-driven marketing campaigns. Ensure that 
customer data is handled responsibly, in compliance with regulations such as GDPR, and that 
robust security measures are in place to protect sensitive information. 

3. Inclusive Marketing: 

Use AI to create inclusive marketing campaigns that celebrate diversity and avoid perpetuating 
stereotypes. Implement algorithms that ensure fair representation in advertisements and 
promotional content. 

4. Reducing Environmental Impact: 

AI can optimize marketing processes and reduce environmental impact. Use AI to streamline 
supply chains, reduce energy consumption, and minimize waste in your marketing operations. 

5. Ethical AI Practices: 

Embed ethical considerations into your AI algorithms. Avoid biases and discriminatory practices, 
and regularly assess and address any unintended consequences that may arise from your 
AI-powered marketing initiatives. 

6. Supporting Social Causes: 



Align your marketing efforts with social causes and issues that reflect your commitment to ESG 
principles. This could include supporting charitable organizations, promoting sustainable 
practices, or addressing social challenges in your campaigns. 

7. Measuring Impact: 

Develop key performance indicators (KPIs) that assess the impact of your AI-driven marketing 
on ESG goals. Measure and report on the positive contributions you make to environmental 
sustainability, social responsibility, and good governance. 

8. Customer Education: 

Educate your customers about the ethical and sustainable practices integrated into your 
AI-powered marketing strategies. Building awareness can enhance customer trust and loyalty. 

9. Partnerships and Collaborations: 

Collaborate with partners who share similar ESG values. By working with like-minded 
organizations, you can amplify the impact of your collective efforts towards responsible and 
sustainable marketing practices. 

10. Adherence to Standards: 

Stay informed about industry standards and best practices related to AI and ESG. Adhering to 
recognized guidelines and certifications can demonstrate your commitment to responsible AI 
and ESG principles. 

The integration of AI with ESG is an ongoing process, and continuous improvement and 
adaptation to emerging ethical standards are essential. Regularly assessing and updating 
strategies should be ensured to align with evolving ESG expectations and requirements. 

DISCUSSION AND CONCLUSION 

Marketing in the age of AI involves leveraging artificial intelligence to enhance various aspects of 
marketing strategies (Huang & Rust, 2021). AI can analyse vast amounts of data, predict 
customer behaviour, personalize content, optimize ad targeting and automate processes. It helps 
businesses deliver more relevant and timely marketing messages, leading to better customer 
engagement and increased ROI. However, it's essential to ensure ethical use of AI and maintain 
transparency to build trust with customers. The most important revolution in operations 
through automation and AI is transforming how businesses manage their processes and 
workflows (Leszkiewicz et al., 2022). AI- powered automation can streamline repetitive tasks, 
increase efficiency real-time data analysis, predictive maintenance, and optimized resource 
allocation. As this technology continues to advance, businesses across various industries are 
experiencing significant improvements in their operations, making them more agile, 
cost-effective, and competitive. Producing content entails creating exciting and pertinent 
material that appeals to target audiences and communicates brand messages and values. Fusing 
content tactics with AI technologies offers a potent way to enthral audiences and spur 
meaningful brand interaction as marketing landscapes change. 

In conclusion, this study illuminates the transformative impact of Artificial Intelligence (AI) on 
modern marketing practices, emphasizing its pivotal role in shaping contemporary business 
strategies. By harnessing AI's potential, businesses can unlock many benefits, from expanding 
information resources to enhancing software capabilities and refining algorithms (Dumitriu & 
Popescu, 2020). AI enables marketers to engage with customers in real-time, revolutionizing 
brand-user interactions. Moreover, the application of AI is not one-size-fits-all, with its 
effectiveness contingent on the website's nature and business type. Further, expanding 



information resources, augmenting software capabilities, and refining algorithms culminate in a 
more robust and dynamic marketing approach. Incorporating AI-driven tools and techniques 
represents a powerful paradigm shift in the marketing panorama, empowering businesses to 
adapt to the rapidly evolving digital environment and thrive within it. As AI advances and 
evolves, its impact on marketing practices is poised to be even more profound, propelling 
businesses towards greater heights of success and competitiveness. 

Furthermore, AI's transformative potential lies in facilitating real-time engagement between 
marketers and customers, ushering in a new era of brand-user interactions. The personalized 
and timely interaction fosters stronger connections and deeper brand loyalty. However, it is 
essential to note that the effectiveness of AI implementation is not uniform across all websites 
and business types. Instead, it is contingent on the specific nature and objectives of the 
enterprise. 

This research underscores the tangible advantages of AI-driven automation, including 
heightened operational efficiency, precise audience engagement, and data-informed 
decision-making. As a result, integrating AI becomes imperative for businesses seeking to 
maintain competitiveness and relevance in a rapidly evolving landscape (Kitsios & Kamariotou, 
2021). Additionally, this study lays the foundation for future inquiries, particularly regarding the 
ethical considerations surrounding AI adoption and its broader societal implications. This 
research reaffirms the strategic importance of incorporating AI within the dynamic digital realm 
by enriching our understanding of the symbiotic relationship between AI and marketing. As 
businesses continue to navigate this evolving landscape, embracing AI emerges as a competitive 
edge and a fundamental component of forward-looking marketing strategies. 

REFERENCES: 

Abid, A., Harrigan, P., & Roy, S. K. (2020). Online Relationship Marketing Through Content Creation and 
Curation. Marketing Intelligence & Planning, 38(6), 699–712. 
https://doi.org/10.1108/MIP-04-2019-0219 

Abrokwah-Larbi, K., & Awuku-Larbi, Y. (2023). The Impact of Artificial Intelligence in Marketing on 
the Performance 0f Business Organizations: Evidence from SMEs in an Emerging Economy. 
Journal of Entrepreneurship in Emerging Economies, ahead-of-print (ahead-of-print). 
https://doi.org/10.1108/JEEE-07-2022-0207 

An, Y., An, J., & Cho, S. (2021). Artificial Intelligence-Based Predictions of Movie Audiences on Opening 
Saturday. International Journal of Forecasting, 37(1), 274–288. 
https://doi.org/10.1016/j.ijforecast.2020.05.005 

Arsenijevic, U., & Jovic, M. (2019). Artificial Intelligence Marketing: Chatbots. 2019 International 
Conference on Artificial Intelligence: Applications and Innovations (IC-AIAI), 19–193. 
https://doi.org/10.1109/IC-AIAI48757.2019.00010 

Chen, L., Jiang, M., Jia, F., & Liu, G. (2021). Artificial Intelligence Adoption in Business-To-Business 
Marketing: Toward a Conceptual Framework. Journal of Business & Industrial Marketing, 
37(5), 1025–1044. https://doi.org/10.1108/JBIM-09-2020-0448 

Chen, Y., Biswas, M. I., & Talukder, Md. S. (2022). The Role of Artificial Intelligence in Effective Business 
Operations during COVID-19. International Journal of Emerging Markets. 
https://doi.org/10.1108/IJOEM-11-2021-1666 

Davenport, T. H., & Mittal, N. (2022, November 14). How Generative AI is Changing Creative Work. 
Harvard Business Review. 
https://hbr.org/2022/11/how-generative-ai-is-changing-creative-work 

Dholakia, N., & Firat, A. F. (2019). Markets, Consumers and Society in the Age of Heteromation. 
European Journal of Marketing, 53(8), 1504–1520. 
https://doi.org/10.1108/EJM-11-2017-0916 

Ding, M. (Annie), & Goldfarb, A. (2023). The Economics of Artificial Intelligence: A Marketing 
Perspective. In K. Sudhir & O. Toubia (Eds.), Review of Marketing Research (pp. 13–76). 
Emerald Publishing Limited. https://doi.org/10.1108/S1548-643520230000020002 

https://doi.org/10.1108/MIP-04-2019-0219
https://doi.org/10.1016/j.ijforecast.2020.05.005
https://doi.org/10.1109/IC-AIAI48757.2019.00010
https://doi.org/10.1108/JBIM-09-2020-0448
https://hbr.org/2022/11/how-generative-ai-is-changing-creative-work
https://doi.org/10.1108/EJM-11-2017-0916


Drus, Z., & Khalid, H. (2019). Sentiment Analysis in Social Media and its Application: Systematic 
Literature Review. Procedia Computer Science, 161, 707–714. 
https://doi.org/10.1016/j.procs.2019.11.174 

Dumitriu, D., & Popescu, M. A.-M. (2020). Artificial Intelligence Solutions for Digital Marketing. 
Procedia Manufacturing, 46, 630–636. https://doi.org/10.1016/j.promfg.2020.03.090 

Dwivedi, Y. K., Ismagilova, E., Hughes, D. L., Carlson, J., Filieri, R., Jacobson, J., Jain, V., Karjaluoto, H., 
Kefi, H., Krishen, A. S., Kumar, V., Rahman, M. M., Raman, R., Rauschnabel, P. A., Rowley, J., Salo, 
J., Tran, G. A., & Wang, Y. (2021). Setting the Future of Digital and Social Media Marketing 
Research: Perspectives and Research Propositions. International Journal of Information 
Management, 59, 102168. https://doi.org/10.1016/j.ijinfomgt.2020.102168 

Feng, C. M., Park, A., Pitt, L., Kietzmann, J., & Northey, G. (2021). Artificial intelligence in marketing: A 
Bibliographic Perspective. Australasian Marketing Journal, 29(3), 252–263. 
https://doi.org/10.1016/j.ausmj.2020.07.006 

Flavián, C., Pérez-Rueda, A., Belanche, D., & Casaló, L. V. (2022). Intention to Use Analytical Artificial 
Intelligence (Ai) In Services – The Effect of Technology Readiness and Awareness. Journal of 
Service Management, 33(2), 293–320. https://doi.org/10.1108/JOSM-10-2020-0378 

Gkikas, D. C., & Theodoridis, P. K. (2019). Artificial Intelligence (Ai) Impact on Digital Marketing 
Research. In A. Kavoura, E. Kefallonitis, & A. Giovanis (Eds.), Strategic Innovative Marketing 
and Tourism (pp. 1251–1259). Springer International Publishing. 
https://doi.org/10.1007/978-3-030-12453-3_143 

Guercini, S. (2023). Marketing Automation and the Scope of Marketers’ Heuristics. Management 
Decision, 61(13), 295–320. https://doi.org/10.1108/MD-07-2022-0909 

Han, R., Lam, H. K. S., Zhan, Y., Wang, Y., Dwivedi, Y. K., & Tan, K. H. (2021). Artificial Intelligence in 
Business-To-Business Marketing: A Bibliometric Analysis of Current Research Status, 
Development and Future Directions. Industrial Management & Data Systems, 121(12), 
2467–2497. https://doi.org/10.1108/IMDS-05-2021-0300 

Huang, M.-H., & Rust, R. T. (2021). A Strategic Framework for Artificial Intelligence in Marketing. 
Journal of the Academy of Marketing Science, 49(1), 30–50. 
https://doi.org/10.1007/s11747-020-00749-9 

Jabeen, F., Al Zaidi, S., & Al Dhaheri, M. H. (2021). Automation and Artificial Intelligence in Hospitality 
and Tourism. Tourism Review, 77(4), 1043–1061. 
https://doi.org/10.1108/TR-09-2019-0360 

Jatobá, M., Santos, J., Gutierriz, I., Moscon, D., Fernandes, P. O., & Teixeira, J. P. (2019). Evolution of 
Artificial Intelligence Research in Human Resources. Procedia Computer Science, 164, 
137–142. https://doi.org/10.1016/j.procs.2019.12.165 

Javaid, M., Haleem, A., Singh, R. P., & Suman, R. (2022). Artificial Intelligence Applications for Industry 
4. 0: A Literature-Based Study. Journal of Industrial Integration and Management, 07(01), 
83–111. https://doi.org/10.1142/S2424862221300040 

Kitsios, F., & Kamariotou, M. (2021). Artificial Intelligence and Business Strategy towards Digital 
Transformation: A Research Agenda. Sustainability, 13(4), 2025. 
https://doi.org/10.3390/su13042025 

Leszkiewicz, A., Hormann, T., & Krafft, M. (2022). Smart Business and the Social Value of AI. In T. 
Bondarouk & M. R. Olivas-Luján (Eds.), Advanced Series in Management (pp. 19–34). Emerald 
Publishing Limited. https://doi.org/10.1108/S1877-636120220000028004 

Loureiro, S. M. C., Guerreiro, J., & Tussyadiah, I. (2021). Artificial Intelligence in Business: State Of The 
Art and Future Research Agenda. Journal of Business Research, 129, 911–926. 
https://doi.org/10.1016/j.jbusres.2020.11.001 

Miralbell, O., Alzua-Sorzabal, A., & Gerrikagoitia, J. K. (2013). Content Curation and Narrative Tourism 
Marketing. In Z. Xiang & I. Tussyadiah (Eds.), Information and Communication Technologies 
in Tourism 2014 (pp. 187–199). Springer International Publishing. 
https://doi.org/10.1007/978-3-319-03973-2_14 

Neuhofer, B., Magnus, B., & Celuch, K. (2021). The Impact of Artificial Intelligence on Event 
Experiences: A Scenario Technique Approach. Electronic Markets, 31(3), 601–617. 
https://doi.org/10.1007/s12525-020-00433-4 

Peltier, J. W., Dahl, A. J., & Schibrowsky, J. A. (2023). Artificial Intelligence in Interactive Marketing: A 
Conceptual Framework and Research Agenda. Journal of Research in Interactive Marketing. 
https://doi.org/10.1108/JRIM-01-2023-0030 

https://doi.org/10.1016/j.promfg.2020.03.090
https://doi.org/10.1016/j.ijinfomgt.2020.102168
https://doi.org/10.1016/j.ausmj.2020.07.006
https://doi.org/10.1108/JOSM-10-2020-0378
https://doi.org/10.1007/978-3-030-12453-3_143
https://doi.org/10.1007/s11747-020-00749-9
https://doi.org/10.1108/TR-09-2019-0360
https://doi.org/10.1016/j.procs.2019.12.165
https://doi.org/10.3390/su13042025
https://doi.org/10.1016/j.jbusres.2020.11.001
https://doi.org/10.1007/978-3-319-03973-2_14
https://doi.org/10.1007/s12525-020-00433-4


Puntoni, S., Reczek, R. W., Giesler, M., & Botti, S. (2021). Consumers and Artificial Intelligence: An 
Experiential Perspective. Journal of Marketing, 85(1), 131–151. 
https://doi.org/10.1177/0022242920953847 

Rodríguez-Ibánez, M., Casánez-Ventura, A., Castejón-Mateos, F., & Cuenca-Jiménez, P.-M. (2023). A 
Review on Sentiment Analysis from Social Media Platforms. Expert Systems with 
Applications, 223, 119862. https://doi.org/10.1016/j.eswa.2023.119862 

Silva, S. C., Corbo, L., Vlačić, B., & Fernandes, M. (2023). Marketing Accountability and Marketing 
Automation: Evidence from Portugal. EuroMed Journal of Business, 18(1), 145–164. 
https://doi.org/10.1108/EMJB-11-2020-0117 

Singh, C., Dash, M. K., Sahu, R., & Kumar, A. (2023). Artificial Intelligence in Customer Retention: A 
Bibliometric Analysis and Future Research Framework. Kybernetes. 
https://doi.org/10.1108/K-02-2023-0245 

Stone, M., Aravopoulou, E., Ekinci, Y., Evans, G., Hobbs, M., Labib, A., Laughlin, P., Machtynger, J., & 
Machtynger, L. (2020). Artificial Intelligence (AI) in Strategic Marketing Decision-Making: A 
Research Agenda. The Bottom Line, 33(2), 183–200. 
https://doi.org/10.1108/BL-03-2020-0022 

Van Esch, P., & Stewart Black, J. (2021). Artificial intelligence (Ai): Revolutionizing Digital Marketing. 
Australasian Marketing Journal, 29(3), 199–203. 
https://doi.org/10.1177/18393349211037684 

Wamba-Taguimdje, S.-L., Fosso Wamba, S., Kala Kamdjoug, J. R., & Tchatchouang Wanko, C. E. (2020). 
Influence of Artificial Intelligence (AI) on Firm Performance: The Business Value of AI-Based 
Transformation Projects. Business Process Management Journal, 26(7), 1893–1924. 
https://doi.org/10.1108/BPMJ-10-2019-0411 

Yawised, K., Apasrawirote, D., Chatrangsan, M., & Muneesawang, P. (2022). Turning Digital Technology 
to Immersive Marketing Strategy: A Strategic Perspective on Flexibility, Agility and 
Adaptability for Businesses. Journal of Entrepreneurship in Emerging Economies, 
ahead-of-print (ahead-of-print). https://doi.org/10.1108/JEEE-06-2022-0169 

Zulaikha, S., Mohamed, H., Kurniawati, M., Rusgianto, S., & Rusmita, S. A. (2020). Customer Predictive 
Analytics Using Artificial Intelligence. The Singapore Economic Review, 1–12. 
https://doi.org/10.1142/S0217590820480021 

 

 

https://doi.org/10.1177/0022242920953847
https://doi.org/10.1016/j.eswa.2023.119862
https://doi.org/10.1108/K-02-2023-0245
https://doi.org/10.1108/BL-03-2020-0022
https://doi.org/10.1177/18393349211037684
https://doi.org/10.1108/JEEE-06-2022-0169
https://doi.org/10.1142/S0217590820480021

