=SSBM

GENEVA

EFFECT OF ARTIFICIAL INTELLIGENCE ON THE STRATEGIES IN

DIGITAL MARKETING IN THE FIELD OF BUSINESS ADMINISTRATION

Bachelor Thesis
Submitted: January 14, 2025
By: Olga Makogonchuk

born on July 24, 2004
in Kyiv, Ukraine

Student ID number: 47462

Supervisor: Gal Oberhofer Dimitrijevic MBA, Msc

Swiss School of Business and Management Geneva
SSBM Geneva
Avenue des Morgines 12, Geneva, Switzerland
Phone: +41 (0)22 508 7796, email: contact@ssbm.ch

Homepage: www.ssbm.ch

Wrec




Objective of the Thesis

To determine how artificial intelligence affects digital marketing and improves
personalization tactics in digital marketing and to look into how Al is changing digital
marketing strategy, such as customer segmentation, campaign optimization, and data-
driven decision making, and to evaluate the gains in efficacy and efficiency that come
from this. To examine the effectiveness of using artificial intelligence in digital marketing
in the field of business administration. To explore how artificial intelligence enhances
digital marketing by improving personalization, customer segmentation, campaign
optimization, and data-driven decision-making. Additionally, the goal is to evaluate the
impact of Al on marketing strategies, focusing on its ability to analyze data efficiently,
personalize customer interactions, and optimize campaign performance. This study aims
to assess the overall gains in efficacy and efficiency that Al brings to digital marketing,

particularly in the context of business administration.

Research Questions
1. What impact does artificial intelligence have on the strategies of digital marketing
in your field, and how does it influence the outcomes?
2. How does Al contribute to the strategies of digital marketing, and in what ways is
it beneficial?
3. What are the primary advantages of using artificial intelligence in digital

marketing?



Abstract

This paper examines the effects of artificial intelligence on the strategies in digital
marketing in the field of digital marketing. This study looks at how Al improves data
analytics, automates marketing processes, and optimizes customer experiences. The
report identifies significant Al applications in digital marketing, such as chatbots,
predictive analytics, and content creation tools, after conducting a thorough analysis of
current literature, case studies, and industry examples. It also looks at the problems and
ethical concerns involved with Al implementation in marketing. The findings
demonstrate how Al-driven techniques improve efficiency, accuracy, and scalability,
resulting in superior marketing outcomes. The thesis finishes with recommendations for
marketers on how to properly use Al technology to remain competitive in the ever-
changing digital marketplace. It investigates the effects of artificial intelligence (AI) on
digital marketing in the context of business administration. As Al technologies become
increasingly integrated into business practices, their influence on digital marketing
strategies is profound and multifaceted. The research delves into various Al applications,
such as machine learning algorithms, predictive analytics, and automated content
creation, to understand how they transform traditional marketing approaches. These
technologies enable businesses to analyze vast amounts of data, leading to more precise
customer segmentation, personalized marketing messages, and optimized campaign
performance. The study highlights several key areas where Al impacts digital marketing:
improving customer targeting through advanced data analysis, enhancing user experience
with personalized content, and increasing the efficiency of marketing operations through
automation. It also addresses potential challenges, including data privacy concerns and
the need for businesses to adapt to rapidly evolving technology. The research contributes
to a deeper understanding of how Al can be harnessed to drive innovation and

competitiveness in the digital marketing landscape.
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1. Introduction

In this generation, artificial intelligence (AI) has emerged as one of the most
transformative technological innovations, reshaping various industries, including digital
marketing. Al refers to the simulation of human intelligence in machines that are
programmed to think and learn like humans, often capable of performing tasks that would
typically require human intervention. With Al rapidly advancing, it has become an
indispensable tool in modern business, revolutionizing how organizations approach their
marketing strategies. This research aims to explore the relationship between Al and digital
marketing, particularly focusing on how Al enhances marketing strategies and practices.
As the digital landscape grows more complex and competitive, businesses increasingly
rely on Al to deliver targeted, data-driven campaigns that yield high returns on investment

(ROI).

Digital marketing involves any strategy that uses digital platforms, such as blogs,
social media, email, video, and chatbots, to engage audiences and promote products or
services (Esch & Black, 2021). It is a dynamic field that capitalizes on the widespread
use of the internet and mobile devices to reach customers across the globe. These
platforms facilitate real-time communication between businesses and consumers,
allowing for immediate feedback and interaction. AI’s integration into these strategies
significantly amplifies their effectiveness by automating tasks, analyzing large datasets,
and optimizing content delivery in a manner that was once unimaginable. What once
required significant human labor can now be efficiently handled by Al-powered tools,
freeing up resources for more creative and high-level strategic endeavors. Through Al,
marketers can gather insights into customer preferences, behaviors, and buying patterns,

which is invaluable in crafting hyper-personalized marketing campaigns.

For example, Al-powered tools can analyze customer behavior in real-time,
enabling marketers to create highly personalized and relevant campaigns that cater to the
individual needs and preferences of their target audience. This level of personalization
goes beyond simple demographic segmentation and taps into the psychological and
emotional factors that influence purchasing decisions. Real-time data analysis helps

businesses tailor their messaging, product recommendations, and offers based on factors



such as browsing history, previous purchases, location, and even mood. These customized
experiences not only enhance customer engagement but also significantly boost
conversion rates and drive sales (Schmidt, 2023). Marketers can now design campaigns
that resonate more deeply with consumers, leading to better outcomes for brands and a
stronger relationship between companies and their customers. Al is revolutionizing the
way digital marketing campaigns are optimized. It provides insights into the effectiveness
of ad placements, content, and other marketing elements, allowing marketers to tweak
their strategies in real-time to maximize results. Al algorithms can automatically adjust
bidding strategies for pay-per-click (PPC) ads, allocate budget resources more effectively,
and improve SEO rankings through content optimization. This dynamic optimization
minimizes the reliance on manual processes, reduces human error, and ensures that

marketing dollars are spent in the most impactful way possible.

Al also helps automate repetitive tasks such as sorting customer inquiries,
generating product recommendations, and monitoring social media trends (Dimitrieska et
al., 2018). This not only increases efficiency but also allows marketers to focus on more
strategic and creative tasks, such as developing innovative campaigns or analyzing new
markets. Al-powered automation tools enable marketers to save valuable time that would
otherwise be spent on mundane or manual tasks. For example, rather than manually
responding to customer inquiries, businesses can deploy Al-driven chatbots that answer
questions instantly and accurately, 24/7. As a result, businesses can maintain a high level

of customer satisfaction, even when human agents are unavailable.

AT’s ability to process and analyze visual data like photos and videos makes it an
invaluable asset in optimizing ad content and improving overall marketing performance
(Riviera, 2018). For instance, Al tools can analyze the elements of an image or video
(such as colors, composition, and subject matter) and determine which visual aspects will
generate the most engagement with specific audiences. These tools can also assess
whether a particular ad or piece of content is likely to resonate with a target demographic,
helping marketers to craft highly effective campaigns. By improving ad content in this
manner, Al ensures that advertisements are more likely to grab the audience’s attention

and generate higher engagement, leading to better campaign performance.



Despite these remarkable advantages, it is essential to acknowledge the potential
drawbacks and ethical considerations associated with Al in digital marketing. While Al-
powered chatbots and automated systems can significantly enhance -customer
experiences, they also raise concerns regarding the accuracy and reliability of the
information they provide. Chatbots are convenient, as they can be used anytime and
typically deliver responses in less than a minute, providing instant assistance. However,
it is important to note that not all answers provided by chatbots are reliable or credible
enough to warrant full trust (Esch & Black, 2021). Chatbots may provide generic
responses that do not address the specific needs of a consumer or may fail to handle
complex inquiries that require human intervention. Furthermore, some chatbots may even
inadvertently provide misinformation due to the limitations of the Al algorithms that drive
them. For example, a chatbot might offer a product recommendation that is irrelevant or

misleading, resulting in a negative customer experience.

This raises important questions about the ethical use of Al in digital marketing.
While Al offers immense potential to improve efficiency and customer satisfaction, it
also has the potential to be used in ways that may perpetuate biases, reinforce stereotypes,
and lead to unfair business practices. One of its positive effects is that using artificial
intelligence in digital marketing helps people to gather information and understand the
data they collect (Schmidt, 2023). Al-powered chatbots are essential to the success of
digital marketing initiatives. They improve engagement and client satisfaction, collect
data for lead generation and research, and offer individualized customer care. However,
as Al-driven systems are trained on large datasets, there is a risk that they may
inadvertently reinforce existing biases or reflect skewed perspectives that are embedded

within the data itself.

Al algorithms used for targeting ads may inadvertently perpetuate gender, racial,
or socioeconomic stereotypes by targeting specific groups based on assumptions that have
no real basis in fact. In digital marketing, this can lead to unethical targeting practices,
where certain groups are excluded from campaigns or treated unfairly based on factors
such as their race or gender. Additionally, Al systems may inadvertently prioritize certain

products or services that appeal to certain demographics, thus reinforcing existing biases



in advertising practices. Such biases can harm consumer trust in brands and erode the

credibility of digital marketing efforts.

Artificial intelligence is revolutionizing digital marketing by enhancing efficiency
and decision-making through advanced technologies like machine learning and data
analytics. Techniques like chatbots, email marketing, and social media engagement are
being redefined with Al, allowing businesses to reach their audiences in more
personalized, targeted ways. However, as Al continues to advance, marketers must ensure
that they use these tools responsibly, taking into account ethical considerations and
potential biases. The benefits of Al in digital marketing are clear, but it is crucial for
businesses to address these challenges and use Al in a way that serves the best interests

of both consumers and brands alike.

Al has undeniably transformed digital marketing, creating more efficient,
personalized, and engaging experiences for customers, it is also important to consider its
potential negative consequences. The technology has the capacity to reshape the entire
marketing landscape, making it possible to engage customers in ways that were once
unimaginable. However, marketers must approach Al with caution, ensuring that they
use it ethically and responsibly to create fair, accurate, and beneficial experiences for all
consumers. The future of digital marketing is undoubtedly intertwined with Al, but the
industry must continue to evaluate its impact and mitigate any risks associated with its

implementation.



2. Theoretical Foundation. Review of Related Literature

2.1 Introduction to Al in Digital Marketing

Artificial intelligence (Al)-powered image identification is revolutionizing
marketing by automating the formerly time-consuming tasks of photo sorting and trend
analysis. These days, tech-savvy marketers utilize this Al function to customize
advertising, monitor social media, improve product recommendations, and optimize ad
content—all of which decrease manual work and increase marketing effectiveness
(Schmidt, 2023). The way businesses create content for campaigns, generate leads, lower
acquisition costs, manage customer experiences, sell to potential hires, and convert their
reachable consumer base via social media is being completely transformed by artificial

intelligence (Al)-enabled digital marketing (Esch & Black, 2021).

2.2 Al in Fashion Marketing

An example of Al-powered image identification in marketing is how fashion
retailers like Zara and H&M use it to track social media images where users wear their
products. Al scans these images, recognizing patterns and trends in how consumers style
certain pieces. This data helps the companies create more personalized advertising
campaigns by promoting products that align with current consumer trends, making

recommendations that are likely to be more appealing.

2.3 Research Focus in Digital Marketing Al

While the corporate world is primarily focused on specific marketing concerns, the
majority of scientific studies look at generic features including e-business, consumer
behavior, e-commerce techniques, social media advertisement, search engines, and
consumer predictive modeling. When it comes to specific marketing issues that the
business world is more aware of, such as consumer behavior on social media, targeted
advertisements, social media marketing, conversion optimization, predictive models in
online purchases, and chatbots, the majority of scientific research focuses on generic
aspects like e-business, consumer behavior, e-commerce strategies, social media

advertisement, search engines, and consumer predictive modeling (Riviera, 2018).



2.4 The Role of Al in Digital Marketing Efficiency

The digital age has made it easier for industries to monitor their processes, such as
production, channel distribution, branding, promotion, and advertising. Business
managers can make more informed decisions based on collected data, an interactive
customer experience, and a digital summary of processes and sales (Theodoridis &
Gkikas, 2018). Digital marketing powered by artificial intelligence (Al) is transforming
how businesses produce content for campaigns, generate leads, and lower client

acquisition costs (Esch & Black, 2021).

2.5 AD’s Influence on Marketing Practices

The aim of the paper is to research how deeply Al is applied in marketing and what
implications there are for marketing practitioners. The authors stated two research
questions— which areas of Al are used in marketing and what implications Al delivers
for marketing managers. To answer those questions, the authors conducted research on
secondary data with Al examples used for marketing purposes. The analysis of gathered
examples shows that Al is widely introduced into the marketing field, though the
applications are at the operational level. This may be the effect of careful implementation
of the new technology, still at the level of experimenting with it. The uncertainty of the
outcome of Al implementation may affect the caution in putting these innovations into
practice as well. Gathered examples proved that Al influences all aspects of the marketing
mix, impacting both consumer value delivery and the marketing organization and
management. The paper delivers implications for business, especially ideas about
implementing Al into marketing, designing innovations, and incorporating new skills into

the marketing team required by the new technology.

2.6 Improving Consumer Journey through Al

Dimitrieska et al. (2018) states that the goal of integrating artificial intelligence (Al)
into marketing is to improve the consumer journey by continuously monitoring and
anticipating the target consumer's future purchasing decisions. The core elements of Al,
including huge data, machine learning, and reliable solutions, are what give it its power.

Digital marketing strategies are being rapidly transformed by artificial intelligence (Al).



There is little research on Al deployments that worsen issues for customers who are
financially fragile, despite the fact that the body of existing literature addresses Al

applications that often benefit businesses and customers (Mogaji et al., 2020).

2.7 AI's Broad Application in Digital Marketing

Marketing science may gain from scientific study on artificial intelligence (Al) in a
variety of ways. Only a small portion of current scientific research on artificial
intelligence (AI) and digital marketing is focused on certain techniques of digital
marketing. The majority of scientific research focuses on broad topics like e-business,
consumer behavior, e-commerce strategies, social media advertising, search engines, and
consumer predictive modeling. It stays away from more niche marketing topics that the
business community is more familiar with, such as social media consumer behavior,
targeted advertising, social media marketing, conversion optimization, predictive models
in online purchases, and chatbots. However, there are several very large-scale, promising
research projects on certain topics related to artificial intelligence (AI) and digital
marketing. This paper maps the current state of artificial intelligence (AI) applications in
the scientific field of digital marketing, identifies key publications, identifies areas where
Al is absent or not present while also suggesting potential explanations, and offers a
machine learning model that could be used in a variety of digital marketing scenarios

(Gkikas & Theodoridis, 2018).

2.8 AI and Strategic Decision-Making

Artificial Intelligence (Al) is ornamental to the strategic decisions of consumers and
its competitive nature and has rapidly transformed the dynamics of the emerging digital
world. The evolution of predictive marketing has increased the understanding of
consumer decision-making. Moreover, Al has enabled many businesses to predict big
consumer data to fulfill customer expectations and provide customized products and
services. Al’s role has been increased in operational marketing, such as design and
selection of ads, customer targeting, and customer analysis. Nevertheless, the role in
strategic decision-making by employing machine learning techniques, knowledge

representation, and computational intelligence improves efficacy (Zaman, 2022).



2.9 The Role of Al in Data Processing and Decision-Making

The success of any economic strategy is relying on the well-understanding of the
flow of data generated during transactions, consultations, and feedback on multiple levels,
and using different tools and techniques to process and analyze this data. Al helps in
decision-making to improve productivity and provide customer service responses that fit
their expectations or create a personalized profile to target a specific range of customers
for specific products or services. In recent years, Artificial Intelligence as an emergent
technology has become a key driver in the success of many domains such as healthcare,
security, industry, robotics, big data, and modern economy and digital marketing (Iamlili,

2021).

2.10 AI Systems in Market Forecasting and Process Automation

Artificial Intelligence has proven its efficiency in data analysis and decision-
making. In this paper, we present an overview of Artificial Intelligence and its
applications in the modern economy and digital marketing. We propose a novel Artificial
Intelligence-based strategy to improve success in digital marketing, dividing the strategy
into multiple phases: Data acquisition, Data classification and processing, Al engine
(presented on multiple levels: Detection level which is Anomaly detection in collected
and treated data to sort and eliminate anomalous points in data that could lead to false
decisions, Prediction level that relies on implementing techniques for prediction of
customer behavior, pricing, and Reporting level in which the engine generates graphs and
reports that help in making a decision in the next phase) and the final phase making
decisions that include a human factor since Al in our approach is only a tool based on
multiple machine learning techniques and not a replacement for human intelligence

(Boujrad, 2021).

2.11 The Future of Al in Digital Marketing

Artificial Intelligence (Al) in systems aids in areas such as market forecasting,
process automation, decision-making, and increasing the efficiency of tasks traditionally
performed by humans. The science behind these systems can be explained by neural

networks and expert systems, which are computer programs that process inputs and



provide valuable outputs for marketers. The study indicated that (Al) systems stemming
from social computing technology can be applied to understand social networks on the
Internet (Hassan, 2021). Al-enabled digital marketing is revolutionizing the way
organizations create content for campaigns, generate leads, reduce customer acquisition
costs, manage customer experiences, market themselves to prospective employees, and

convert their reachable consumer base via social media.



3. Methodology

3.1 Research Design

The thesis utilized the qualitative narrative research approach to gain a deeper
understanding of how participants interpret and derive meaning from their personal
experiences. This approach allows researchers to focus on the way participants' stories
are expressed, examining not only the content of these narratives but also how they are
conveyed and structured. To collect the necessary data, the thesis employed a semi-
structured interview format. This method, which is widely used in qualitative research,
involves asking informants a set of predetermined questions that are designed to be open-
ended, allowing for a more flexible and conversational style of interaction. The semi-
structured interview technique enables the interviewer to follow a basic framework while
also giving respondents the freedom to elaborate on their responses, providing richer and
more detailed insights. In this particular study, the researchers formulated an interview
guide that included open-ended questions specifically related to the impact of artificial
intelligence on digital marketing. These questions were designed to elicit comprehensive
and thoughtful responses from the participants, offering valuable perspectives on the
subject. The data gathered through these interviews will serve as the foundation for the
analysis and discussion sections of the study, ultimately guiding the researchers in

drawing conclusions and formulating recommendations based on the findings.

3.2 Research Environment

This research is conducted on some companies and hotels that uses artificial
intelligence for digital marketing in Cebu, Philippines. Cebu City, termed "the Queen
(Catholic) City of the South and home to the Second Cardinal, is the Philippines' oldest
city and first capital, and it is politically independent from the provincial government,
along with Mandaue and Lapu-Lapu City. This city is known for its various economic

Zzones.

Al in digital marketing is particularly advantageous in the Philippines due to its
tech-savvy, young population and high internet penetration, which create a strong

foundation for personalized and data-driven marketing strategies (Philippine Statistics

10



Authority, 2023). Cebu’s prime location, educated English-speaking workforce, and
supportive government policies make it the perfect spot for Al innovation and
development. If you're looking to get involved in or contribute to this rapidly evolving
industry, understanding the basics of Al and how it's being applied in a tech-forward

region like Cebu is a must.

3.3 Research Respondents

There are eight respondents participating in this study, selected based on specific
inclusion criteria to ensure the relevance and quality of the data collected. (1) All
respondents must be of legal age, ensuring they can provide informed consent. (2) Each
respondent must be currently employed in a digital marketing role where they actively
use artificial intelligence tools and technologies throughout their operations. This
criterion is essential to ensure that participants have firsthand experience and insights into
how Al is integrated into their marketing strategies. (3) Respondents must possess a solid
understanding of artificial intelligence and its applications in digital marketing, including
familiarity with Al-driven tools, analytics, and decision-making processes. This
knowledge is critical to facilitate meaningful discussions during the interviews.
Additionally, efforts will be made to include a diverse range of respondents in terms of
industry, job role, and level of experience, allowing for a comprehensive exploration of
the topic. The respondents were interviewed personally to create a comfortable
environment that encourages open and honest dialogue, enabling richer qualitative data
to be gathered for analysis. Furthermore, the selection process aims to capture a variety
of perspectives, which will enhance the validity and reliability of the findings. The
personal nature of the interviews fosters trust, encouraging respondents to share their
genuine experiences and insights related to the impact of Al on their digital marketing

strategies.

3.4 Research Instruments

The instrument used in this study is a semi-structured interview containing open-
ended questions to gather the needed data and information. In the preparation of the

instrument, the requirements in the designing of good data collection instruments are
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considered. For instance, a statement describing the situation or issues pertaining to the
subject was toned down to accommodate the knowledge and preparedness of the
informants. Questions are provided to accommodate free format views that relate to the
topics or issues. In this way, the instrument is authorized to obtain valid responses of the
respondents. Preference for the use of semi-structured interview is premised on the
several research assumptions such as cost if being a least expensive means of gathering
data, avoidance of personal bias and less pressure for immediate responses to sensitive
questions at hand. The respondents is a digital marketer from the business administration

field.

3.5 Research Procedure

The research will adopt a qualitative design to explore how artificial intelligence
(AI) affects digital marketing strategies within the field of business administration. The
primary objective is to understand the influence of Al on marketing practices by
investigating the perspectives of business professionals, marketing managers, and experts
who have experience with Al integration in their strategies. Key research questions will
focus on how Al is shaping digital marketing approaches, as well as the benefits and
challenges associated with its implementation. To gather insights, a purposive sampling
method will be employed, selecting participants who are knowledgeable in the field. Data
will be collected through semi-structured interviews, utilizing an interview guide with
open-ended questions to facilitate in-depth discussions about Al's impact. Data analysis
will be used to analyze the responses, identifying key patterns and themes that emerge
from the data. Ethical considerations will be addressed by obtaining informed consent

from participants and ensuring their confidentiality throughout the research process.

3.6 Data Gathering

The data gathering process will begin with identifying and selecting participants
who have relevant experience in digital marketing, particularly in relation to the use of
artificial intelligence. After selecting participants, the researcher will create a detailed
interview guide consisting of prearranged, open-ended questions aimed at understanding
the impact of Al in digital marketing. Once the interview guide is finalized, participants

will be invited via email or phone, and interviews will be scheduled at a convenient time

12



and location. Informed consent will be obtained prior to the interviews to ensure
participants' understanding of the study, confidentiality, and voluntary participation. The
face-to-face interviews will take place in a quiet and neutral location where participants
can comfortably share their thoughts. The researcher will follow the interview guide but
allow for flexibility, asking follow-up questions to explore participants' experiences more
deeply. After the interview, the researcher will thank participants and transcribe the
responses for analysis. All data, including transcripts and notes, will be securely stored to

maintain confidentiality
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4. Results

In this chapter, the researcher presents and discusses the results of interviews
conducted to explore the effects of artificial intelligence (AI) on digital marketing
strategies. The section offers an in-depth analysis of responses from eight respondents,
providing both qualitative insights and quantitative data to highlight key findings. The
responses are organized to reflect both collective perspectives and individual experiences,
with frequency (F) representing the number of respondents who agreed or disagreed with
specific questions. This approach provides a comprehensive understanding of the
integration of Al in digital marketing. The study reveals that Al is transforming digital
marketing through personalization, predictive analytics, automation, and improved ad
targeting, which significantly enhance engagement, customer satisfaction, and campaign
efficiency. Al allows businesses to personalize content based on consumer behavior and
preferences, improving conversion rates. Predictive analytics helps businesses anticipate
market trends and consumer needs, optimizing marketing resources and ensuring more
relevant campaigns. Al also streamlines operations by automating repetitive tasks such as
customer segmentation and content creation, freeing up resources for more strategic

efforts.

The study explores how Al transforms digital marketing strategies through
personalization, predictive analytics, automation, and improved ad targeting (Schmidt,
2023; Esch & Black, 2021). It highlights the growing importance of Al in enabling
businesses to adapt to a competitive digital environment. Additionally, the Philippines
offers unique advantages when it comes to leveraging Al in digital marketing. The
country’s young, tech-savvy population, high internet penetration, and thriving digital
economy position it as a prime market for Al adoption (Philippine Statistics Authority,
2023). Moreover, the Philippines’ strong outsourcing industry, particularly in business
process outsourcing (BPO), provides a rich environment for companies to integrate Al
solutions effectively (Deloitte, 2022). These factors make the Philippines a promising
ground for innovation in Al-driven digital marketing, enabling businesses to maximize

its benefits while adapting to local and global trends.

By examining respondents' insights, this chapter sheds light on both the

opportunities and challenges of Al integration in digital marketing, offering

14



recommendations for businesses in the Philippine context to stay ahead in the evolving

landscape.

4.1 Interview Result

YES NO

RESEARCH QUESTIONS F ) F %

1.What impact does artificial intelligence have on the
strategies of digital marketing in your field, and how 8 100 0 0
does it influence the outcomes? Does it really impact

the digital marketing in your field?

2.How does Al contribute to the strategies of digital 8 100 0 0
marketing, and in what ways is it beneficial? Did it

really contribute?

3.What are the primary advantages of using artificial 8 100 0 0
intelligence in digital marketing? Did the advantages

really created positive results in digital marketing?

Table 1. Interview Result

This section will show and discuss the results in the interview of the 8
respondents. In table 1, question number 1, they stated that artificial intelligence has a
positive effect on digital marketing strategies. Al allows for the creation of highly
personalized customer experiences by analyzing vast amounts of data to understand
individual preferences and behaviors. It enhances predictive analytics, enabling marketers
to forecast trends and make data-driven decisions. Al also automates repetitive tasks such
as email marketing and social media posting, increasing efficiency and allowing
marketers to focus on strategic activities. Additionally, Al improves ad targeting by
analyzing user data to deliver relevant ads to the right audience, ultimately boosting

engagement and conversion rates.
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In question number 2, all of the respondents agreed that Al is a great contribution
to digital marketers since Al significantly contributes to digital marketing strategies. It
enhances personalization by analyzing customer data to create tailored experiences,
improving engagement and conversion rates. Al's predictive analytics enable marketers
to forecast trends and make informed decisions. Automation of repetitive tasks, such as
email marketing and social media posting, increases efficiency and frees up time for
strategic planning. Additionally, Al improves ad targeting by analyzing user behavior to
deliver relevant ads to the right audience, optimizing ad spend and boosting ROI. These

capabilities make Al an invaluable tool in modern digital marketing.

In question number 3, the respondents thought that the primary advantages of
using Al in digital marketing are enhanced personalization, where Al analyzes customer
data to create tailored experiences, boosting engagement and conversion rates. Al's
predictive analytics allow marketers to forecast trends and make data-driven decisions,
optimizing strategies. Automation of repetitive tasks, like email marketing and social
media posting, increases efficiency and frees up time for creative and strategic work.
Improved ad targeting is another key benefit, as Al analyzes user behavior to deliver
highly relevant ads, optimizing ad spend and maximizing ROI. These advantages make

Al a powerful tool in digital marketing.

The findings from this study highlight the significant impact of artificial
intelligence (AI) on digital marketing strategies, as reflected in the respondents' answers.
In response to the first question regarding the effects of Al, participants unanimously
noted that Al has a positive influence on digital marketing strategies. They emphasized
that Al enables the creation of highly personalized customer experiences by analyzing
extensive datasets to understand individual preferences and behaviors. This capacity
enhances predictive analytics, allowing marketers to forecast trends and make informed,
data-driven decisions. Furthermore, Al's ability to automate repetitive tasks—such as
email marketing and social media management—was noted to increase operational

efficiency, freeing marketers to focus on more strategic initiatives.

Additionally, Al improves ad targeting through comprehensive analysis of user
data, ensuring that relevant ads reach the appropriate audience, thereby boosting

engagement and conversion rates. In response to the second question regarding Al’s
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contribution to digital marketing, all respondents agreed that Al is a critical asset for
digital marketers. They highlighted that Al significantly enhances personalization by
analyzing customer data to create tailored experiences, which subsequently improves

engagement and conversion rates.

Participants acknowledged the role of Al in predictive analytics, which empowers
marketers to anticipate trends and make strategic decisions. The automation of repetitive
tasks not only streamlines processes but also allows marketers to allocate more time for
strategic planning and creativity. The improved ad targeting capabilities, derived from
Al's analysis of user behavior, were recognized for optimizing advertising spend and
maximizing return on investment (ROI). The collective feedback illustrates Al's

invaluable contribution to modern digital marketing.

Regarding the third question on the primary advantages of using Al in digital
marketing, respondents consistently identified enhanced personalization as a key benefit.
They noted that Al's analytical capabilities allow for the creation of customized
experiences, significantly boosting engagement and conversion rates. The respondents
reiterated that Al's predictive analytics provide marketers with the tools to forecast trends
and optimize strategies effectively. Furthermore, automation of repetitive tasks—such as
email marketing and social media posting—was highlighted as a major advantage, as it
increases efficiency and allows for greater focus on strategic and creative work. Improved
ad targeting was also emphasized, with Al analyzing user behavior to deliver highly
relevant ads that optimize ad spend and maximize ROI. Overall, the respondents
concluded that these advantages position Al as a powerful and transformative tool in the
field of digital marketing" connects well with the theory that highlights how artificial
intelligence (Al) is reshaping various aspects of marketing. For instance, Esch & Black
(2021) emphasize that Al-powered digital marketing is transforming how businesses
produce content, generate leads, and reduce client acquisition costs. The ability of Al to
automate processes, analyze consumer data, and anticipate trends allows companies to
react swiftly and efficiently to market demands. This transformation enables businesses
to improve the customer journey, enhance personalization, and streamline operations.

Both the respondents' feedback and the literature point to AI’s potential to revolutionize
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marketing strategies, reinforcing the notion that Al is a key driver in enhancing efficiency,

engagement, and profitability in the digital marketing landscape.
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5. Discussion

The study provides valuable insights into the transformative role of artificial
intelligence (Al) in digital marketing, emphasizing several key benefits such as enhanced
personalization, predictive analytics, automation, and improved ad targeting. These
advantages help reshape marketing strategies, making them more effective in reaching
target audiences, improving engagement, and optimizing return on investment (ROI). Al's
capacity to process and analyze vast amounts of customer data allows marketers to create
personalized experiences tailored to individual preferences and behaviors. This results in
more relevant content, leading to improved customer satisfaction, engagement, and
increased conversion rates. Personalized marketing experiences are no longer a luxury
but a necessity, as consumers expect tailored interactions that address their unique needs.
Al has enabled businesses to go beyond generic marketing campaigns, creating highly

individualized content that resonates with customers on a deeper level (Schmidt, 2023).

One of the most profound ways Al enhances marketing efforts is through its
predictive analytics capabilities. Predictive analytics leverages historical data, machine
learning algorithms, and statistical models to forecast future trends and consumer
behavior. By using predictive analytics, marketers can make data-driven decisions that
are more likely to succeed, ensuring that their campaigns are timely, relevant, and
effective. For example, by analyzing past purchasing behaviors, Al can predict when a
customer is likely to make another purchase or what products they might be interested in.
This capability allows businesses to tailor their marketing messages, optimize product
recommendations, and allocate resources more effectively. Predictive analytics can also
help businesses anticipate changes in market demand, allowing them to adjust strategies
and stay ahead of the competition. As digital marketing becomes increasingly data-driven,
businesses that fail to incorporate predictive analytics risk missing out on valuable

insights and opportunities (Esch & Black, 2021).

Another important benefit of Al in digital marketing is its ability to automate
repetitive tasks. Automation has long been a key factor in improving business efficiency,
and Al takes this a step further by automating processes that once required significant
human intervention. Tasks such as email marketing, social media management, customer

segmentation, content creation, and even basic customer service inquiries are now
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handled by Al systems, freeing up marketers to focus on higher-level, more strategic
activities. For example, Al-powered email marketing tools can analyze customer behavior
to determine the optimal time to send promotional emails, what content should be
included, and how to personalize the messaging for each recipient. Similarly, Al tools can
automate social media posting, ensuring that businesses maintain a consistent presence
on platforms without requiring constant manual effort. This level of automation improves
operational efficiency, reduces costs, and allows businesses to scale their marketing

efforts without sacrificing quality.

Improved ad targeting is one of AI’s most valuable contributions to digital
marketing. Traditional advertising methods relied on broad demographic targeting, but
Al allows for far more precise targeting by analyzing a range of customer data, including
browsing history, online behavior, social media interactions, and purchase patterns. With
Al-driven ad targeting, businesses can serve relevant ads to the most appropriate audience
at the right time, increasing the likelihood of conversion. By using algorithms that
continuously analyze user data, Al ensures that ads are not just relevant but also timely,
taking into account factors such as user intent, location, and even emotional state. This
approach leads to a more efficient use of advertising budgets, as businesses can target
only those users who are most likely to engage with their ads. In turn, this helps improve
the ROI of digital advertising campaigns and ensures that marketing dollars are spent
effectively. Al-driven ad targeting also reduces the risk of ad fatigue, where users are

bombarded with irrelevant ads, leading to negative experiences and disengagement.

Al offers numerous advantages in digital marketing; the study also identifies several
ethical concerns that need to be addressed. As Al continues to be integrated into
marketing strategies, issues such as data privacy, algorithmic bias, and the impact on
vulnerable consumer groups have become more prominent. Al systems rely heavily on
consumer data to generate insights, make predictions, and optimize campaigns. While this
data-driven approach offers businesses significant advantages, it also raises concerns
about how consumer data is collected, stored, and used. Consumers may feel
uncomfortable with the extent of personal information that Al systems can access, and
there is a growing demand for transparency in how this data is handled. Marketers must

ensure that they comply with data privacy regulations such as the General Data Protection
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Regulation (GDPR) in the European Union and other relevant laws to protect consumer

rights and maintain trust.

Algorithmic bias is a critical ethical consideration in Al-driven marketing. Al
systems are only as good as the data they are trained on, and if the data used to train Al
models is biased or unrepresentative, it can lead to discriminatory outcomes. For example,
an Al algorithm used for ad targeting may unintentionally reinforce stereotypes or
exclude certain demographic groups, leading to unfair marketing practices. Marketers
must take steps to ensure that the data they use to train Al models is diverse and
representative, and they must regularly audit Al systems to identify and mitigate potential
biases. As Al becomes more pervasive in marketing, it is essential that businesses
prioritize fairness, inclusivity, and ethical decision-making to avoid negative

consequences for vulnerable groups.

The study also highlights the potential risks associated with the overdependence on
Al technologies. As Al tools become increasingly integrated into digital marketing
strategies, businesses may become overly reliant on these technologies, which could lead
to problems in the event of system failures or disruptions. For instance, a technical issue
or malfunction in an Al-powered marketing system could result in the disruption of ad
campaigns, lost revenue, or a negative customer experience. Similarly, Al models are
constantly evolving, and rapid technological changes could lead to obsolescence or the
need for frequent updates and adjustments. Businesses that do not stay ahead of
technological advancements may find themselves at a competitive disadvantage.
Moreover, the reliance on Al could also result in the dehumanization of marketing efforts.
While automation and personalization enhance efficiency and relevance, they may also
limit the human touch that many consumers value in their interactions with brands.
Striking the right balance between Al-driven efficiency and human creativity is essential

for maintaining authentic and meaningful customer relationships.

As the study suggests, future research should address these challenges and explore
how businesses can navigate the ethical implications of Al in digital marketing.
Specifically, future studies could investigate how marketers can balance Al's benefits
with the need for responsible data usage, transparency, and fairness. Research should also

focus on developing strategies for mitigating algorithmic bias, ensuring that Al
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technologies are used equitably and without discrimination. Moreover, examining the
long-term impact of Al on consumer trust, market competition, and business strategies
will provide valuable insights into how businesses can maintain customer loyalty and stay

competitive in an increasingly Al-driven market.

While the study provides significant insights into the positive aspects of Al in
digital marketing, it also acknowledges the limitations and risks that must be addressed.
For instance, the generalizability of the study’s findings may be limited, as the sample of
respondents may not fully represent the diverse range of industries and market contexts
in which Al is applied. To gain a more comprehensive understanding of Al's impact,
future research should include a broader sample of industries, such as healthcare, finance,
and entertainment, to explore how Al is transforming marketing strategies across various
sectors. This would provide a more holistic view of AI’s role in digital marketing and

help identify industry-specific challenges and opportunities.

This research clearly demonstrates that Al is a transformative force in digital
marketing, offering numerous advantages such as enhanced personalization, predictive
analytics, automation, and improved ad targeting. These benefits make Al an invaluable
tool for businesses looking to stay competitive in a rapidly changing digital landscape.
However, the study also highlights the ethical challenges that must be addressed, such as
data privacy, algorithmic bias, and the overdependence on Al technologies. Future
research should explore these issues further, as well as the long-term implications of Al
adoption in digital marketing. By addressing these challenges and continuing to refine Al
technologies, businesses can unlock the full potential of Al while ensuring that marketing

practices remain ethical, responsible, and customer-centric.

As Al continues to evolve, it is clear that its integration into digital marketing
strategies will become even more essential. Businesses that embrace Al’s capabilities can
not only improve their marketing outcomes but also enhance their relationships with
customers by offering more relevant, personalized, and timely experiences. However, to
maximize the benefits of Al, marketers must remain vigilant in addressing the ethical and
practical challenges associated with its use. With continued innovation and responsible

implementation, Al has the potential to revolutionize digital marketing, providing
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businesses with the tools they need to thrive in an increasingly complex and competitive

marketplace
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6. Conclusion

In conclusion, this research demonstrates that artificial intelligence (Al) plays a
transformative role in the digital marketing landscape, a finding that is supported by both
the literature reviewed and the feedback provided by the research respondents. The study
highlights Al's ability to significantly enhance marketing strategies, with particular
emphasis on customer segmentation, personalization, and automation. These elements not
only streamline marketing processes but also enable businesses to reach their target

audiences with greater precision, improving overall marketing performance.

The findings show that AI’s contributions to digital marketing are multifaceted.
One of the key advantages of Al is its ability to improve customer segmentation, allowing
businesses to create more precise profiles based on consumer behavior, preferences, and
purchasing patterns. This enables marketers to tailor their campaigns to individual
customers or specific segments, thereby improving engagement and conversion rates. By
using Al, businesses can go beyond traditional demographic-based segmentation, taking
into account more granular factors such as browsing behavior, online interactions, and
social media activity. As a result, businesses are able to target their audiences more
effectively, delivering messages that resonate with their needs and interests. The survey
respondents unanimously confirmed that AI’s ability to segment and analyze customer
data has led to more targeted marketing strategies and a deeper understanding of their
audience. This aligns with the work of Schmidt (2023) and Esch & Black (2021), both of
whom underscore the role of Al in driving personalized marketing efforts that enhance

customer experience and loyalty.

Personalization is another area where Al excels. Al enables marketers to create
highly personalized customer experiences by analyzing vast amounts of data and
identifying patterns that inform content creation, product recommendations, and customer
interactions. For instance, Al-powered recommendation engines, such as those used by
e-commerce platforms like Amazon, suggest products based on previous purchases or
browsing history, thus enhancing the likelithood of additional sales. Similarly,
personalized email campaigns powered by Al algorithms deliver relevant content to
customers at the right time, increasing the chances of conversion. The ability to

personalize marketing efforts at scale has become a critical factor in customer retention,
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as consumers increasingly expect tailored experiences. Al-driven personalization not only
helps businesses deliver relevant content to customers but also builds stronger, more
meaningful relationships between brands and their audiences. This aspect was a key point
emphasized by the research respondents, with many indicating that personalization has
become an integral part of their marketing strategies, helping them maintain a competitive

edge.

Another important contribution of Al in digital marketing is automation. Al has
revolutionized the way businesses approach repetitive tasks such as social media posting,
email marketing, and data analysis. By automating these tasks, Al allows marketers to
focus on higher-level, more creative work that requires human insight. For example, Al
can automatically schedule social media posts at optimal times based on audience
behavior, ensuring that content reaches users when they are most likely to engage.
Similarly, Al tools can automatically send personalized emails, respond to customer
inquiries, and even generate content, such as blog posts or product descriptions, based on
predefined parameters. The automation of such tasks not only improves efficiency but
also leads to cost savings, as businesses can reduce the need for manual intervention and
human resources. The respondents in this study affirmed that automation has been a
game-changer in their operations, enabling them to scale their marketing efforts without
compromising quality or customer engagement. The literature also reflects this sentiment,
with Esch & Black (2021) highlighting the importance of automation in freeing up

valuable time and resources for strategic and creative endeavors.

Al’s role in predictive analytics is another significant advantage in digital
marketing. Predictive analytics leverages machine learning algorithms to analyze
historical data and make predictions about future customer behavior. By identifying
trends and forecasting demand, Al enables businesses to make more informed decisions
about their marketing strategies. For example, Al can predict which customers are most
likely to make a purchase, allowing businesses to target them with tailored offers. Al can
forecast seasonal trends, helping businesses adjust their marketing campaigns to align
with consumer needs. This capability is particularly valuable in an environment where
market conditions and consumer behavior are constantly changing. The study respondents

acknowledged the power of predictive analytics in driving data-driven decisions and
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optimizing marketing strategies. This finding is consistent with the work of Dimitrieska
et al. (2018), who emphasize the role of predictive analytics in improving decision-

making and enhancing customer targeting.

One of the most striking benefits of Al in digital marketing, as highlighted by both
the literature and the respondents, is improved ad targeting. Al has revolutionized the way
advertisements are delivered, allowing businesses to optimize ad spend and improve ROI
by targeting the most relevant audience segments. By analyzing user behavior, search
queries, and social media interactions, Al can identify the right audience for a particular
ad campaign, ensuring that the message reaches consumers who are most likely to engage
with it. This level of precision targeting leads to more effective advertising, as businesses
can avoid wasting resources on audiences who are not interested in their products or
services. Moreover, Al’s ability to adjust ad campaigns in real time based on performance
data ensures that businesses can optimize their campaigns for maximum impact. Every
respondent in the study emphasized how Al’s ability to enhance ad targeting has led to
better engagement and conversion rates, which ultimately contributes to higher ROI. This
is in line with the findings of Theodoridis & Gkikas (2018), who underscore the role of
Al in improving the accuracy and efficiency of ad targeting, resulting in more effective

marketing campaigns.

The significance of Al in digital marketing cannot be overstated. As businesses
increasingly integrate Al technologies into their marketing strategies, the field continues
to evolve, offering more efficient tools for understanding customer behavior, predicting
market trends, and delivering personalized content. The integration of Al allows
businesses to allocate their resources more effectively, ensuring that marketing efforts are
focused on high-value opportunities. It also enables marketers to stay ahead of
competitors by providing deeper insights into consumer preferences and trends. In an era
where consumers are inundated with information and advertisements, businesses that
leverage Al to deliver relevant, personalized experiences will be better positioned to

capture consumer attention and foster long-term loyalty.

Al’s impact on digital marketing is not just a passing trend; it represents a
fundamental shift in the way businesses connect with their customers. The integration of

Al enables businesses to optimize their campaigns, improve customer engagement, and
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drive better marketing outcomes. As Al technology continues to evolve, its role in digital
marketing will only grow more prominent. Marketers who embrace Al will be able to
harness the power of data and automation to create more personalized and effective
campaigns, while those who fail to adopt Al risk falling behind in an increasingly

competitive digital marketplace.

While the benefits of Al in digital marketing are clear, it is also important to
acknowledge the challenges that come with its integration. As Al technologies become
more sophisticated, marketers must address ethical concerns related to data privacy,
algorithmic bias, and the potential for Al to reinforce existing inequalities. Businesses
must be transparent about their data collection practices and ensure that consumer data is
handled responsibly and securely. Additionally, efforts should be made to mitigate any
biases in Al algorithms to ensure that marketing practices remain fair and inclusive.
Future research should explore these ethical considerations and provide guidance on how

businesses can integrate Al responsibly while maximizing its benefits.

Al has become a critical asset in the digital marketing landscape, offering
businesses the tools they need to enhance customer targeting, personalization,
automation, and ad performance. By enabling businesses to analyze large datasets, predict
market trends, and deliver tailored content, Al is reshaping the way digital marketing
strategies are developed and executed. As Al continues to evolve, its impact on the
marketing industry will only grow, offering new opportunities for businesses to connect
with their customers and achieve their marketing goals. However, as businesses embrace
Al, they must also be mindful of the ethical challenges and potential risks associated with
its use. By addressing these challenges and integrating Al responsibly, businesses can
ensure that their digital marketing efforts remain effective, ethical, and aligned with
consumer expectations. As this research has shown, the integration of Al in digital
marketing is not just a trend—it is a powerful force that is transforming the industry and

will continue to shape the future of marketing for years to come.
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