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 ABSTRACT 

The aim of this study is to explain the roles of the artificial intelligence on 
the marketing strategies. The method used is systematic secondary data 
search and meta analysis. The findings of the research are as follows: First, 
The pervasive integration of ai across marketing functions. Second,  The 
rise of hyper-personalization powered by AI. Third,  AI-driven automation 
for enhanced efficiency and productivity. Fourth, The Evolution of AI in 
content creation and curation. Fifth, Navigating the ethical considerations 
and future of AI in marketing. Sixth, The most impactful AI applications for 
digital advertisers at present. Seventh, How small businesses leverage AI in 
their marketing efforts. Eighth, some common misconceptions about AI in 
marketing. Ninth, Marketers can upskill to work effectively with AI tools. 
Tenth, The key metrics for measuring the success of AI-powered marketing 
initiatives. Eleventh, How to Create an AI Digital Marketing Strategy in 7 
Steps. Twelveth, Artificial Intelligence Technologies for Marketing. 

  

INTRODUCTION 

Artificial intelligence is very popular in the marketing areas. Those who work as the digital 

marketers, this technology is no longer a trend only, but it is a necessity.   It is needed from the 

strategy planning to execution used as means of optimization and tracking. Accordingly,  the 

influence of the artificial intelligence is undeniable. This also means marketers need to lean into the 

technology in order to remain competitive in the market-place. 

As a matter of fact, the marketers do not need to do everything all at once. They can simply do  in on 

some key trends to level up your marketing efforts. The marketers use AI in marketing by automating 

tasks, personalizing customer experiences, predicting trends, and optimizing campaigns through 

data analysis, leading to better targeting, content creation, and return on investment. The main 

applications in marketing activities can include AI chatbots for support, predictive analytics for 

forecasting, programmatic advertising for ad buying, and generative AI for creating content, while 

integrating these with human oversight for strategic success. Moreover, AI driven chatbots redefine 

mailto:wentri@iwu.ac.id*
https://www.google.com/search?sca_esv=b5f95f7d9e172e18&q=predictive+analytics&sa=X&ved=2ahUKEwiDnNW0r9eRAxX7nGMGHVj8DVsQxccNegQIKBAB&mstk=AUtExfD5akIYqRYYf6EbGtFRM32-qIvcBalcZna7Q1tyBAD54txKS_taJ5gsN22bmnW1bZywUaAqS3hcmyv8LPivaRc_be4AmWs1KtzRskVhh6gLt4vjeBNKtG-Kaq1blaOgFmo&csui=3
https://www.google.com/search?sca_esv=b5f95f7d9e172e18&q=programmatic+advertising&sa=X&ved=2ahUKEwiDnNW0r9eRAxX7nGMGHVj8DVsQxccNegQIKBAC&mstk=AUtExfD5akIYqRYYf6EbGtFRM32-qIvcBalcZna7Q1tyBAD54txKS_taJ5gsN22bmnW1bZywUaAqS3hcmyv8LPivaRc_be4AmWs1KtzRskVhh6gLt4vjeBNKtG-Kaq1blaOgFmo&csui=3
https://www.google.com/search?sca_esv=b5f95f7d9e172e18&q=generative+AI&sa=X&ved=2ahUKEwiDnNW0r9eRAxX7nGMGHVj8DVsQxccNegQIKBAD&mstk=AUtExfD5akIYqRYYf6EbGtFRM32-qIvcBalcZna7Q1tyBAD54txKS_taJ5gsN22bmnW1bZywUaAqS3hcmyv8LPivaRc_be4AmWs1KtzRskVhh6gLt4vjeBNKtG-Kaq1blaOgFmo&csui=3
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customer service, providing 24 hours /7 days personalized support and actively contributing to 

marketing strategies (Hafize N.D.S, 2024).  

The integration of marketing functions has emerged as an important strategy for the business 

organizations aimed at navigating the complexities of modern markets. Thus, the integrated 

marketing functions refer to the strategic coordination and harmonization of various marketing 

activities and channels within business organizations (Urooj Ahmed, 2025). Based on those above 

background the author has conducted a research entitled ”Artificial Intelligence  Based Marketing 

Strategies During the Digital Era” 

 

LITERATURE REVIEW 

Artificial intelligence (AI) 

Currently, the Artificial intelligence   has revolutionized the way today's businesses compete and 

operate. Companies are redefining how they create, capture, and share value—achieving impressive 

growth as a result. What does Artificial Intelligence mean? In the widest definition, Artificial 

Intelligence is equalized with algorithms (Haroon Sheikh, et.al, 2023) and it “is also the study of how 

to make computers do various things which, at the moment, people can do better”  as well as “a way 

to make the computers can think and act intelligently (Joshi,P., 2017).”. Further definition saying that 

the Artificial intelligence “is a set of technologies enabling computers to perform various advanced 

functions, including the ability to see, understand and translate spoken and written language, analyze 

data, make recommendations, and more” (Google Cloud). The next definition explaining artificial 

intelligence is intelligence exhibited by machines, particularly computer systems (Wikipedia).  

Meanwhile Kaplan & Haenlein, (2019) defined AI as “a system’s ability to correctly interpret external 

data, to learn from such data, and to use thoselearnings to achieve specific goals and tasks through 

flexible adaptation” 

Marketing Strategy 

A marketing strategy is a comprehensive plan covering the four Ps of marketing: product, price, place, 

and promotion, and whose goal is to reach potential customers. Moreover, the marketing strategy 

can sway consumers to buy a particular products or services. It may include multiple marketing ideas 

for each of the business’ sectors or product lines. Thus, the marketing strategy contains the 

company’s value proposition, key brand messaging, and data on target customer demographics 

A clear marketing strategy should revolve around the company’s value proposition. This 

communicates to consumers what the company stands for, how it operates, and why it deserves the 

customers' business. A well-constructed value proposition provides marketing teams with a 

template that should inform their initiatives across all of the company’s products and services. 

The ultimate goal of a marketing strategy is to obtain and communicate the sustainable competitive 

advantage over rival companies. In order to do that, a business must understand the needs and wants 

of its customers.  

https://www.investopedia.com/terms/v/valueproposition.asp
https://www.investopedia.com/terms/c/competitive_advantage.asp
https://www.investopedia.com/terms/c/competitive_advantage.asp
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The marketing strategy is outlined in the marketing plan. This is a plan that details the specific types 

of marketing activities where the company will conduct in a given timeframe. This document  

contains important information,  such as what the current and near-future marketing initiatives will 

be, how they will be conducted, what their goals are, and the timetables for enacting them. A company 

may have separate marketing initiatives for each of its products or services; it may also have multiple 

marketing initiatives for the same product or service that are implemented at different times or on 

different platforms. 

Marketing strategies inform a business's marketing across many verticals and over a longer period. 

These strategies should ideally have longer life spans than individual marketing plans because they 

contain value propositions and other key elements of a company’s brand, which generally hold 

constant over the long haul. 

Creating a thoughtful and effective marketing strategy requires several steps as follows: 

First, Identify Goals: While sales are the ultimate goal for every company, a marketing strategy can 

also include short-term goals such as: a) Establishing authority; b) Increasing customer engagement; 

c) Generating leads. 

These smaller goals offer measurable benchmarks for the progress of the marketing plan. Think of 

strategy as the high-level ideology and planning as how the company accomplish its goals. 

Second, Create a Customer Profile: Every product or service has an ideal customer, and should have 

a profile outlining what about it. It can include: 

• Who they are 

• What they are most interested in 

• What problems they want to solve 

• What is holding them back from solving those problems 

• What solutions your competitors offer them 

• What types of media are ideal for reaching them 

If the company sell power tools, for example, then choose the marketing channels where general 

contractors may see the sent messaging. This could be television advertisment, or it might be social 

media accounts focused on home renovation and do it yourself. 

Third, Develop a Message 

The next step is the time to create the message. For example,  clients have a problem that needs to be 

solved and something that is standing in the way of that solution. The company’s marketing message 

needs to communicate how the product or service will solve their problem and improve their lives. 

This is also when the company differentiates the solution from the one provided by your competitors 

and show how it is the best option for the customers. 

Fourth, Define Your Budget 

https://www.investopedia.com/terms/m/marketing-plan.asp
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How the company disperse the messaging may depend on how much they can afford, such as the 

company purchases advertising;  work with thought leaders or influencers;  hope for a viral moment 

on social media organically; and  send out press releases to the media to try to gain coverage 

Fourth, Selection of the Channels 

Even the best message will not work unless it is communicated through the appropriate medium. 

Selecting the best channel for the marketing efforts will depend on who the customers are, who they 

trust, what types of media they consume, and what budget the company have to work with. Some 

companies may find the most value in creating blog posts for their website. Others may find success 

with paid ads on social media channels. Find the most appropriate venue for your content. 

Fifth, Track Measurable Benchmarks 

To target the company’s marketing, it is needed to know whether it is reaching its audience. 

Determine the metrics and how the company will judge the success of the marketing efforts. Make 

sure these are clearly defined and measurable. For example, the company may decide to track: a) 

New leads; b) Customer signups; c) Revenue; d) Sales of an individual product; e) Social media 

followers; f) Customer retention; g) New accounts opened 

Which metrics the company track will depend on the goals of the marketing campaign and the type 

of business the company are running. 

 

METHOD 

In this study the author uses the following methods: First,  systematic secondary data collection 

method relating with the roles of the artificial intelligence used in the marketing activities. Second, 

literature review used to make further explanations of the role of the artificial intelligence in 

marketing areas. Third,  a technique of meta-analysis, namely  a numeric analytical type from which  

the author can review, integrate, and analyze the findings of the previous related research findings. 

  

RESEARCH RESULT AND DISCUSSION  

Research Result 

Artificial intelligence based marketing strategies  are as follows: 

First, The Pervasive Integration of AI Across Marketing Functions 

Digital marketers are increasingly embracing machine intelligence, embedding it in a wide range of 

business functions. That includes content creation, customer analytics, and campaign optimization. 

To remain competitive, marketers are restructuring their workflows to prioritize Artificial 

Intelligence, and the number of organizations deploying the technique in one or more business 

functions is on the rise, reaching as much as 78% in 2024. 

As a result, teams are evolving to accommodate the new technology. Manual, time-consuming 
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processes like creating social media posts and analyzing data can be handled by machines, freeing up 

humans to focus on strategic insight and creative oversight 

Here are a few statistics showing how AI is infiltrating almost every area of marketing: 

• 98% of marketers use AI in some capacity, and 29% have incorporated it into their daily 

workflows. 

• 61.4 % of marketers leverage AI tools in their campaigns. 

• 78% of businesses used AI in at least one business function in the third quarter of 2024, an 

increase of 6% since early 2024 and 23% since 2023. 

• Use of generative AI is also on the rise. In the last half of 2024, 

• 71% of businesses used generative AI in at least one business function, compared to only 

65% in the first half of the year. 

• In 2024, marketing was one of the top areas where AI boosted revenue, behind only strategy 

and corporate finance, and supply chain and inventory management. 

With so many tools now available, marketers can streamline everything from targeting to creative 

execution. Predictive analytics can optimize bidding in real time, while generative  

solutions can tackle ideation and design. To foster a culture of AI adoption, marketing teams should 

include training as they introduce new tools. It is also important to ensure employees understand 

that AI will enhance, not replace, their value as part of the team. 

Second,  The Rise of Hyper-Personalization Powered by AI 

Personalization is the name of the marketing game in 2025. Customers expect content to be tailored 

to their interests, and businesses are rising to the challenge. AI-powered tools are making it easier 

than ever to personalize content, since businesses can gather behavioral and contextual data, which 

AI algorithms then use to tailor messages based on real-time signals like: a) Browsing behavior; b) 

Device type; c) Geolocation and ) Time of day. 

Moreover, predictive analytics allow the marketers to deliver content before customers even know 

it interests them. Businesses like Netflix and Amazon are also using AI-driven ecommendation 

engines that suggest content or products a customer is likely to enjoy. 

These statistics highlight the growing shift toward hyper-personalization: 

• 24% of consumers want brands to better understand their needs. 

• 73% of business leaders agree that AI will redefine personalization strategies. 

• 92% of businesses now use AI-driven personalization. 

• Personalized calls to action (CTAs) outperform generic CTAs by 202% 

• 24%  of consumers express concerns about personalization. 

• Nearly half of businesses implementing AI are concerned about consumer privacy or ethics. 
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With the increased use of data comes privacy considerations. Some consumers find ultra-targeted 

messaging intrusive, particularly if they feel that ads are manipulative. They may also wonder how 

all that collected data is being used. Brands need to prioritize transparency and user control if they 

want customers to see them as trustworthy. 

This can include: a) Clear opt-in mechanisms; b) Accessible privacy settings; and c) Easy-to-

understand AI practices. Ethical personalization means not only understanding consumer privacy 

concerns but addressing them in the terms of service. It is important to respect boundaries and avoid 

harmful biases when using the data the company collects through its website visitors and ad leads. 

The goal is to ensure the company is offering a top-notch user experience without compromising 

privacy. 

Third,  AI-Driven Automation for Enhanced Efficiency and Productivity 

One of the biggest benefits of automation for marketers is that it tackles mundane, time-consuming 

tasks, freeing up marketers to focus on strategy and creativity. Nevertheless, that is not the only 

benefit of AI-driven automation. Here are a few statistics showing how marketers are using and 

benefiting from it: 

• 92% of marketers say marketing automation is key to remaining competitive. 

• 96% of marketers have used automation platforms in some part of their business. 

• Of marketers who use automation platforms, 80% they have seen an increase in leads. 

• 47% of marketers say automation has cut costs on paid ads. 

• Half of marketers use automation every day, while another 33.2% use it sometimes. Only 

16.8% use it intermittently. 

• Marketers who currently employ marketing automation every day are significantly more 

likely to keep using it. 

• AI’s benefits go beyond tackling repetitive tasks, too. In 2025, brands are automating 

customer service: Using chatbots and virtual assistants, businesses can easily handle initial 

inquiries, answering questions that previously would have taken hours a day of a team 

member’s time. That allows employees to deal with more complex questions and problems. 

• AI-powered automation can also improve return on investment  for the marketing efforts. 

Algorithms can now automatically adjust its bids, recalibrate ad spend, and shift placements 

in real time to optimize the company efforts for each customer. 

• Marketers also now rely heavily on AI for email marketing. AI-powered software can auto-

generate subject lines, tailor delivery times, and trigger follow-ups based on customer 

behaviors. Once campaigns are launched, marketers now turn to AI-supported reporting that 

can easily pinpoint anomalies and surface opportunities almost as soon as a campaign has 

launched. 

Fourth, The Evolution of AI in Content Creation and Curation 
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When it comes to content creation, blog posts and ad copy tend to be front and center in discussions. 

But, AI can also create images, videos, podcasts, and more. Statistics support AI adoption across a 

variety of content creation functions: 

• 56% of Americans regularly interact with AI. 

• Among marketers, basic content creation and copywriting are the top use of generative AI, at 

76%, followed by creative inspiration (71%), analyzing market data (63%), and generating 

images (62%). 

• AI-driven metadata boosted video views by  7.1% in a large-scale study. 

• About 20.5% of people worldwide now use voice search, driving marketers to adjust their 

SEO strategies. 

• AI-powered content creation is projected to grow at an annual rate of 22.8% from 2023 to 

2030. 

• Where AI really excels is in kickstarting the content creation process. AI can draft blog 

outlines and ad copy variations, or even provide weeks’ worth of social media posts in just a 

few minutes. For content curators, AI can dig through decades of videos and articles, then 

suggest items to repost to engage customers. 

• AI’s role in voice search is expanding as well. As consumers increasingly search the internet 

using voice assistants, marketers are gathering information on common voice queries and 

tailoring their content to match typical phrasing. AI can even recommend keywords and 

automatically make metadata adjustments. 

• Unfortunately, though, AI is not flawless. As many marketers have learned, the technology 

struggles to remain consistent over time, which can be a problem if the company trying to 

stick to a particular brand voice. The technology can also output false information, making it 

essential to have a human review every piece of content before it goes live 

Fifth, Navigating the Ethical Considerations and Future of AI in Marketing 

In the final months of 2025, some trends are emerging that can directly impact marketers’ campaigns. 

Those include an increase in hyper-personalization, AI-driven visual search, and AI’s assistance in 

tracking down relevant influencers. As marketers fully embrace AI, though, various ethical concerns 

have emerged. Here are a few of the top considerations for today’s marketers: 

• Bias in algorithms: AI was trained on years of data, including books, websites, and photos. As 

a result, the technology regularly exhibits social, racial, and gender biases in the information 

it outputs. 

• Data privacy and consent: When gathering user data, it is important to respect privacy laws,  

• Misinformation: Generative AI can be prone to something called hallucinations, which has it 

confidently outputting information that either does not make sense or is factually inaccurate. 

• Intellectual property concerns: Copyrighted material was used to train AI. This brings ethical 

https://www.ibm.com/think/topics/ai-hallucinations
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concerns about its use as marketers navigate the complexities of copyright law and fair use. 

• Deepfakes and synthetic media: AI-generated photos, videos, and audio have been used for 

fraud, causing trust issues for consumers. 

• Environmental impact: Generative AI consumes water and energy, leading to ethical 

concerns about its environmental impact 

On top of ethical concerns, marketers need to navigate regulations relating to the use of generative 

AI.  

Organizations now report they are actively mitigating generative AI-related risks, with inaccuracy, 

cybersecurity, and intellectual property infringement being the top issues. 

• 43% of businesses are concerned about inaccuracies or biases in AI-generated content. 

• 72% of organizations and leaders surveyed worry about bias in generative AI, but only 5% 

feel confident in their own abilities to spot that bias. 

• 71% of workers say their organizations are not doing enough to combat AI bias. 

• Only 47% of organizations worldwide test for bias in data, models, and human use of 

algorithms. 

• 47% of organizations say they have seen negative consequences from using generative AI, an 

increase of 3% since early 2024 

Sixth, The most impactful AI applications for digital advertisers at present 

In 2025, digital advertisers are seeing AI’s impact in four key areas: a) Predictive audience targeting; 

b) Real-time bid optimization; c) Dynamic content personalization; d) Automated performance 

reporting. 

Advertisers who use predictive AI to anticipate user intent are outperforming traditional advertisers 

who still rely on targeting users by demographics. Meanwhile, marketers are using AI to test dozens 

of ad variations in seconds, allowing them to identify the ads most likely to get return on investment. 

Seventh, How small businesses leverage AI in their marketing efforts 

Small businesses can benefit from AI as much as enterprise-level brands. Chatbots and virtual 

assistants can be great entry points, helping automate efforts in small ways before expanding to more 

intensive applications. Small business marketers can also use AI to repurpose content across multiple 

platforms, personalize email campaigns, and target ads based on intent signals rather than location 

or interests. Look for affordable tools that provide drag-and-drop interfaces and guided workflows 

to minimize the learning curve. 

Eighth, some common misconceptions about AI in marketing 

One of the biggest misconceptions about AI is that it will put marketers out of work. Over the years, 

automation has proven to serve as more of an assistant, taking care of time-consuming, mundane 

tasks and shifting professionals to higher-level responsibilities. 

https://news.mit.edu/2025/explained-generative-ai-environmental-impact-0117
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Another misconception is that AI is infallible and impartial. In truth, AI was trained on human-created 

data, which means it requires human oversight to ensure its output is both accurate and fair.  Lastly, 

some assume they can simply set up an automation and leave it, letting AI do all the work. 

Unfortunately, the technology needs ongoing oversight and evaluation to ensure it is functioning 

properly 

Ninth, Marketers can upskill to work effectively with AI tools 

To surpass in this new, AI-driven environment, marketers should focus on building foundational 

knowledge in data literacy, analytics, and prompt engineering. As AI begins to play a larger role in 

content creation, marketers can upskill by learning to evaluate its output for tone, quality, and bias 

— all skills that will become increasingly important. To further solidify their value, marketers are 

seeking certifications in popular AI platforms and attending workshops 

Tenth, The key metrics for measuring the success of AI-powered marketing initiatives  

As with any marketing effort, it is vital to measure your efforts. For AI-powered initiatives, here are 

a few metrics to track: 

• Return on Investment improvement: Are your efforts bringing an increase in revenue 

without upping the company spend? 

• Acquisition cost reduction: Has AI helped the company brings in new customers with reduced 

effort and cost? 

• Click-through-rate uplift: Are more customers clicking on the company advertisment and 

calls to action? 

• Conversions: How many clicks turn into actual sales? 

• Time savings: Has AI saved time for the company or the marketing team? 

• Compliance rates: When conducting compliance audits, is the company AI output fair, 

unbiased, and compliant with any emerging regulations 

Eleventh, How to Create an AI Digital Marketing Strategy in 7 Steps 

1. Define Clear Objectives 

Begin by identifying what the company expects to achieve — boosting conversions, improving 

lead quality, or personalizing user experiences. Clear, measurable goals will help guide your AI 

strategy and shape subsequent steps. Artificial Intelligence significantly streamlines marketing 

operations, fosters highly personalized marketing strategies, and enhances the accuracy of 

forecasting the market trends and consumer behavior (Maciej P, et.al., 2024) 

2. Audit Your Data 

AI thrives on quality data, so audit your existing sources — website analytics, Customer 

Relationship Management systems, social media metrics, and more — to ensure it is 

comprehensive, accurate, and reflective of the company’s audience behaviors. 
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3. Select the Right AI Tools 

From predictive analytics to chatbots and recommendation engines, new AI solutions seem to pop 

up every day. Research and choose tools suited to the company’s objectives, budget, and technical 

capabilities.  

4. Segment the Company’s Audience 

Use AI-driven insights to group customers by common traits or behaviors.  

This segmentation helps the company crafts campaigns and messages that feel tailor-made, 

thereby boosting engagement. 

5. Automate Where Possible 

Marketing automation platforms with AI features can handle tasks like email sequencing, content 

distribution, and real-time bidding on advertisements. Automation not only saves time but also 

ensures consistency. 

6. Personalize Content and Experiences 

Leverage AI algorithms to recommend products, articles, or services based on each user’s history. 

Personalization can significantly improve click-through rates and customer satisfaction. 

7. Test, Analyze, and Optimize 

Finally, monitor your AI-driven campaigns closely. Track performance indicators — like open 

rates, conversions, and revenue — and use the data to refine the company’s approach. AI tools can 

automatically identify trends and suggest optimizations, helping the company continuously 

improves 

Twelveth, Artificial Intelligence Technologies for Marketing 

Artificial intelligence is a blanket term that includes many technologies that are not actually AI at all. 

Artificial intelligence in its purest form is, at present, strictly in the realm of science fiction: A true AI 

entity would have a brain indistinguishable from a human brain, and think even in the absence of 

someone inputting data.  

The AI-based tools your marketing department uses should include the following: 

• Content creation tools: These tools use AI to generate content like blog posts, social media 

updates, and video content. They can suggest article, blog post, and video topics, while AI 

copywriting tools can create drafts and even optimize that content for search engines. 

• Customer segmentation tools: These enable marketers to divide audiences into distinct 

groups based on shared characteristics. AI-powered customer segmentation is more accurate 

and dynamic than manual segmentation, saving you effort and time while delivering a better 

result. 

• Predictive analytics tools: Tools in this category use data, statistical algorithms, and machine 

learning techniques to identify the likelihood of future outcomes. Marketers can employ 

https://www.taboola.com/marketing-hub/best-ai-marketing-tools/
https://www.taboola.com/marketing-hub/audience-segments/
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predictive analytics to forecast customer behavior, sales trends, marketing campaign 

outcomes, and more. 

• Chatbots and virtual assistants: AI chatbots engage with customers in real time, answering 

queries and providing support. They can even learn from those interactions to deliver 

increasingly personalized and efficient experiences over time 

Discussion 

Based on the research findings, the artificial intelligence based marketing strategies  are as follows:  

First, The pervasive integration of AI across marketing functions.   The Artificial Intelligence  

synchronises, reshapes, and restructures their resources to gain the business objectives and increase 

the customer engagement in marketing srategy.  Accordingly, AI facilitates marketing strategies by 

delivering personalised experiences to both local and international customers (S Gupta, et.al, 2025) 

Second,  The rise of hyper-personalization powered by AI. Currently, hyper-personalization has 

appeared to reshape the way brands engage with their consumers.digital marketing driven by the 

integration of predictive models of Artificial Intelligence. Hyper-personalization transcends 

conventional marketing segmentation to dissect vast datasets, unveiling insights that enable brands 

to curate customer experiences that predicts consumer behavior and preferences, enabling brands 

to anticipate needs and desires before customers even articulate them by delivering content, 

recommendations, and offers that resonate deeply with individual consumer and , brands loyalty (B 

Singh & C Kaunert, 2024) 

Third,  AI-Driven automation for enhanced efficiency and productivity. The multifaceted integration 

of Artificial Intelligence into marketing strategies enabling the customer personalization and 

increases the brand loyalty (Hafize, 2024).  

Fourth, The Evolution of Artificial Intelligence in content creation and curation. Accordingly, the 

marketing activities can use artificial intelligence that  can make it easier to create intricate and 

sophisticated algorithms, expand the number of data and information sources, and improve 

software's capacity for the data management (Charul Verna, et.al., 2025) 

Fifth, Navigating the ethical considerations and future of AI in marketing. Currently business 

organizations are increasingly deploying Artificial Intelligence (AI) to synchronise, reshape, and 

restructure their resources to gain business goals and increase the customer engagement through 

the marketing strategies. The Artificial Intelligence can support the marketing strategies by 

delivering personalised experiences to the customers. Nevertheless, the fast pace of innovation in it 

and the absence of the regulatory frameworks arises concerns. Accordingly, the transformation into 

the Artificial Intelligence domain brings about the risks for the business organizations aiming at 

keeping the ethics and accountabiity. That is  why to mitigate these risks, the company should 

integrate responsible Artificial Intelligence usage into corporate policies (S Gupta, et.al., 2025) 

Sixth, The most impactful AI applications for digital advertisers at present. Moreover, the use of 

Artificia Intelligence can  account for 82.4% of the variance in digital marketing strategies (Jawad, T., 

et.al., 2024) 
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Seventh, How small businesses leverage Artificial Intelligence in their marketing efforts. Moreover, 

how the artificial intelligence affects the development and improvement of business strategies. It 

examines how Artificial Intelligence changes business models, highlighting its ability to stimulate 

innovation, improve procedural effectiveness, and enhance decision-making abilities (Nitin, L.R.et.al., 

2024) 

Eighth, some common misconceptions about AI in marketing. Artificial Intelligence has enhanced the 

operational scalability and customer engagement across borders. This result in  addressing cultural 

sensitivity, linguistic accuracy, and fairness in algorithmic decision-making. Accordingly, issues, such 

as algorithmic bias, emotional profiling, consent asymmetry, and data sovereignty arised as critical 

concerns, especially in regions with different rules (R Hasan & M.S  Abdullah, 2022). 

Ninth, Marketers can upskill to work effectively with Artificial Intelligence tools because Artificial 

Intelligence has the potential to drive significant development when it is leveraged along four main 

axes, namely  a focused strategy, knowledge of the customers, effective interactions with customers 

and effective implementation (Josep, A., 2024). 

Tenth, The key metrics for measuring the success of AI-powered marketing initiatives. The fast 

evolution of artificial intelligence  has revolutionized the business analytics industry, especially in 

the field of marketing, where the buisness organizations learn more about the consumer behavior in 

order to facilitate competitive advantage and sustainable development (M Saiful Islam, et.al., 2024).  

Eleventh, How to create an ai digital marketing strategy in 7 steps. As we know that Artificial 

Intelligence has revolutionized digital marketing by increasing personalization, automating 

customer interactions, and optimizing marketing strategies. It, moreover, has transformed how 

businesses engage with consumers, including chatbots, predictive analytics, recommendation 

systems, and automated content generation (S, Syam, 2025). 

Twelveth, Artificial intelligence technologies for marketing and the  predictive analytics enable 

businesses to develop proactive strategies aligned with future market dynamics. Despite of the 

advantages, ethical considerations surrounding data privacy and consumer consent require Artificial 

Intelligence to be used responsibly and transparently. Integrated augmented reality, virtual reality, 

predictive customer journeys, and the Internet of Things that transform marketing dynamics must 

be harnessed to balance ethical concerns (Hafize, 2024). 

 

 

CONCLUSION 

The conclusions that can be drawn frrom the research findings are: First, The pervasive integration 

of ai across marketing functions. Second,  The rise of hyper-personalization powered by AI. Third,  

AI-driven automation for enhanced efficiency and productivity. Fourth, The Evolution of AI in content 

creation and curation. Fifth, Navigating the ethical considerations and future of AI in marketing. Sixth, 

The most impactful AI applications for digital advertisers at present. Seventh, How small businesses 

leverage AI in their marketing efforts. Eighth, some common misconceptions about AI in marketing. 
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Ninth, Marketers can upskill to work effectively with AI tools. Tenth, The key metrics for measuring 

the success of AI-powered marketing initiatives. Eleventh, How to Create an AI Digital Marketing 

Strategy in 7 Steps. Twelveth, Artificial Intelligence Technologies for Marketing. 
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