
Copyright © 2026, IGI Global Scientific Publishing. Copying or distributing in print or electronic forms without written permission of IGI Global Scientific Publishing is prohibited. Use of this chapter to 
train generative artificial intelligence (AI) technologies is expressly prohibited. The publisher reserves all rights to license its use for generative AI training and machine learning model development.

1

Chapter 1
Artificial Intelligence 

in Marketing:
A Literature Review on 

Ethical Implications and 
Managerial Strategies

Albérico Travassos Rosário
 https://​orcid​.org/​0000​-​​0003​-​​4793​-​​4110

GOVCOPP, School of Business Sciences of Setúbal, Polytechnic Institute of 
Setúbal, Portugal

Rui Cruz
 https://​orcid​.org/​0000​-​​0002​-​​5773​-​​6049

UNIDCOM/IADE, Universidade Europeia, Portugal

Luis Andrade
 https://​orcid​.org/​0000​-​​0001​-​​8615​-​​5473

Universidade Europeia, Portugal

ABSTRACT

This literature review analyzes current research on artificial intelligence (AI) 
in marketing, focusing on ethical considerations and managerial applications. 
Recent studies cover a range of AI applications, including customer engagement, 
personalization, and brand loyalty, alongside the ethical challenges AI poses, such 
as data privacy, transparency, and fairness. The review identifies core theoretical 
frameworks such as social identity theory and affordance theory that underpin these 
discussions. Findings highlight that while AI can enhance consumer experiences 
and drive brand loyalty, it also requires ethical oversight to ensure responsible data 
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usage and avoid potential consumer mistrust. This review contributes to a deeper 
understanding of AI’s dual role in marketing as both an enhancer of consumer 
engagement and a domain for ethical scrutiny

INTRODUCTION

The emergence of artificial intelligence (AI) represents one of the most trans-
formative technological advancements of the 21st century. AI innovations are rev-
olutionising how industries operate and innovate. Initially, AI was a concept rooted 
in computer science. However, it has rapidly evolved over the past decade due to 
advancements in machine learning, natural language processing, and big data ana-
lytics (Verma et al., 2021). This growth has enabled AI technology adoption across 
various sectors, including healthcare, finance, manufacturing, and retail, where 
automation and intelligent systems increasingly integrate into daily operations. In 
addition, Vlačić et al. (2021) found that these technologies have been adopted in the 
marketing industry, allowing companies to collect and analyse substantial consumer 
data, personalise customer experiences, and optimise their campaigns in significant 
ways. As a result, AI's adoption has transformed marketing into a data-​driven, highly 
responsive field, facilitating more thoughtful decision-​making and more effective 
strategies for engaging target audiences.

The growing reliance on AI in marketing has shifted toward more sophisticated, 
data-​centric approaches. With the ability to process large-​scale consumer data, AI 
systems give marketers more profound insights into customer preferences, behaviours, 
and purchasing patterns (Chintalapati & Pandey, 2022). Tools such as recommenda-
tion engines, predictive analytics, and real-​time customer interaction platforms have 
allowed marketers to move from reactive strategies to proactive, predictive ones. 
Leveraging AI enables companies to deliver more targeted advertising, improve 
customer segmentation, and refine product offerings based on real-​time feedback 
(Huang & Rust, 2021). Moreover, AI helps automate routine marketing tasks like 
email campaigns and social media management, freeing time for creative strategy 
development and innovation. The increasing integration of AI tools highlights the 
technology's potential to redefine the scope and impact of modern marketing strategies.

AI's impact on marketing has reshaped traditional marketing strategies and 
driven innovations that enhance customer relationships, increase efficiency, and 
provide predictive insights. AI has become central to many marketing operations, 
from automated content creation and personalised advertisements to advanced cus-
tomer segmentation and sentiment analysis (Sterne, 2017). However, as AI-​driven 
tools become more integral to marketing, ethical concerns regarding data privacy, 
algorithmic bias, and transparency have surfaced. These concerns have prompted 
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the need for responsible management and AI applications (Feng et al., 2021). This 
literature review provides a comprehensive analysis of the ethical implications of AI 
in marketing alongside the managerial strategies required to navigate this evolving 
field. Using a systematic bibliometric literature review (LRSB) of 175 documents, 
this paper synthesises existing research to explore how AI is redefining marketing 
while addressing the ethical and strategic challenges it presents.

METHODOLOGICAL APPROACH

This study utilises a systematic bibliometric literature review (LRSB) to explore 
the ethical implications and managerial strategies associated with using artificial 
intelligence (AI) in marketing. The LRSB method allows for a quantitative analysis 
of published literature, offering insights into the distribution of knowledge, key 
trends, and influential works within the field. The Preferred Reporting Items for 
Systematic Reviews and Meta-​Analyses (PRISMA 2020) framework guided the 
methodology to ensure a transparent and replicable review process. PRISMA was 
selected due to its structured approach to identifying, screening, and synthesising 
relevant literature, enhancing the findings' rigour and reliability (Haddaway et al., 
2022). Following PRISMA's procedure allowed the systematic capturing of a broad 
scope of publications while filtering down to the most pertinent studies related to 
AI's role in marketing strategies.

The Scopus database was utilised to gather and select pertinent materials, following 
the guidance of Rosário & Casaca (2023) and Rosário et al. (2023, 2021). Scopus 
is highlighted as one of the most extensive abstract and citation databases, offering 
various sources, such as conference proceedings, books, and journal articles, and 
encompassing both international and regional research areas. The platform ensures 
high data quality through an independent Content Selection and Advisory Board, 
which enforces a stringent content selection and regular re-​assessment protocol.

Unlike conventional literature reviews, the Systematic Bibliometric Literature 
Review (LRSB) approach provides a more structured and thorough analysis of 
the research landscape on a specific subject, as indicated by Rosário & Casaca 
(2023) and Rosário et al. (2023, 2021). This approach emphasises refining article 
selection to include only those works that directly address the research question. It 
also establishes a clear audit trail, enabling readers to evaluate the selected studies' 
methodology, findings, and overall quality.

The LRSB method follows a detailed protocol for screening and selecting sourc-
es to ensure the data's reliability and relevance. This protocol is divided into three 
phases and six steps, as shown in Table 1, by the methodologies detailed by Rosário 
& Casaca (2023) and Rosário et al. (2023, 2021).
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Table 1. Process of systematic LRSB.
Fase Step Description

Exploration

Step 1 formulating the research problem

Step 2 searching for appropriate literature

Step 3 critical appraisal of the selected studies

Step 4 data synthesis from individual sources

Interpretation Step 5 reporting findings and recommendations

Communication Step 6 Presentation of the LRSB report

Source: adapted Rosário & Casaca (2023); Rosário et al. (2023, 2021).

The researchers utilised the Scopus database to identify and select credible sources 
broadly acknowledged by the academic and scientific community. It is worth noting 
a limitation of this study: it focused solely on the Scopus database, excluding other 
academic and scientific databases, and restricted its search to publications available 
up to September 2024. The search strategy emphasised peer-​reviewed academic and 
scientific publications.Parte superior do formulário

The selection process began with a comprehensive search of the Scopus database, 
using the search term “artificial intelligence” in the title, abstract, and keywords. 
This initial search identified 605,271 documents. A secondary search query was 
applied to narrow the focus to marketing applications: TITLE-​ABS-​KEY “artifi-
cial intelligence” AND TITLE-​ABS-​KEY “marketing,” which reduced the dataset 
to 4,794 documents. This step was crucial in identifying literature that explicitly 
linked AI with marketing practices, ensuring the relevance of the documents to the 
study's aims. Finally, the search further refines by adding the keyword “marketing 
strategy,” which limited the dataset to 175 documents directly related to AI-​driven 
marketing strategies. These results formed the core of the systematic review, and 
the researchers subsequently analysed them for relevance and quality.

Specific inclusion and exclusion criteria were applied to ensure the relevance and 
rigour of the documents analysed in the final report (see Table 2). The researchers 
included only articles published in peer-​reviewed journals that addressed the inter-
section of marketing strategy and brand development. To keep the dataset focused, 
they excluded publications unrelated to business, marketing, or branding fields. 
This systematic selection process ensured the final literature set was high-​quality 
and closely aligned with the research objectives. Table 2 provides a summary of 
the search process.
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Table 2. Screening Methodology.
Database Scopus Screening Publications

Meta-​search Keyword: Artificial Intelligence 605,271

First Inclusion Criterion Keyword: Artificial Intelligence, Marketing 4,794

Second Inclusion Criteria Keyword: Artificial Intelligence, Marketing 
Exact Keyword: Marketing Strategy

175
Screening

Keyword: Artificial Intelligence, Marketing 
Exact Keyword: Marketing Strategy 

Until October 2024

Source: own elaboration

Content and thematic analysis methods were utilised to identify, assess, and 
present the range of documents, following the approach outlined by Rosário & 
Casaca (2023) and Rosário et al. (2023, 2021). Strict selection criteria were applied 
to include only relevant, high-​quality academic sources. The researchers included 
studies that specifically focused on luxury brands and consumer behaviour. Document 
eligibility was assessed based on alignment with the research topic, methodological 
rigour, and publication in peer-​reviewed sources (see Figure 1).
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Figure 1. PRISMA 2020 flow diagram for the systematic literature search.

Subsequently, 175 scientific and academic documents indexed in Scopus were 
analysed using a combination of narrative and bibliometric approaches, as detailed 
by Rosário & Casaca (2023) and Rosário et al. (2023, 2021). These methods were 
applied to examine the documents' content and identify recurring themes that were 
directly relevant to the research questions.

Of the 175 documents selected, 83 were conference proceedings, 47 were jour-
nals, 40 were book series, and 5 were books.

PUBLICATION DISTRIBUTION

Peer-​reviewed articles on Artificial Intelligence in Marketing on Ethical Impli-
cations and Managerial Strategies, September 2024. The year 2024 has the highest 
number of peer-​reviewed publications, reaching 39. Figure 2 summarises the peer-​
reviewed literature published until September 2024.
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Figure 2. Documents by year

Source: own elaboration

Figure 3 displays the countries exhibiting the highest levels of scientific output 
in specific research areas, with particular emphasis on China, India, the USA, and 
Indonesia, which boast the most significant number of publications.

Figure 3. Scientific production by country.

Table 3 and Figure 3 visually illustrate the top 10 nations making notable sci-
entific contributions in the examined domains. This investigation aims to identify 
countries that prioritise studying luxury brands and their consumption.
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Table 3. Top 10 countries by number of publications.
Country Number of Publications

CHINA 135

INDIA 104

USA 25

INDONESIA 20

SPAIN 15

UKRAINE 14

ITALY 12

JAPAN 11

MOROCCO 11

BAHRAIN 9

Source: own elaboration

Publications were sorted out as follows: Advances In Intelligent Systems And 
Computing (8); 2011 2nd International Conference On Artificial Intelligence Man-
agement Science And Electronic Commerce Aimsec 2011 Proceedings (8); Lecture 
Notes In Networks And Systems (7); Lecture Notes In Computer Science Including 
Subseries Lecture Notes In Artificial Intelligence And Lecture Notes In Bioinformatics 
(7); Communications In Computer And Information Science (5); ACM International 
Conference Proceeding Series (4); Procedia Computer Science (3); Journal Of The 
Academy Of Marketing Science (3); Journal Of Physics Conference Series (3); 
Ceur Workshop Proceedings (3); with 2 (Studies In Big Data; Strategic Direction; 
Smart And Sustainable Interactive Marketing; Mobile Information Systems; Lecture 
Notes On Data Engineering And Communications Technologies; Lecture Notes In 
Electrical Engineering; Journal Of Business Research; International Conference 
On Electrical Computer Communications And Mechatronics Engineering Iceccme 
2023; Information Switzerland; IFIP Advances In Information And Communication 
Technology; IEEE Access; Computers In Human Behavior), and the remaining 
publications with 1 document.

The subject areas covered by the 82 scientific or academic documents were Com-
puter Science (142), Engineering (59), Business, Management and Accounting (37);

Mathematics (34); Decision Sciences (30); Economics, Econometrics and Finance 
(17); Physics and Astronomy (13); Materials Science (10); Social Sciences (7); 
Medicine (7); Energy (5); Psychology (4); Arts and Humanities (4); Neuroscience 
(3); Environmental Science (2); Earth and Planetary Sciences (2); Agricultural and 
Biological Sciences (2); Multidisciplinary (1); Chemistry (1); Chemical Engineering 
(1); and Biochemistry, Genetics and Molecular Biology (1).
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The most quoted article was “A Strategic Framework for Artificial Intelligence 
in Marketing” by Huang & Rust (2021), with 499 quotes published in the Journal 
of the Academy of Marketing Science 7,190 (SJR), the best quartile (Q1), and 
with H index (207). In this article, “The authors develop a three-​stage framework 
for strategic marketing planning, incorporating multiple artificial intelligence (AI) 
benefits: mechanical AI for automating repetitive marketing functions and activities, 
thinking AI for processing data to arrive at decisions, and feeling AI for analysing 
interactions and human emotions.”

In Figure 4, we can analyse citation changes for documents published up to 
September 2024. The period ≤2014-​2024 shows a positive net growth in citations 
with an R2 of 72%, reaching 983 in 2024.

Figure 4. Evolution of citations between ≤2014 and 2024.

Source: own elaboration

The h-​index measures the productivity and impact of published works by iden-
tifying the highest number of articles each has received at least an equal number of 
citations. Seventeen of the documents considered for the h-​index received at least 
17 citations.

Citations of all scientific and academic documents from the period ≤2014 to 
September 2024, with a total of 2,746 citations; of the 175 documents, 71 were not 
cited. The self-​citation of documents in ≤2014 to September 2024 was 59.

Using the main keywords “Artificial Intelligence in Marketing on Ethical 
Implications and Managerial Strategies, “the bibliometric analysis revealed key 
indicators of the evolving landscape of scientific and academic information within 
the documents, as shown in Figure 5. The researchers derived these insights using 
VOSviewer scientific software, focusing specifically on the primary search terms: 
“Artificial Intelligence,” “Marketing,” and “Marketing Strategy.”
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Figure 5. Network of all keywords

This study builds on a thorough review of scientific and academic literature ex-
ploring Artificial Intelligence in Marketing on Ethical Implications and Managerial 
Strategies. Figure 6 provides a detailed examination of the interrelated keywords, 
highlighting the connections between critical terms across the academic articles. 
This analysis helps identify the topics covered in these studies and offers valuable 
insights into potential avenues for future research. Furthermore, Figure 7 illustrates 
a substantial number of co-​citations and units, enhancing the analysis of the cited 
references and supporting the overall findings.
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Figure 6. Network of Linked Keywords

Figure 7. Network of co-​citation
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THEORETICAL PERSPECTIVES

In recent years, the integration of AI into marketing has grown significantly. 
Businesses increasingly leverage AI technologies to enhance customer engagement, 
streamline operations, and optimise marketing strategies (Jhaveri et al., 2023). AI-​
driven tools like machine learning algorithms, chatbots, and predictive analytics have 
become central to marketing efforts. They enable companies to deliver personalised 
content, automate processes, and make data-​informed decisions (Mdoe et al., 2023). 
This growth and adoption have led to increased research on the application of AI in 
marketing and its potential impacts and challenges. This literature review section 
synthesises data from the identified 175 sources.

Defining the Main Concepts

Artificial Intelligence

Artificial intelligence (AI) is a branch of computer science focused on creating 
systems and technologies capable of simulating human cognitive processes such 
as learning, reasoning, problem-​solving, and decision-​making. Although there is 
no standard definition of AI, Samoili et al. (2020) describe it as “machines that 
behave like humans or are capable of actions that require intelligence” (p.7). AI 
encompasses a wide range of subfields, including machine learning, natural language 
processing, and neural networks, which allow systems to adapt, predict, and improve 
through exposure to new data (Ponomarenko et al., 2024). AI systems analyse vast 
amounts of information, identify patterns, and execute tasks with high accuracy, 
often surpassing human capabilities in speed and scalability.

AI transforms marketing by enhancing data analysis, automating repetitive tasks, 
and improving customer interaction through personalised content and predictive 
insights. Tools like recommendation engines, chatbots, and predictive analytics are 
examples of how AI is applied to make marketing more efficient and effective (Rama 
Krishna et al., 2023; Salkovska et al., 2023). They enable businesses to precisely 
reach target audiences and optimise decision-​making based on real-​time data. As AI 
continues to evolve, its potential to revolutionise marketing strategies is substantial 
(Özkaynak et al., 2024). Its ability to process and interpret large-​scale consumer 
data will be at the forefront of digital marketing innovation.

Marketing

Marketing is the strategic process by which organisations create, communicate, and 
deliver value to consumers with the ultimate goal of promoting and selling products 
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or services. Its history dates back 200 years, when Thomas Barrett invented persua-
sion, awareness, and promotion techniques (Sheth, 2021; Cillo & Rubera, 2024). 
Marketing involves understanding customer needs and behaviours, market research, 
brand positioning, product development, and campaigns to generate awareness and 
drive consumer engagement. Modern marketing integrates traditional approaches, 
such as print advertising and in-​store promotions, and digital tactics, such as social 
media marketing, search engine optimisation (SEO), and email campaigns (Abdulla 
& Hussain, 2024; Kurolov, 2022). Developing a strategy that balances long-​term 
brand equity with short-​term sales objectives, using data to inform decision-​making, 
and adapting to changing market conditions is central to effective marketing (Dja-
surovna et al., 2024; Zeeshan & Saxena, 2020). In today's digital era, marketing 
has become increasingly data-​driven, relying on advanced tools and technologies, 
including AI, to collect consumer insights, analyse trends, and automate workflows 
(Ziakis & Vlachopoulou, 2023). This shift allows marketers to craft personalised, 
real-​time customer experiences, building stronger relationships between brands and 
their audiences while optimising resource allocation and marketing performance 
across various platforms.

Theoretical Frameworks on AI Adoption in Marketing

Theoretical frameworks provide a structured approach to understanding the un-
derlying principles and dynamics that influence AI adoption in marketing. Applying 
established theories can help comprehend how marketers and consumers interact 
with AI-​driven tools and the implications of these interactions on marketing strat-
egies (Doanh et al., 2023; Narayanasamy et al., 2019). Two relevant frameworks in 
this context are Social Identity Theory and Affordance Theory. They offer valuable 
insights into how AI shapes the marketing landscape and influences consumer be-
haviour. These theories help explain the psychological and perceptual factors that 
drive the adoption and effectiveness of AI technologies in marketing.

Social Identity Theory

Henri Tajfel and John Turner developed the Social Identity Theory (SIT) in 
the 1970s. However, Raskovic and Takacs-​Haynes (2021) trace its origins back to 
Henri Tajfel's early research in the 1950s on the influence of social categorisation 
on perceptions, followed by his exploration of the cognitive basis of prejudice in 
the 1960s. His work on minimal social categorisation in the early 1970s and group-​
based social comparisons in the mid-​1970s also provided foundational concepts. 
SIT argues that individuals define themselves based on their membership in social 
groups (Hodson & Earle, 2017). According to this theory, a person's self-​concept is 
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closely tied to their identification with various groups, whether based on nationality, 
gender, profession, or brand loyalty. The theory explains how individuals derive 
pride and self-​esteem from the success and status of the groups they associate with, 
leading to in-​group favouritism and out-​group discrimination (Charness & Chen, 
2020). In addition, SIT highlights the psychological mechanisms that drive group 
behaviour, including categorisation, identification, and comparison. Individuals tend 
to categorise themselves and others into social groups, identify with these groups, 
and compare their group to others to maintain positive self-​perceptions.

SIT is highly relevant in explaining the adoption of AI in marketing, especially 
in understanding consumer behaviour and brand loyalty in the digital age. AI-​driven 
marketing tools leverage data on social identities to create more personalised and 
targeted content that resonates with specific consumer groups (Liu et al., 2020). 
For example, AI can analyse consumer data to identify patterns of group behaviour, 
enabling brands to tailor their messaging and positioning to align with the identities 
of their target audiences. AI-​enhanced tools such as customer segmentation and per-
sonalised advertising can reinforce consumers' sense of belonging to specific brand 
communities, strengthening brand loyalty (Rather & Hollebeek, 2019). Moreover, AI 
systems can track how social identities evolve, giving marketers real-​time insights 
into how consumers' group affiliations influence purchasing behaviour (Selenko 
et al., 2022). Consequently, they can leverage these insights to create dynamic and 
relevant marketing strategies that capitalise on the psychological principles of SIT.

Affordance Theory

Psychologist James J. Gibson originally introduced the Affordance Theory. It 
refers to the concept that an object or environment provides particular action pos-
sibilities or “affordances” based on its properties and the individual's capabilities 
(Blewett & Hugo, 2016). In essence, affordances are the potential uses or actions 
a person perceives in an object or system. The theory highlights the relationship 
between users and the technological tools they interact with (Volkoff & Strong, 
2017). Researchers have widely applied it in various fields, including design, 
human-​computer interaction, and organisational studies. Affordances are not intrinsic 
features but rather emerge through the interaction between the user's goals and the 
object's capabilities, meaning that what one person sees as a possibility for action 
may differ from another based on their context and knowledge.

Affordance Theory helps explain how AI tools provide marketers with new 
possibilities for action and strategy. AI offers multiple affordances to marketing 
professionals, such as automating routine tasks, providing predictive analytics, and 
delivering personalised content at scale (Keller et al., 2019). Marketers perceive 
these affordances based on their understanding of the technology and its alignment 
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with their strategic goals. For example, AI's ability to analyse large datasets allows 
marketers to gain deeper insights into customer behaviour and preferences, leading 
to more informed decision-​making (Liu & Chen, 2024). Similarly, AI-​driven chat-
bots afford real-​time customer service, enabling businesses to enhance customer 
experience and engagement. The concept of affordance is critical in explaining how 
marketing teams adopt and use AI technologies (Lin et al., 2022). It emphasises that 
the value of AI lies not just in its technical capabilities but in how users recognise 
and leverage these capabilities within their specific marketing contexts.

Applications of AI in Marketing

AI applications in marketing have transformed how businesses engage with 
consumers, optimise strategies, and drive growth. Leveraging AI innovations, such 
as advanced machine learning algorithms and data analytics, enables marketers to 
make more informed decisions, personalise customer experiences, and automate 
critical processes (Patil et al., 2024; Hidri et al., 2020; Sakas et al., 2022). Integrating 
AI across various marketing functions enhances efficiency and provides valuable 
insights that lead to more targeted and effective campaigns (Wilendra et al., 2024). 
Below are vital applications of AI in marketing that demonstrate its broad and im-
pactful role in the industry.

Customer Engagement

AI-​driven technologies enhance customer engagement by facilitating meaningful 
interactions between brands and their audiences. Businesses use machine learning 
algorithms to analyse customer behaviour and preferences in real time, allowing for 
timely and relevant communication (Kunekar et al., 2024; Peruchini et al., 2024). 
For instance, Gabelaia (2023) found that AI can track how users interact with digital 
content, enabling marketers to identify patterns that indicate a customer's interests 
and needs. With this insight, brands can create tailored experiences, such as person-
alised recommendations and targeted content, fostering a deeper connection with 
customers (Albán Bartra et al., 2021; Chen et al., 2020). In addition, AI-​powered 
tools can automate engagement efforts (Hsu & Liou, 2021). This would ensure 
that businesses maintain consistent and effective communication across various 
platforms, from social media to email marketing, ultimately leading to stronger 
customer relationships and increased engagement rates.
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Brand Loyalty

AI significantly influences brand loyalty by enabling companies to provide per-
sonalised experiences that resonate with individual consumers. AI leverages data 
analytics, which helps brands understand their customer's preferences, habits, and 
feedback, allowing for tailored interactions that enhance satisfaction (James et al., 
2021; Rodriguez-​Sarmiento et al., 2024). For example, AI can analyse purchase 
history and browsing behaviour to suggest products that align with customers' tastes, 
creating a sense of understanding and connection (Huang & Rust, 2021). Moreover, 
AI-​driven loyalty programs can dynamically adapt to customer behaviour, offering 
rewards aligning with purchasing patterns and encouraging repeat business (Liu & 
Chen, 2021; Lv, 2022). As a result, when customers feel valued and understood, 
their likelihood of developing loyalty toward a brand increases. The sense of being 
valued and understood contributes to long-​term customer retention and advocacy.

Personalisation

Personalisation is a crucial application of AI in marketing that transforms how 
businesses communicate with customers. According to Rao et al. (2018), AI enables 
marketers to create highly personalised content and recommendations by analysing 
vast amounts of data, including demographic information, browsing history, and 
purchase patterns. This tailored approach enhances the customer experience by 
ensuring that marketing messages are relevant and timely, significantly improving 
engagement rates (Kushnarevych & Kollárová, 2023; Lee, 2021). In addition, per-
sonalised marketing campaigns, driven by AI insights, can dynamically adjust in 
real-​time, responding to user interactions and preferences (Irani & Nozari, 2024). 
This strategy enhances the overall effectiveness of marketing strategies and cus-
tomer satisfaction.

Predictive Analytics

AI-​powered predictive analytics allows marketers to forecast future consumer 
behaviours and trends based on historical data. Businesses employing machine learn-
ing algorithms can analyse patterns in customer interactions, purchase histories, and 
market dynamics to identify potential future actions (Adi Pratama et al., 2024; Wu 
et al., 2021). This capability enables organisations to make data-​driven decisions 
about inventory management, marketing strategies, and customer engagement efforts 
(Tianyuan & Moro, 2021). Predictive analytics can help determine which products 
are likely in demand, allowing companies to optimise inventory and reduce waste 
(Al Khaldy et al., 2023; Tian et al., 2018; Kadu & Joshi, 2022). Furthermore, brands 
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can proactively engage with their audiences through targeted marketing campaigns 
by anticipating customer needs, improving customer satisfaction and increasing 
conversion rates.

Customer Segmentation

AI enhances customer segmentation by providing deeper insights into consum-
er behaviours and preferences, allowing marketers to categorise audiences more 
effectively. Traditional segmentation methods rely on broad demographic criteria. 
AI enables more nuanced groupings based on intricate behavioural data (Agrawal 
et al., 2024; Jha et al., 2020). AI can identify distinct customer segments with 
common traits or preferences by analysing purchasing habits, online interactions, 
and social media activity (Septiana Putra et al., 2023; Kasahara et al., 2017). This 
advanced segmentation allows marketers to tailor their strategies to specific groups, 
delivering targeted messages and offers that resonate more effectively (Su, 2018; 
Thamaraiselvi et al., 2024). As a result, businesses can optimise their marketing 
efforts, allocate resources efficiently, and achieve higher engagement and conversion 
rates in their campaigns.

Chatbots and Virtual Assistants

AI-​powered chatbots and virtual assistants have revolutionised customer service 
by providing real-​time support and information. These AI-​driven tools can handle 
various inquiries, from answering frequently asked questions to guiding customers 
through complex processes while operating 24/7 (Youn & Jin, 2021). Chatbots 
leverage natural language processing to understand and respond to customer queries 
conversationally, enhancing the overall user experience (Huang et al., 2021; Chica 
et al., 2023). In addition, they can collect valuable data on customer preferences and 
issues, which can inform marketing strategies and product development (Liu, 2021; 
Khatibi et al., 2011). As a result, businesses that implement AI chatbots and virtual 
assistants can significantly improve customer satisfaction, streamline operations, and 
reduce response times (Khondakar et al., 2024). These practices help free human 
agents to focus on more complex tasks.

Marketing Automation

AI plays a critical role in marketing automation by streamlining repetitive tasks and 
enhancing the efficiency of marketing campaigns. Businesses can automate various 
processes using AI-​driven tools, including email marketing, social media posting, 
and lead nurturing (Gupta & Tomar, 2021; Kordon, 2010). This automation allows 
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marketers to focus on strategic planning and creativity. For instance, AI can analyse 
customer behaviour to trigger automated email responses based on user actions, such 
as abandoned shopping carts or recent purchases (Martínez-​Rolán & Piñeiro-​Otero, 
2022). This level of automation saves time and resources and ensures that customers 
receive timely and relevant communications (Manis & Madhavaram, 2023; Kumar 
et al., 2024). Organisations that integrate AI into marketing automation improve 
their responsiveness to consumer needs and optimise the overall effectiveness of 
their marketing strategies.

Ad Targeting

AI helps analyse consumer data to deliver personalised advertisements to the 
right audience at the right time. Through machine learning algorithms, AI can 
identify patterns in user behaviour, preferences, and demographics (Otero & Guti-
érrez, 2015). Marketers can then use these insights to segment their audiences more 
precisely. This targeted approach ensures that advertisements reach individuals 
most likely interested in the promoted product or service (Hatano et al., 2019; He, 
2022). Moreover, AI enables dynamic ad placements that can adapt in real time 
based on user interactions, maximising the relevance of the content shown (Hsieh 
et al., 2011; Kumar et al., 2021). As a result, AI-​driven ad targeting improves the 
efficiency of marketing campaigns and enhances return on investment (ROI) by 
increasing conversion rates and reducing wasted ad spend.

Managerial Strategies for AI Implementation in Marketing

Implementing AI in marketing requires a strategic approach to realise its full 
potential. Marketing leaders must focus on integrating AI technologies to align 
with broader business goals while ensuring that teams across the organisation are 
equipped to utilise these tools effectively (Hu, 2011; Chen et al., 2022). AI-​driven 
strategies should enhance marketing processes' efficiency and support continuous 
improvement through data analysis and informed decision-​making (Charles et al., 
2024). Below are critical managerial strategies that provide a framework for suc-
cessfully incorporating AI into marketing operations.

Data-​Driven Decision Making

Incorporating content marketing and storytelling in a marketing strategy can help 
brands engage consumers by providing value beyond product offerings. Modern-​day 
consumers expect more from brands than advertisements, including informative, 
entertaining, or inspiring content. Content marketing enables brands to meet this 
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demand by producing blogs, videos, articles, and social media posts that align with 
the brand's values and mission while addressing the target audience's interests (Roy 
et al., 2022). Storytelling is a critical component of content marketing that allows 
brands to humanise their identity by crafting narratives that resonate emotionally 
with consumers (Chen et al., 2023). Through stories that reflect the brand's history, 
values, or customer experiences, brands can create a lasting impression, which is 
vital for building brand loyalty. Therefore, an effective marketing strategy should 
include content marketing and storytelling to facilitate an ongoing conversation 
between the brand and its audience (Mochla et al., 2023). These elements help 
keep the brand prominent in consumers' minds and foster long-​term engagement. 
As a result, these opportunities contribute to brand-​building by adding depth to the 
brand's image, making it more relatable and memorable to consumers.

AI Integration into Marketing Processes

Seamless integration of AI into existing marketing workflows is crucial for 
maximising its potential. Marketers should view AI not as a standalone tool but 
as a complement to existing functions like content creation, customer relationship 
management (CRM), and analytics (Abebe et al., 2018; Abbasi & Esmaili, 2024). 
Marketing leaders must work closely with IT teams to embed AI technologies into 
processes where they can add the most value (Alammal & Al Mubarak, 2023; 
Sarath Kumar Boddu et al., 2022). For example, Davenport et al. (2020) explain that 
integrating AI into CRM systems can enhance customer interactions by providing 
personalised content and automating routine tasks such as lead nurturing and customer 
follow-​ups. When fully integrated into core marketing operations, AI enhances the 
department's ability to operate efficiently, make data-​backed decisions, and scale 
initiatives with minimal human intervention.

Cross-​Functional Collaboration

Effective AI implementation in marketing requires collaboration across various 
departments, particularly between marketing, IT, and data science teams. Each team 
brings unique expertise (Jianjun, 2020). Marketers understand consumer behaviour 
and campaign objectives, IT professionals ensure the technical infrastructure can 
support AI tools, and data scientists can provide insights into data patterns and 
algorithm performance (Kavitha Devi & Venkatesh, 2010; Maharani & Gozali, 
2015; Noor, 2022). Encouraging cross-​functional collaboration ensures that AI 
technologies are implemented correctly and optimised to meet marketing goals. 
This approach helps marketers use AI tools to their fullest potential by translating 
technical capabilities into actionable marketing strategies (Setor, 2021; Lee, 2004). 
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In addition, fostering collaboration helps avoid silos, ensuring that AI initiatives 
align with overall business objectives.

Performance Monitoring and Optimisation

AI-​driven marketing strategies require ongoing monitoring to assess their 
effectiveness and make necessary adjustments. Managers must establish key per-
formance indicators (KPIs) that reflect short-​term and long-​term marketing goals 
(Cui, 2024). AI tools often assist in tracking these metrics, such as customer en-
gagement, conversion rates, and ROI. Business managers can continuously monitor 
performance and identify areas where AI-​driven campaigns succeed, as well as areas 
where improvements are needed (Durmus Senyapar et al., 2024; Li, 2024). Regular 
assessment allows businesses to fine-​tune AI algorithms, ensuring that marketing 
initiatives remain agile and responsive to changing consumer behaviours or market 
trends (Meng & Beninsig, 2024; Lee et al., 2020; Senecha & Srivastava, 2022). 
The cycle of monitoring, feedback, and optimisation is critical for maintaining the 
relevance and efficiency of AI-​powered marketing strategies.

Scalability and Flexibility

As AI continues to evolve, marketing strategies must remain scalable and flexible. 
AI solutions should be chosen with an eye toward future growth, ensuring they can 
adapt to increasing data volumes, expanding customer bases, and more complex 
marketing needs (Li et al., 2023; Fu et al., 2018; Shen et al., 2011). Managers must 
prioritise AI tools that can be easily scaled to handle more extensive operations or 
changing marketing landscapes. For example, AI can manage increased customer 
interactions, automate more complex tasks, and provide deeper insights through more 
extensive data sets as businesses grow. Flexibility is equally essential (Gallego et 
al., 2024; Lei et al., 2021). AI technologies should be adaptable enough to integrate 
with emerging marketing trends or shifts in consumer behaviour without requiring 
a complete overhaul of the system (Gore & Kumar Mishra, 2023; Yaiprasert & 
Hidayanto, 2023). A scalable and flexible AI strategy allows marketing teams to 
grow and innovate alongside the technology.

Change Management

Successful AI implementation requires effective change management to ensure 
smooth organisational adoption. Marketing teams may face resistance when inte-
grating AI technologies, as employees might feel threatened by automation or need 
help interacting with new systems (Kaur et al., 2020). Managers must guide their 
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teams through this transition by fostering a culture that embraces innovation and 
providing comprehensive training on AI tools and their benefits (Tsai et al., 2006; 
Songsangyos et al., 2015). Clear communication about how AI will enhance, rather 
than replace, human roles can help alleviate concerns and encourage buy-​in from 
staff (Alawadh et al., 2023; Liang et al., 2019). A structured change management 
process equips teams to adapt to AI technologies, enabling smoother implementation 
and long-​term success in marketing initiatives.

Ethical Implications of Implementing AI in Marketing

The rise of AI in marketing presents multiple ethical implications that businesses 
must carefully navigate. While AI offers immense potential for improving efficiency, 
personalisation, and customer engagement, its use also raises critical concerns re-
garding the treatment of consumer data, fairness in decision-​making, and the impact 
on individuals and society (Benjelloun & Kabak, 2024). This section explores the 
key ethical dilemmas associated with AI implementation in marketing, highlighting 
businesses' complexities in balancing innovation with ethical responsibility.

Data Privacy

Data privacy is one of the most pressing ethical concerns in AI-​driven marketing. 
AI systems rely on large volumes of personal data to function effectively, including 
customer demographics, browsing history, purchase patterns, and sensitive informa-
tion such as location data or social media activity (Makhlooqa & Mubarakb, 2024; 
Sun, 2023). This vast collection of personal data raises concerns about how marketers 
gather, store, and use this information (Qian & Gao, 2011). Many consumers are 
unaware of the extent of data collection and usage, which often leads to a breach 
of trust between them and businesses. In addition, the risk of data breaches or un-
authorised access increases with AI since these systems often handle and process 
data at unprecedented scales (Xie & He, 2022; Yang et al., 2020). Consumer data 
becomes vulnerable when companies fail to ensure robust security measures, leading 
to potential financial and reputational damage (Zhang et al., 2020). Furthermore, the 
need for clear global standards on data privacy adds complexity. Different regions 
enforce varying levels of protection, leaving consumers exposed in jurisdictions 
with weaker regulations.

Bias and Discrimination

AI systems are susceptible to bias and discrimination, which presents significant 
ethical challenges in marketing. Since historical data trains AI algorithms, the AI 
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system can perpetuate or even amplify any biases present in that data (Leavy et al., 
2020; Xu, 2022; Singhal et al., 2024). For example, if past marketing campaigns 
disproportionately targeted specific demographics, an AI system may continue to 
favour these groups, potentially leading to discriminatory outcomes (Schwartz et 
al., 2022; Liu, 2024). This tendency requires revision in product recommendations, 
pricing strategies, and ad targeting to prevent the exclusion or unfair treatment of 
marginalised groups (Sung et al., 2022). Biases may arise from the data and the AI 
algorithms' design. Human developers may unintentionally encode their biases into 
the system (Nazer et al., 2023; Zhang et al., 2022; Xiao, 2012). This unintentional 
bias can lead AI systems to make decisions reinforcing existing social inequalities, 
undermining fairness and inclusivity in marketing practices (Zhang, 2024; Naufal et 
al., 2017). The opacity of AI decision-​making processes presents a challenge, making 
it difficult for practitioners to detect and address bias once embedded in the system.

Transparency

The issue of transparency in AI-​driven marketing involves the opacity of algo-
rithms and the decision-​making processes behind AI applications. AI systems often 
function as “black boxes,” making decisions that users, consumers, or developers 
do not understand or explain (Felzmann et al., 2020; Buhas et al., 2024; Zhang & 
Huang, 2015). The lack of transparency can erode trust between consumers and 
companies, as individuals may feel uncomfortable or suspicious when they cannot 
understand how or why certain advertisements or content target them. In marketing, 
AI is frequently used to personalise customer experiences, but without transparen-
cy, consumers may not fully grasp the extent to which their data is being used or 
manipulated (Schmidt et al., 2020; Carloman et al., 2024; D′Aniello et al., 2016). 
Moreover, the complexity of AI algorithms makes it difficult to audit or hold com-
panies accountable for the outcomes of their AI systems, especially when harmful 
or unintended consequences arise (Daneshjou et al., 2021; Olena et al., 2024). This 
challenge creates ethical issues in maintaining transparent customer relationships 
and ensuring AI systems operate clearly and understandably.

Manipulation and Autonomy

AI's ability to predict and influence consumer behaviour raises ethical concerns 
about manipulation and the erosion of consumer autonomy. AI-​powered marketing 
strategies, particularly those using predictive analytics, can create highly targeted 
content designed to influence purchasing decisions, sometimes without the con-
sumer being fully aware of the extent of the influence (de Marcellis-​Warin et al., 
2022; Elhajjar, 2024). While traditional marketing has always aimed to persuade 
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consumers, AI's capacity to process large amounts of data and predict behaviour 
with high accuracy introduces a new level of precision in shaping choices. This 
heightened precision can blur the line between persuasion and manipulation in 
marketing (Blauth et al., 2022; Papavasileiou & Tsadiras, 2011; Prada Segura & 
Velandia Daza, 2021). Consumers may find themselves guided toward decisions that 
align with a company's interests but may not be in their best personal interest (Rita 
et al., 2021). This influence can undermine autonomy, as individuals lose the ability 
to make independent choices based on unbiased information (Hacker, 2023; Patel 
& Modi, 2020; Wang & Zhong, 2024). The ethical challenge here revolves around 
how much impact is too much and where the boundary lies between acceptable 
marketing practices and manipulative tactics that exploit consumer vulnerabilities.

Consent and Informed Choice

The ethical issue of consent and informed choice in AI marketing arises from 
the often opaque data collection processes characterising AI systems. AI requires 
vast amounts of consumer data to function effectively. However, many consumers 
must know how much their data is collected, shared, or used (Farid et al., 2024; 
Eriksson et al., 2020). In many cases, consent must be adequately obtained or em-
bedded within lengthy, unclear privacy policies that consumers may need to fully 
understand (Roy et al., 2024). The lack of explicit consent prompts questions about 
whether consumers are truly informed about how their personal information is used, 
especially when shared with third parties or applied to purposes beyond the initial 
agreement (Cohen, 2019; El Koufi & Belangour, 2023).

Moreover, the dynamic nature of AI systems, which continually adapt and evolve, 
allows data usage to change over time. This variability further complicates the issue 
of informed consent, as it becomes challenging for consumers to stay fully aware of 
how their data may be used in the future (Cohen & Slottje, 2024; Saadi & Azdimousa, 
2024; Wang & Xu, 2011). The lack of transparency and clear communication can 
make consumers feel deceived or exploited, as they may need to fully understand 
or agree with how companies leverage their data in marketing strategies.

Job Displacement and Workforce Impact

Implementing AI in marketing raises significant ethical concerns regarding 
job displacement and the broader impact on the workforce. AI technologies are 
increasingly capable of automating tasks previously performed by human workers, 
such as data analysis, content creation, and customer service interactions (Neary et 
al., 2018; Fu & Fu, 2011; Trandafili et al., 2013). While this can lead to increased 
efficiency and cost savings for businesses, it also threatens to reduce the need for 
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human labour in specific roles (Lazaroiu & Rogalska, 2023). As AI continues to 
evolve, marketing professionals may find their skills becoming obsolete, leading 
to job losses or the need for significant retraining (Tiwari, 2023; Gao et al., 2023; 
Wang et al., 2022). This shift affects individual workers and has broader societal 
implications, such as increased unemployment and economic inequality (Tsai, 2024; 
Wahbeh & Abuelrub, 2021). The rapid pace of AI adoption in marketing can leave 
workers unprepared for the transition, creating ethical concerns about how busi-
nesses manage the human impact of technological advancements (Chen & Tang, 
2022; Gupta & Chokshi, 2020; Wang & Lim, 2011). Furthermore, the rise of AI 
could lead to a devaluation of human creativity and strategic thinking as companies 
increasingly rely on machines to generate insights and solutions that were once the 
domain of human marketers.

CONCLUSION

The emergence of AI has significantly altered the marketing field by offering 
businesses numerous tools and capabilities to engage customers and optimise 
strategies. AI has become integral to modern marketing, with applications like pre-
dictive analytics, marketing automation, customer segmentation, and personalised 
experiences becoming standard practices. These AI-​driven tools allow businesses 
to analyse vast amounts of consumer data in real time, making it easier to create 
targeted, relevant marketing campaigns that resonate with individual preferences. 
AI-​powered chatbots and virtual assistants enhance customer engagement by pro-
viding 24/7 support and personalised interactions. Moreover, companies leverage AI 
to streamline processes, boost efficiency, and drive better decision-​making through 
data-​driven insights. To fully capitalise on AI's potential, businesses must implement 
robust managerial strategies, including integrating AI into marketing processes, 
promoting cross-​functional collaboration, and ensuring scalability and flexibility 
to adapt to changing market dynamics. Continuous performance monitoring and 
optimisation are also critical for maintaining the effectiveness and fairness of AI 
systems as they evolve.

However, the rapid adoption of AI in marketing introduces a series of ethical 
considerations that marketers must carefully manage to maintain consumer trust and 
ensure fairness. For instance, data privacy is a crucial concern. AI systems often 
rely on large datasets containing personal information, which can lead to misuse or 
breaches. In addition, the risk of bias and discrimination in AI algorithms, where 
automated systems can perpetuate or amplify existing societal biases, raises serious 
concerns about fairness in marketing practices. Transparency is another critical issue 
since the decision-​making processes of AI systems are often opaque. The lack of 
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clarity prevents consumers from understanding how companies use their data or 
why AI systems make confident decisions. The lack of transparency can undermine 
consumer trust, mainly when companies use AI systems to manipulate or influence 
consumer behaviour without consumers' full awareness. Marketers must also prior-
itise consent and informed choice to ensure consumers fully understand how their 
data will be used. Finally, the workforce impact of AI, including job displacement 
and the need for upskilling, poses additional ethical considerations. Balancing 
innovation and ethical responsibility is essential as businesses integrate AI into 
their operations. Achieving this balance enables businesses to deploy AI systems in 
ways that are transparent, fair, and respectful of consumer rights. Addressing these 
challenges allows companies to establish and maintain consumer trust and build 
sustainable, ethically sound AI-​driven marketing strategies that benefit businesses 
and their customers.

Contributions to theories and practices in Artificial Intelligence (AI) in marketing, 
specifically concerning ethical implications and managerial strategies, have grown 
significantly in recent years.

(i) Theoretical Contributions

a) Ethical Frameworks for AI in Marketing Researchers have developed frame-
works that identify the ethical dimensions of AI usage in marketing, including 
privacy, fairness, transparency, and accountability. These frameworks help outline 
the boundaries of ethical AI, ensuring that consumer rights are respected while le-
veraging AI capabilities. Researchers have advanced theories to differentiate between 
acceptable and manipulative practices, such as persuasive versus exploitative AI-​
driven personalisation, to provide a clearer understanding of ethical AI marketing; 
b) Theories on Consumer Perception and Trust

Researchers have proposed theoretical models to explore consumer perceptions 
of AI-​driven interactions, focusing on trust, satisfaction, and perceived value. Un-
derstanding how transparency in AI operations affects trust has led to the concept 
of “trustworthiness heuristics,” where clear communication of AI involvement can 
positively impact consumer behaviour. Research has expanded on the “uncanny 
valley” in AI communication, theorising how overly human-​like AI interactions can 
evoke discomfort or mistrust, affecting brand perception. c) Value creation through 
AI-​enhanced personalisation.

Researchers have developed theories around AI-​driven customer journey mapping, 
demonstrating how AI can optimize consumer touchpoints for better experiences. 
Specifically, it includes understanding how predictive analytics can impact customer 
lifetime value and satisfaction, focusing on maintaining an ethical balance in person-
alization. Contribution to theories like “predictive personalisation ethics”, exploring 
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when personalisation goes beyond helpful suggestions into unethical manipulation, 
has influenced guidelines for ethical data use;

(ii) Practical Contributions

Advances in AI-​based segmentation have allowed marketers to target consumers 
with higher accuracy. Practical guidelines on ethical segmentation involve defin-
ing target groups and understanding the ethical impact of excluding or including 
specific demographics. Companies are creating managerial playbooks that outline 
when and how to use AI insights, focusing on ethical targeting, avoiding bias, and 
ensuring AI outputs are fair and non-​discriminatory; d) Mitigating AI Bias Tools 
and strategies for identifying and correcting AI biases in marketing are now stan-
dard. Organizations have established best practices for bias audits and ongoing AI 
evaluation cycles to maintain ethical standards as AI systems evolve; e) Integrating 
human oversight with AI automation.

Managerial strategies increasingly focus on a hybrid AI-​human approach, where 
AI handles data-​driven insights while human experts make final decisions to balance 
efficiency and ethics.

Guidelines emphasise the role of human oversight in sensitive AI-​driven decisions, 
such as pricing strategies or personalised content delivery, to prevent ethical breaches;

(iii) Emerging Ethical Considerations: a) 
AI and Consumer Autonomy

The debate on consumer autonomy and AI has led to developing autonomy-​
preserving marketing strategies. Specifically, it involves designing AI recommen-
dations to frame them as options rather than definitive choices, thereby maintaining 
consumer control.

Managers develop strategies that encourage transparency in nudging practices 
by highlighting when an AI-​driven suggestion is made and allowing consumers to 
opt in or out; b) The Role of AI in Sustainability and Ethical Consumerism AI is 
contributing to the rise of sustainable and ethical consumerism, where AI-​driven 
analytics predict and influence consumer behaviour toward more sustainable choic-
es. Organizations are establishing guidelines to ensure that AI-​driven sustainability 
messages are accurate and not “greenwashed.” Managers are increasingly using AI to 
monitor and report on sustainable marketing practices, ensuring ethical compliance 
with brand promises and consumer expectations.



27

(iv) Managerial Strategies for AI Implementation: 
a) Training and Development

Practical contributions have seen the development of training programs for mar-
keters to understand AI ethics and how to utilise AI tools responsibly. Specifically, 
it includes training on ethical decision-​making processes in data analysis, targeting, 
and automation. Leadership strategies involve creating a cross-​disciplinary AI ethics 
team within the organisation to oversee AI-​related marketing initiatives; b) Adoption 
of AI Ethics Technology Introduction of AI ethics technology, such as platforms that 
assess the ethical implications of AI campaigns before launch. These technologies 
assist managers in identifying potential ethical pitfalls in segmentation, targeting, and 
personalisation. Companies are encouraged to implement algorithmic transparency 
tools where consumers can understand the logic behind AI-​driven offers or ads, 
contributing to a more ethical and consumer-​friendly approach.

By integrating these theoretical and practical contributions, companies aim to 
balance AI's innovative potential in marketing with ethical standards, fostering 
sustainable, fair, and consumer-​centric business practices.

Exploring the future lines of investigation in AI for marketing, particularly 
around ethical implications and managerial strategies, is critical to navigating the 
evolving landscape. (i) There is a growing need to develop industry-​specific ethical 
guidelines for AI in marketing. Research can focus on creating frameworks that 
consider unique challenges across industries (e.g., healthcare, finance, fashion) 
where AI usage in marketing has different ethical impacts. Further refinement of 
ethical AI frameworks that consider cultural and regional variations is essential. 
Specifically, it involves understanding how ethical considerations vary across global 
markets and adjusting AI strategies to align with these diverse ethical perspectives. 
(ii) Researchers are exploring predictive ethics, designing AI systems to forecast 
potential ethical dilemmas based on consumer data, and marketing tactics to provide 
a proactive approach to ethical AI management. Specifically, it involves developing 
AI systems that can anticipate not only consumer behaviour but also potential ethical 
breaches, enabling early intervention and strategic adjustments to prevent ethical 
issues; and (iii) Investigating how AI can ethically influence consumer behaviour 
towards sustainable and ethical choices is a crucial area. Explicitly, it examines 
the fine line between using AI to provide beneficial nudges that encourage ethical 
consumption and avoiding manipulative practices that could undermine consumer 
autonomy. Research could explore AI's capacity to analyse consumer data to predict 
ethical consumption patterns, creating models that encourage sustainable behaviour 
without exploiting consumer vulnerabilities.
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By advancing these future lines of investigation, researchers and practitioners 
can better navigate the ethical complexities of AI in marketing, developing strate-
gies that are not only innovative but also responsible, fair, and consumer-​focused.



29

ACKNOWLEDGEMENT

We want to express gratitude to the Editor and the Arbitrators. They offered 
precious suggestions or improvements. The GOVCOPP Research Center of the 
University of Aveiro and UNIDCOM supported the authors.

REFERENCES

Abbasi, R., & Esmaili, M. (2024). Identifying the applications of artificial intel-
ligence in online marketing. In Smart and Sustainable Interactive Marketing (pp. 
32–54). IGI Global., DOI: 10.4018/979-​8-​3693-​1339-​8.ch003

Abdulla, A., & Hussain, O. B. (2024). AI-​enabled business process optimization 
and digital marketing. 2024 IEEE International Conference on Interdisciplinary 
Approaches in Technology and Management for Social Innovation, IATMSI 2024.

Abebe, R., Adamic, L. A., & Kleinberg, J. (2018). Mitigating overexposure in viral 
marketing. 32nd AAAI Conference on Artificial Intelligence, AAAI 2018.

Adi Pratama, R., Auliya Khadija, M., Noviana Paradhita, A., & Nurharjadmo, W. 
(2024). AI-​Driven Predictive Analytics to Enhance Digital Marketing Strategies 
in Domain and Hosting Business. 2024 International Conference on Data Science 
and Its Applications, ICoDSA 2024.

Agrawal, V., Kaswan, K. S., & Kumar, S. (2024). An optimised deep learning model 
for fast and accurate brain tumour segmentation. AIP Conference Proceedings.

Al Khaldy, M. A., Al-​Obaydi, B. A. A., & al Shari, A. J. (2023). The Impact of 
Predictive Analytics and AI on Digital Marketing Strategy and ROI. In Studies in Big 
Data (Vol. 136, pp. 367–379). Springer Science and Business Media Deutschland 
GmbH., DOI: 10.1007/978-​3-​031-​42455-​7_31

Alammal, A. H., & Al Mubarak, M. (2023). Artificial Intelligence in Marketing: 
Concerns and Solutions. In Internet of Things (Vol. Part F1270, pp. 101–113). 
Springer Science and Business Media Deutschland GmbH. https://​doi​.org/​DOI: 
10.1007/978-​3-​031-​35525-​7_7

Alawadh, H. M., Alabrah, A., Meraj, T., & Rauf, H. T. (2023). Discourse analysis-​based 
credibility checks to online reviews using deep learning-​based discourse markers. 
Computer Speech & Language, 78, C7–C101450. DOI: 10.1016/j.csl.2022.101450



30

Albán Bartra, C., Alcántara Sánchez, D., & Sagástegui Cruz, J. (2021). Sports 
Marketing and Its Relationship in the Value Creation for the Customers of Sports 
Center, Trujillo, 2019. Advances in Intelligent Systems and Computing.

Benjelloun, A., & Kabak, S. (2024). Ethical Challenges and Management Impli-
cations of Artificial Intelligence in Digital Marketing. Lecture Notes in Networks 
and Systems.

Blauth, T. F., Gstrein, O. J., & Zwitter, A. (2022). Artificial intelligence crime: An 
overview of malicious use and abuse of AI. IEEE Access : Practical Innovations, 
Open Solutions, 10, 77110–77122. DOI: 10.1109/ACCESS.2022.3191790

Blewett, C., & Hugo, W. (2016). Actant affordances: A brief history of affordance 
theory and a Latourian extension for education technology research. Critical Studies 
in Teaching and Learning, 4(1), 55–76. DOI: 10.14426/cristal.v4i1.50

Buhas, V., Ponomarenko, I., Kazak, O., & Korshun, N. (2024). AI-​Driven Sentiment 
Analysis in Social Media Content. CEUR Workshop Proceedings.

Carloman, A. N., Bermudo, U. V. W., Estilloso, E. M., & Llantos, O. E. (2024). 
Bundle AI: An Application of Multiple Constraint Knapsack Problem (MCKP) 
Through Genetic Algorithm (GA). Procedia Computer Science.

Charles, V., Rana, N. P., Pappas, I. O., Kamphaug, M., Siau, K., & Engø-​Monsen, 
K. (2024). The Next ‘Deep’ Thing in X to Z Marketing: An Artificial Intelligence-​
Driven Approach. Information Systems Frontiers, 26(3), 851–856. DOI: 10.1007/
s10796-​023-​10462-​x

Charness, G., & Chen, Y. (2020). Social identity, group behavior, and teams. Annual 
Review of Economics, 12(1), 691–713. DOI: 10.1146/annurev-​economics-​091619-​
032800

Chen, H., Yu, S., Huang, F., Zhu, B., Gao, L., & Qian, C. (2020). Spatio-​temporal 
Analysis of Retail Customer Behavior Based on Clustering and Sequential Pattern 
Mining. 2020 3rd International Conference on Artificial Intelligence and Big Data, 
ICAIBD 2020 C7 – 9137465.

Chen, J., Frankwick, G. L., & Zhang, Z. (2022). Adopting Artificial Intelligence 
to Manage a Turbulent Environment: An Abstract. In Developments in Marketing 
Science: Proceedings of the Academy of Marketing Science (pp. 223-​224). Springer 
Nature. https://​doi​.org/​DOI: 10.1007/978-​3-​030-​89883-​0_61

Chen, N., Li, Z., & Tang, B. (2022). Can digital skills protect against job displace-
ment risk caused by artificial intelligence? Empirical evidence from 701 detailed 
occupations. PLoS One, 17(11), e0277280. PMID: 36346798



31

Chica, M., Cordon, O., Robles, J. F., Garrido, A., Mingot, J., & Damas, S. (2023). 
Zio: an artificial intelligence digital twin to build virtual markets. Proceedings of 
the 2023 IEEE Conference on Artificial Intelligence, CAI 2023.

Chintalapati, S., & Pandey, S. K. (2022). Artificial intelligence in marketing: A sys-
tematic literature review. International Journal of Market Research, 64(1), 38–68. 
DOI: 10.1177/14707853211018428

Cillo, P., & Rubera, G. (2024). Generative AI in innovation and marketing processes: 
A roadmap of research opportunities. Journal of the Academy of Marketing Science. 
Advance online publication. DOI: 10.1007/s11747-​024-​01044-​7

Cohen, I. G. (2019). Informed consent and medical artificial intelligence: What to 
tell the patient? Geo. LJ, p. 108, 1425.

Cohen, I. G., & Slottje, A. (2024). Artificial intelligence and the law of informed 
consent. In Research Handbook On Health, AI, and the Law (pp. 167-​182). Edward 
Elgar Publishing.

Cui, R. (2024). Optimisation of cross-​border e-​commerce marketing strategy based 
on deep learning model. Applied Mathematics and Nonlinear Sciences, 9(1 C7-​
20230176). https://​doi​.org/​DOI: 10.2478/amns.2023.2.00176

D′Aniello, G., Gaeta, A., Gaeta, M., Lepore, M., Orciuoli, F., & Troisi, O. (2016). A 
new DSS based on situation awareness for smart commerce environments. Journal 
of Ambient Intelligence and Humanized Computing, 7(1), 47-​61. DOI: 10.1007/
s12652-​015-​0300-​0

Daneshjou, R., Smith, M. P., Sun, M. D., Rotemberg, V., & Zou, J. (2021). Lack of 
transparency and potential bias in artificial intelligence data sets and algorithms: 
A scoping review. JAMA Dermatology, 157(11), 1362–1369. DOI: 10.1001/jama-
dermatol.2021.3129

Davenport, T., Guha, A., Grewal, D., & Bressgott, T. (2020). How artificial intel-
ligence will change the future of marketing. Journal of the Academy of Marketing 
Science, 48(1), 24–42. DOI: 10.1007/s11747-​019-​00696-​0

De Marcellis-​Warin, N., Marty, F., Thelisson, E., & Warin, T. (2022). Artificial 
intelligence and consumer manipulations: From consumer’s counter algorithms to 
firm’s self-​regulation tools. AI and Ethics, 2(2), 259–268. DOI: 10.1007/s43681-​
022-​00149-​5



32

Djasurovna, E. S., Obitovich, K. M., & Akramovich, A. I. (2024). Navigating the 
Digital Landscape: Enhancing Service Discovery and Portability in Digital Marketing 
Strategies. Lecture Notes in Computer Science (including subseries Lecture Notes 
in Artificial Intelligence and Lecture Notes in Bioinformatics)

Doanh, D. C., Dufek, Z., Ejdys, J., Ginevičius, R., Korzynski, P., Mazurek, G., & 
Ziemba, E. (2023). Generative AI in the manufacturing process: Theoretical con-
siderations. Engineering Management in Production and Services, 15(4), 76–89. 
DOI: 10.2478/emj-​2023-​0029

Durmus Senyapar, H. N., Colak, I., & Bayindir, R. (2024). AI-​Driven Smart Homes 
and Smart Grids: Marketing Strategies for Seamless Integration and Consumer 
Adoption. 12th International Conference on Smart Grid, icSmartGrid 2024.

El Koufi, N., & Belangour, A. (2023). Artificial Intelligence Techniques Applied in 
Precision Marketing: A Survey. International Conference on Electrical, Computer, 
Communications and Mechatronics Engineering, ICECCME 2023.

Elhajjar, S. (2024). Unveiling the marketer’s lens: Exploring experiences and per-
spectives on AI integration in marketing strategies. Asia Pacific Journal of Marketing 
and Logistics. Advance online publication. DOI: 10.1108/APJML-​04-​2024-​0485

Eriksson, T., Bigi, A., & Bonera, M. (2020). Think with me, or think for me? On 
the future role of artificial intelligence in marketing strategy formulation. The TQM 
Journal, 32(4), 795–814. DOI: 10.1108/TQM-​12-​2019-​0303

Farid, Y., Chang, C., Marcasciano, M., Di Meglio, F., Rodríguez-​Mantilla, I., Nan-
ni, J., & Chen, H. C. (2024). Consent 2.0: Informed choices in the age of artificial 
intelligence. Surgery, 175(5), 1454–1455.

Felzmann, H., Fosch-​Villaronga, E., Lutz, C., & Tamò-​Larrieux, A. (2020). Towards 
transparency by design for artificial intelligence. Science and Engineering Ethics, 
26(6), 3333–3361.

Feng, C. M., Park, A., Pitt, L., Kietzmann, J., & Northey, G. (2021). Artificial intel-
ligence in marketing: A bibliographic perspective. Australasian Marketing Journal, 
29(3), 252–263. DOI: 10.1016/j.ausmj.2020.07.006

Fu, D., & Fu, K. (2011). Notice of Retraction: Research on European marketing 
strategies of Huawei and its enlightenment on Chinese enterprise. 2011 2nd Inter-
national Conference on Artificial Intelligence, Management Science, and Electronic 
Commerce, AIMSEC 2011—Proceedings C7-​6011335, pp. 3254–3258. DOI: 
10.1109/AIMSEC.2011.6011335



33

Fu, M., Wong, C. M., Zhu, H., Huang, Y., Li, Y., Zheng, X., & Vong, C. M. (2018). 
DAlim: Machine learning-​based intelligent lucky money determination for large-​scale 
e-​commerce businesses. Lecture Notes in Computer Science (including subseries 
Lecture Notes in Artificial Intelligence and Lecture Notes in Bioinformatics)

Gabelaia, I. (2023). The Impact of User-​Generated Content on Customer Purchase 
Intentions of Online Shoppers. Lecture Notes in Networks and Systems.

Gallego, V., Lingan, J., Freixes, A., Juan, A. A., & Osorio, C. (2024). Applying 
Machine Learning in Marketing: An Analysis Using the NMF and k-​Means Algo-
rithms. Information (Switzerland), 15(7 C7 -​ 368). DOI: 10.3390/info15070368

Gao, Y., Wang, J., Li, Z., & Peng, Z. (2023). The social media big data analysis 
for demand forecasting in the context of globalisation: Development and case im-
plementation of innovative frameworks. Journal of Organizational and End User 
Computing, 35(3). Advance online publication. DOI: 10.4018/JOEUC.325217

Gore, S., & Kumar Mishra, P. (2023). Improvisation of Food Delivery Business by 
Leveraging Ensemble Learning with Various Algorithms. International Conference 
on Self-​Sustainable Artificial Intelligence Systems, ICSSAS 2023, Proceedings.

Gupta, A., & Tomar, K. (2021). Enhancing marketing strategies and analytics through 
artificial intelligence. Proceedings of 2nd International Conference on Computation, 
Automation and Knowledge Management, ICCAKM 2021, C7-​9357763.

Gupta, S., & Chokshi, S. (2020). Digital Marketing Effectiveness Using Incremen-
tality. Communications in Computer and Information Science.

Hacker, P. (2023). Manipulation by algorithms. Exploring the triangle of unfair 
commercial practice, data protection, and privacy law. European Law Journal, 
29(1-​2), 142–175.

Haddaway, N. R., Page, M. J., Pritchard, C. C., & McGuinness, L. A. (2022). PRISMA 
2020: An R package and Shiny app for producing PRISMA 2020‐compliant flow 
diagrams, with interactivity for optimised digital transparency and Open Synthesis. 
Campbell Systematic Reviews, 18(2), e1230. DOI: 10.1002/cl2.1230

Hatano, D., Kuroki, Y., Kawase, Y., Sumita, H., Kakimura, N., & Kawarabayashi, 
K. I. (2019). Non-​zero-​sum Stackelberg budget allocation game for computational 
advertising. Lecture Notes in Computer Science (including subseries Lecture Notes 
in Artificial Intelligence and Lecture Notes in Bioinformatics)

He, Q. (2022).. . Design of Marketing Data Mining System Based on AI Lecture 
Notes on Data Engineering and Communications Technologies, 129, 133–140. DOI: 
10.1007/978-​3-​030-​99616-​1_18



34

Hidri, A., Selmi, A., & Hidri, M. S. (2020). Discovery of Frequent Patterns of Epi-
sodes within a Time Window for Alarm Management Systems. IEEE Access, 8 C7 
-​ 8955801, 11061-​11073. DOI: 10.1109/ACCESS.2020.2965647

Hodson, G., & Earle, M. (2017). Social Identity Theory (SIT). In Encyclopedia of 
Personality and Individual Differences. Springer., DOI: 10.1007/978-​3-​319-​28099-​
8_1185-​1

Hsieh, M. Y., Kung, C. Y., Lai, C. S., & Chen, C. T. (2011). Using the QFD to make 
the most potential marketing strategy by applying innovative wireless technology 
in a hypercompetitive era. Key Engineering Materials.

Hsu, S. F., & Liou, S. (2021). Artificial Intelligence Impact on Digital Content 
Marketing Research. 2021 9th International Conference on Orange Technology, 
ICOT 2021

Hu, Y. (2011). Notice of Retraction: Research on the improvement of market compet-
itiveness based on customer value. 2011 2nd International Conference on Artificial 
Intelligence, Management Science, and Electronic Commerce, AIMSEC 2011—
Proceedings C7 -​ 6010645, 1455–1458. DOI: 10.1109/AIMSEC.2011.6010645

Huang, M. H., & Rust, R. T. (2021). A strategic framework for artificial intelligence 
in marketing. Journal of the Academy of Marketing Science, pp. 49, 30–50. DOI: 
10.1007/s11747-​020-​00749-​9

Huang, M. H., & Rust, R. T. (2021). A strategic framework for artificial intelligence 
in marketing. Journal of the Academy of Marketing Science, 49(1), 30–50. DOI: 
10.1007/s11747-​020-​00749-​9

Huang, S. Y. B., Lee, C. J., & Lee, S. C. (2021). Toward a unified theory of customer 
continuance model for financial technology chatbots. Sensors, 21(17 C7-​5687). 
DOI: 10.3390/s21175687

Irani, H. R., & Nozari, H. (2024). Smart and sustainable interactive marketing. IGI 
Global., DOI: 10.4018/9798369313398

James, C. M., Manoj, D., Pious, G. M., Jose, J. P., & Jeyakrishnan, V. (2021). Lopels 
is the AI-​based multi-​vendor loyalty platform. Advances in Intelligent Systems and 
Computing.

Jha, N., Parekh, D., Mouhoub, M., & Makkar, V. (2020). Customer Segmenta-
tion and Churn Prediction in Online Retail. Lecture Notes in Computer Science 
(including subseries Lecture Notes in Artificial Intelligence and Lecture Notes in 
Bioinformatics).



35

Jhaveri, M., Chirputkar, A., & Ashok, P. (2023). The efficacy of artificial intelligence 
in making the best marketing decisions. International Conference on Innovative 
Data Communication Technologies and Application, ICIDCA 2023—Proceedings.

Jianjun, M. (2020). Research on collaborative filtering recommendation algorithms 
based on user behaviour characteristics. Proceedings: 2020 International Conference 
on Big Data and Artificial Intelligence and Software Engineering, ICBASE 2020 
C7-​9403763.

Kadu, S., & Joshi, B. (2022). Text-​Based Sentiment Analysis Using Deep Learning 
Techniques. In Studies in Big Data (Vol. 113, pp. 81-​100). Springer Science and 
Business Media Deutschland GmbH. DOI: 10.1007/978-​3-​031-​10869-​3_5

Kar, A. K., & Khatwani, G. (2014). A group decision support system for selecting 
a social CRM. Advances in Intelligent Systems and Computing.

Kasahara, H., Iiyama, M., & Minoh, M. (2017). Transportation mode inference us-
ing environmental constraints. Proceedings of the 11th International Conference on 
Ubiquitous Information Management and Communication, IMCOM 2017 C7 -​ 83

Kaur, J., Arora, V., & Bali, S. (2020). Influence of technological advances and 
change in marketing strategies using analytics in the retail industry. International 
Journal of System Assurance Engineering and Management, 11(5), 953–961. DOI: 
10.1007/s13198-​020-​01023-​5

Kavitha Devi, M. K., & Venkatesh, P. (2010). Kernel-​based collaborative-​recommend-
er system for e-​purchasing. Sadhana. Academy Proceedings in Engineering Sciences, 
35(5), 513–524. DOI: 10.1007/s12046-​010-​0035-​8

Keller, R., Stohr, A., Fridgen, G., Lockl, J., & Rieger, A. (2019). Affordance-​
experimentation-​actualisation theory in artificial intelligence research: a predictive 
maintenance story. In Affordance-​Experimentation-​Actualization Theory in Artificial 
Intelligence Research: a Predictive Maintenance Story.

Khatibi, V., Iranmanesh, H., & Keramati, A. (2011). A neuro-​IFS intelligent system 
for marketing strategy selection. Communications in Computer and Information 
Science.

Khondakar, M. F. K., Sarowar, M. H., Chowdhury, M. H., Majumder, S., Hossain, 
M. A., Dewan, M. A. A., & Hossain, Q. D. (2024). A systematic review on EEG-​
based neuromarketing: recent trends and analysing techniques. Brain Informatics, 
11(1 C7 -​ 17). DOI: 10.1186/s40708-​024-​00229-​8



36

Kordon, A. (2010). Marketing computational intelligence in industry. 2010 IEEE 
World Congress on Computational Intelligence, WCCI 2010 -​ 2010 IEEE Congress 
on Evolutionary Computation, CEC 2010 C7 -​ 5586356

Kumar, V. V., Devi, G. D., Ajay, U., Sharun, M., & Yukesh, P. (2023). Enhancing 
smallholder farmer livelihoods through AI-​based e-​commerce marketing for agri-
cultural products. 2nd International Conference on Sustainable Computing and Data 
Communication Systems, ICSCDS 2023: Proceedings

Kumar, V., Ashraf, A. R., & Nadeem, W. (2024). AI-​powered marketing: What, 
where, and how? International Journal of Information Management, p. 77 C7-​102783. 
DOI: 10.1016/j.ijinfomgt.2024.102783

Kumar, V., Ramachandran, D., & Kumar, B. (2021). Influence of new-​age tech-
nologies on marketing: A research agenda. Journal of Business Research, pp. 125, 
864–877. DOI: 10.1016/j.jbusres.2020.01.007

Kunekar, P., Usman, M., Veena, C. H., Singla, A., Anute, N., & Polke, N. (2024). 
Enhancing Advertising Initiatives: Using Machine Learning Algorithms to Engage 
Targeted Customer. Proceedings of International Conference on Communication, 
Computer Sciences and Engineering, IC3SE 2024.

Kurolov, M. O. (2022). A systematic mapping study of using digital marketing 
technologies in health care: The state of the art of digital healthcare marketing. 
ACM International Conference Proceeding Series

Kushnarevych, A., & Kollárová, D. (2023). Development of Artificial Intelligence 
as a Breakthrough for Personalization in Marketing. International Conference on 
Electrical, Computer, Communications and Mechatronics Engineering, ICECCME 
2023. DOI: 10.1109/ICECCME57830.2023.10252550

Lazaroiu, G., & Rogalska, E. (2023). How generative artificial intelligence technol-
ogies shape partial job displacement and labour productivity growth. Oeconomia 
Copernicana, 14(3), 703–706.

Leavy, S., O’Sullivan, B., & Siapera, E. (2020). Data, power and bias in artificial 
intelligence. arXiv preprint arXiv:2008.07341.

Lee, J. H. (2021). Changes in marketing brought by AI Proceedings, 2021 21st ACIS 
International Semi-​Virtual Winter Conference on Software Engineering, Artificial 
Intelligence, Networking, and Parallel/Distributed Computing, SNPD-​Winter 2021 
C7-​9403452.



37

Lee, V. C. S. (2004). An alternative methodology for mining seasonal patterns us-
ing self-​organising maps. Lecture Notes in Computer Science (including subseries 
Lecture Notes in Artificial Intelligence and Lecture Notes in Bioinformatics)

Lee, V. H., Hew, J. J., Leong, L. Y., Tan, G. W. H., & Ooi, K. B. (2020). Wearable 
payment: A deep learning-​based dual-​stage SEM-​ANN analysis. Expert Systems 
with Applications, p. 157 C7-​113477. DOI: 10.1016/j.eswa.2020.113477

Lei, L., Taorong, G., Jindou, Y., Feixiang, G., Tao, X., Tao, C., & Songsong, C. 
(2021). Research on the strategy of adjustable load resources participating in the 
distributed trading market. 2021 IEEE 2nd International Conference on Big Data, 
Artificial Intelligence and Internet of Things Engineering, ICBAIE 2021 C7 -​ 9389883

Li, Y. (2024). Optimising the Omni Channel Marketing Strategy of Green Clothing 
by Integrating Artificial Intelligence and Big Data. ACM International Conference 
Proceeding Series

Li, Y., Chan, J., Peko, G., & Sundaram, D. (2023). Mixed emotion extraction anal-
ysis and visualisation of social media text. Data & Knowledge Engineering, 148, 
C7–C102220. DOI: 10.1016/j.datak.2023.102220

Liang, L. Q., Yu, C. H., & Zhou, X. (2019). The index system of mobile health 
applications is based on the AHP-​Fuzzy comprehensive evaluation method—2019 
IEEE Symposium Series on Computational Intelligence, SSCI 2019 C7-​9002886.

Lin, X., Shao, B., & Wang, X. (2022). Employees’ perceptions of chatbots in B2B 
marketing: Affordances vs. disaffordances. Industrial Marketing Management, 
101, 45–56.

Liu, J. (2024). Marketing strategy matching algorithm under artificial intelligence. 
3rd IEEE International Conference on Distributed Computing and Electrical Cir-
cuits and Electronics, ICDCECE 2024.

Liu, L., & Chen, J. (2024). Marketing affordance of social media for product inno-
vation: The role of organisational structures. Marketing Intelligence & Planning.

Liu, Q. (2021). Research on the Intelligent Analysis and Visualization of Webcast 
Entrepreneurship Data under the E-​commerce Mode. Proceedings of the 5th In-
ternational Conference on I-​SMAC (IoT in Social, Mobile, Analytics and Cloud), 
I-​SMAC 2021

Liu, S., Hu, X., Wang, S. H., Zhang, Y. D., Fang, X., & Jiang, C. (2020). Mix-
ing patterns in social trust networks: A social identity theory perspective. IEEE 
Transactions on Computational Social Systems, 8(5), 1249–1261. DOI: 10.1109/
TCSS.2020.3021179



38

Liu, Y., & Chen, W. (2021). Optimisation of Brand Marketing Strategy of Intelligent 
Technology under the Background of Artificial Intelligence. Mobile Information 
Systems, 2021, C7–C9507917. DOI: 10.1155/2021/9507917

Lv, H. (2022). Smart Product Marketing Strategy in a Cloud Service Wireless Net-
work Based on SWOT Analysis. Wireless Communications and Mobile Computing, 
2022, C7–C7539860. DOI: 10.1155/2022/7539860

Maharani, W., & Gozali, A. A. (2015). Collaborative Social Network Analysis and 
Content-​Based Approach to Improve the Marketing Strategy of SMEs in Indonesia. 
Procedia Computer Science.

Makhlooqa, A., & Mubarakb, M. A. (2024). Artificial intelligence and marketing: 
Challenges and opportunities. In Technological Innovations for Business, Education 
and Sustainability (pp. 3-​16). Emerald Publishing. DOI: 10.1108/978-​1-​83753-​
106-​620241001

Manis, K. T., & Madhavaram, S. (2023). AI-​enabled marketing capabilities and 
the hierarchy of capabilities: Conceptualisation, proposition development, and re-
search avenues. Journal of Business Research, 157, C7–C113485. DOI: 10.1016/j.
jbusres.2022.113485

Martínez-​Rolán, X., & Piñeiro-​Otero, T. (2022). Surfing on big data: automation and 
data mining as a marketing strategy. In Organisational Innovation in the Digital Age 
(pp. 63–85). Springer International Publishing., DOI: 10.1007/978-​3-​030-​98183-​9_3

Mdoe, A., Mishra, A., & Motahar Hossain, M. (2023). How blockchain and artificial 
intelligence are changing SME marketing strategies. Proceedings of the 2023 Inter-
national Conference on Advanced Computing and Communication Technologies, 
ICACCTech 2023.

Meng, X., & Beninsig, M. A. (2024). Intelligent application utilising facial recog-
nition to determine marketing strategies for shopping mall customers. Proceedings 
of SPIE, The International Society for Optical Engineering.

Narayanasamy, S. S. A. L., Hajamydeen, A. I., & Ishak, Z. (2019). The theoretical 
framework of digital marketing and its future availability in Malaysia. 2019 IEEE 
9th International Conference on System Engineering and Technology, ICSET 
2019—Proceeding C7 – 8906342.

Naufal, A., Kurniawati, A., & Hasibuan, M. A. (2017). Decision support system of 
SMB Telkom University roadshow location prioritisation with weighted sum model 
method. 2016 2nd International Conference of Industrial, Mechanical, Electrical, 
and Chemical Engineering, ICIMECE 2016 C7 -​ 7910428



39

Nazer, L. H., Zatarah, R., Waldrip, S., Ke, J. X. C., Moukheiber, M., Khanna, A. K., 
& Mathur, P. (2023). Bias in artificial intelligence algorithms and recommendations 
for mitigation. PLOS Digital Health, 2(6), e0000278.

Neary, B., Horák, J., Kovacova, M., & Valaskova, K. (2018). The future of work: 
Disruptive business practices, technology-​driven economic growth, and computer-​
induced job displacement. Journal of Self-​Governance and Management Economics, 
6(4), 19–24.

Noor, N. (2022). Halal Service Marketing: A Strategic Perspective. In Contribu-
tions to Management Science (pp. 11–29). Springer Science and Business Media 
Deutschland GmbH. DOI: 10.1007/978-​3-​030-​98160-​0_3

Olena, C., Tetiana, T., Violeta, A., Viktoria, K., & Leonid, P. (2024). Use of Artificial 
Intelligence in the Formation of the Marketing Strategy of the Enterprise—Lecture 
Notes in Networks and Systems.

Otero, E. L., & Gutiérrez, R. C. (2015). Using social media advertising to increase 
the awareness, promotion and diffusion of public and private entities. Advances in 
Intelligent Systems and Computing.

Özkaynak, Ü., Ercan, Ş., İspir, F. B., Gençoğlu, M. T., & Tanyıldızı, E. (2024). 
Artificial Intelligence-​Based Marble Block Analysis System for Sustainable Green 
Transformation. 32nd IEEE Conference on Signal Processing and Communications 
Applications, SIU 2024—Proceedings.

Papavasileiou, V., & Tsadiras, A. (2011). Time variations of association rules in mar-
ket basket analysis. IFIP Advances in Information and Communication Technology.

Patel, M., & Modi, K. (2020). Exploring Online Ad Images using Deep-​Learning 
Approach. Proceedings of the International Conference on Intelligent Computing 
and Control Systems, ICICCS 2020 C7-​9121175.

Patil, S. M., Kharat, A. M., Jain, S., Tripathi, V. V. R., Bisen, G. K., & Joshi, A. 
(2024). Investigating the Influence and Function of Artificial Intelligence in Con-
temporary Marketing Management: Marketing in the AI Era. Proceedings of the 3rd 
International Conference on Advances in Computing, Communication and Applied 
Informatics, ACCAI 2024.

Peruchini, M., da Silva, G. M., & Teixeira, J. M. (2024). Between artificial intel-
ligence and customer experience: a literature review on the intersection. Discover 
Artificial Intelligence, 4(1 C7 -​ 4). DOI: 10.1007/s44163-​024-​00105-​8



40

Ponomarenko, I. V., Pavlenko, V. M., Morhulets, O. B., Ponomarenko, D. V., & 
Ukhnal, N. M. (2024). Application of artificial intelligence in digital marketing. 
CEUR Workshop Proceedings.

Prada Segura, J. A., & Velandia Daza, J. L. (2021). Mobile Application to Market 
Inventories of Small Merchants in the San Victorino Sector in Bogotá: A Strategy 
Against COVID. Advances in Intelligent Systems and Computing.

Qian, J., & Gao, C. (2011). The application of Data Mining in CRM. 2011 2nd Inter-
national Conference on Artificial Intelligence, Management Science and Electronic 
Commerce, AIMSEC 2011—Proceedings C7 – 6010697.

Rama Krishna, S., Rathor, K., Ranga, J., Soni, A., Srinivas, D., & Anil Kumar, N. 
(2023). Artificial Intelligence Integrated with Big Data Analytics for Enhanced 
Marketing. 6th International Conference on Inventive Computation Technologies, 
ICICT 2023, Proceedings

Rao, H. K., Zeng, Z., & Liu, A. P. (2018). Research on personalised referral service 
and big data mining for e-​commerce with machine learning. 2018 4th International 
Conference on Computer and Technology Applications, ICCTA 2018

Raskovic, M., & Takacs-​Haynes, K. (2021). (Re)discovering social identity theory: 
An agenda for multinational enterprise internalisation theory. Multinational Business 
Review, 29(2), 145–165. DOI: 10.1108/MBR-​02-​2020-​0031

Rather, R. A., & Hollebeek, L. D. (2019). Exploring and validating social identifi-
cation and social exchange-​based drivers of hospitality customer loyalty. Interna-
tional Journal of Contemporary Hospitality Management, 31(3), 1432–1451. DOI: 
10.1108/IJCHM-​10-​2017-​0627

Rita, S., Kim-​Phuc, T., & Sébastien, T. (2021). Long-​Term Demand Forecasting 
System for Demand-​Driven Manufacturing. IFIP Advances in Information and 
Communication Technology.

Rodriguez-​Sarmiento, L. F., Galpin, I., & Sanchez-​Riaño, V. (2024). Mapping Brand 
Territories Using ChatGPT. Communications in Computer and Information Science.

Rosário, A. T., Lopes, P. R., & Rosário, F. S. (2023). Metaverse in Marketing: Chal-
lenges and Opportunities. In Khang, A., Shah, V., & Rani, S. (Eds.), Handbook of 
Research on AI-​Based Technologies and Applications in the Era of the Metaverse 
(pp. 204–227). IGI Global., DOI: 10.4018/978-​1-​6684-​8851-​5.ch010

Rosário, A., & Casaca, J. (2023). Relationship marketing and customer retention: 
A systematic literature review. Studies in Business and Economics, 18(3), 44–66. 
DOI: 10.2478/sbe-​2023-​0044



41

Rosário, A., Moreira, C., & Macedo, P. (2021). Competitive dynamics of strategic 
groups in the Portuguese banking Industry, Cuadernos de Gestión, 21(2), 1-​15. 
ISSN: 1131-​6837. DOI: 10.5295/cdg.180975ac

Roy, B., D’Souza, M. S., Bhattacharjee, S., Acharjee, P. B., Thorat, S., & Bhayani, 
T. (2024). Role of Artificial Intelligence in Influencing Impulsive Buying Behaviour. 
TQCEBT 2024, 2nd IEEE International Conference on Trends in Quantum Com-
puting and Emerging Business Technologies 2024

Saadi, S., & Azdimousa, H. (2024). Artificial Intelligence and Green Marketing: 
What Link? Lecture Notes in Networks and Systems.

Sakas, D. P., Giannakopoulos, N. T., Kanellos, N., & Migkos, S. P. (2022). Inno-
vative Cryptocurrency Trade Websites: Marketing Strategy Refinement via Digital 
Behavior. IEEE Access : Practical Innovations, Open Solutions, 10, 63163–63176. 
DOI: 10.1109/ACCESS.2022.3182396

Salkovska, J., Batraga, A., Kaibe, L., & Kellerte, K. (2023). Use of Artificial Intel-
ligence in the Digital Marketing Strategy of Latvian Companies—Lecture Notes 
in Networks and Systems.

Samoili, S., Cobo, M. L., Gómez, E., De Prato, G., Martínez-​Plumed, F., & Delipe-
trev, B. (2020). AI Watch. Defining Artificial Intelligence. Towards an operational 
definition and taxonomy of artificial intelligence.

Sarath Kumar Boddu, R., Santoki, A. A., Khurana, S., Vitthal Koli, P., Rai, R., & 
Agrawal, A. (2022). An analysis to understand the role of machine learning, robotics 
and artificial intelligence in digital marketing. Materials Today: Proceedings, pp. 
56, 2288–2292. DOI: 10.1016/j.matpr.2021.11.637

Schmidt, P., Biessmann, F., & Teubner, T. (2020). Transparency and trust in artificial 
intelligence systems. Journal of Decision Systems, 29(4), 260–278.

Schwartz, R., Schwartz, R., Vassilev, A., Greene, K., Perine, L., Burt, A., & Hall, 
P. (2022). Towards a standard for identifying and managing bias in artificial intelli-
gence (Vol. 3, p. 00). US Department of Commerce, National Institute of Standards 
and Technology.

Selenko, E., Bankins, S., Shoss, M., Warburton, J., & Restubog, S. L. D. 
(2022). Artificial intelligence and the future of work: A functional-​identity per-
spective. Current Directions in Psychological Science, 31(3), 272–279. DOI: 
10.1177/09637214221091823



42

Senecha, N., & Srivastava, R. (2022). Mentor EduTech: Charting new territories 
through social media marketing. Emerald Emerging Markets Case Studies, 12(2), 
1–32. DOI: 10.1108/EEMCS-​09-​2021-​0310

Septiana Putra, M. F., Aswie, A., Edbert, I. S., & Suhartono, D. (2023). Hybrid 
Approaches for Customer Segmentation and Product Recommendation. 2023 Inter-
national Conference on Informatics, Multimedia, Cyber and Information Systems, 
ICIMCIS 2023

Setor, T. (2021). Information System-​Marketing Manager Dyad Presence in Top 
Management Teams: A Study on Demographic Diversity, Power Disparity and Or-
ganizational Performance. SIGMIS-​CPR 2021: Proceedings of the 2021 Computers 
and People Research Conference.

Shen, H., Han, Y., Zhang, Z., & Zeng, Z. (2011). Notice of Retraction: Marketing 
strategies for Chinese public legal services companies. 2011 2nd International 
Conference on Artificial Intelligence, Management Science and Electronic Com-
merce, AIMSEC 2011 -​ Proceedings C7 -​ 6011125, 3105-​3108. DOI: 10.1109/
AIMSEC.2011.6011125

Sheth, J. (2021). New areas of research in marketing strategy, consumer behaviour, 
and marketing analytics: The future is bright. Journal of Marketing Theory and 
Practice, 29(1), 3–12. DOI: 10.1080/10696679.2020.1860679

Singhal, K., Singh, J. N., & Sharma, V. (2024). Enabling Autonomous Digital 
Marketing: A Machine Learning Approach for Consumer Demand Forecasting. 
Proceedings of the International Conference on Computing, Power, and Commu-
nication Technologies, IC2PCT 2024

Songsangyos, P., Iamamporn, S., & Kongsomlap, T. (2015). A development of 
decision support system model for sale planning. Proceedings 2015 International 
Conference on Science and Technology, TICST 2015 C7-​7369381.

Sterne, J. (2017). Artificial intelligence for marketing: practical applications. John 
Wiley & Sons.

Su, Q. (2018). Research on influencing factors of consumer behaviour based on 
Wechat Stores. ACM International Conference Proceeding Series.

Sun, L. L. (2023). Analysis of E-​Commerce Live Broadcast Marketing Strategy 
Based on Big Data Algorithm. Lecture Notes in Electrical Engineering.

Sung, E. C., Danny Han, D. I., Bae, S., & Kwon, O. (2022). What drives technology-​
enhanced storytelling immersion? The role of digital humans. Computers in Human 
Behavior, 132, C7–C107246. DOI: 10.1016/j.chb.2022.107246



43

Thamaraiselvi, P., Masih, J., Giri, P., Sridevi, J., Karim Shaikh, I. A., & Prasad, M. 
V. R. (2024). Analysis of Social Media Marketing Impact on Customer Behaviour 
Using AI & Machine Learning. Proceedings of 9th International Conference on 
Science, Technology, Engineering and Mathematics: The Role of Emerging Tech-
nologies in Digital Transformation, ICONSTEM 2024

Tian, J., Zhang, Y., & Zhang, C. (2018). Predicting consumer variety-​seeking through 
weather data analytics. Electronic Commerce Research and Applications., DOI: 
10.1016/j.elerap.2018.02.001

Tianyuan, Z., & Moro, S. (2021). Research Trends in Customer Churn Prediction: 
A Data Mining Approach. Advances in Intelligent Systems and Computing.

Tiwari, R. (2023). The impact of AI and machine learning on job displacement and 
employment opportunities. International Journal of Engineering Technologies and 
Management Research, 7(1).

Trandafili, E., Biba, M., & Xhuvani, A. (2013). Profiling social network users with 
machine learning. CEUR Workshop Proceedings.

Tsai, C. Y., Wang, J. C., & Chen, C. J. (2006). A change detection model for credit 
card usage behaviour. International Conference on Computational Intelligence, 
Man-​Machine Systems and Cybernetics—Proceedings.

Tsai, H. Y. (2024). Bp Neural Network Research on Enterprise Marketing Strategy 
Combination. 2024 IEEE International Conference on Information Technology, 
Electronics and Intelligent Communication Systems, ICITEICS 2024

Verma, S., Sharma, R., Deb, S., & Maitra, D. (2021). Artificial intelligence in 
marketing: Systematic review and future research direction. International Jour-
nal of Information Management Data Insights, 1(1), 100002. DOI: 10.1016/j.
jjimei.2020.100002

Vlačić, B., Corbo, L., Silva, S. C., & Dabić, M. (2021). The evolving role of artifi-
cial intelligence in marketing: A review and research agenda. Journal of Business 
Research, 128, 187–203. DOI: 10.1016/j.jbusres.2021.01.055

Volkoff, O., & Strong, D. M. (2017). Affordance theory and how to use it in IS 
research. In The Routledge Companion to management information systems (pp. 
232–245). Routledge.

Wahbeh, S. Y., & Abuelrub, E. E. (2021). Liberty Dental Clinic—the secret behind 
the most expensive smile creators. In Corporate Success Stories in the UAE: The 
Key Drivers behind their Growth (pp. 93–107). Emerald Group Publishing Ltd., 
DOI: 10.1108/978-​1-​80043-​578-​020211007



44

Wang, G. A., & Lim, Y. T. (2011). Notice of Retraction: Research on China's Al-
ibaba development. 2011 2nd International Conference on Artificial Intelligence, 
Management Science and Electronic Commerce, AIMSEC 2011 -​ Proceedings C7 
-​ 6011136, 2295-​2301. DOI: 10.1109/AIMSEC.2011.6011136

Wang, H., Kang, B., Peng, L., & Shi, Y. (2022). Analysis and Research on the Mar-
keting Strategy of Agricultural Products Based on Artificial Intelligence. Mathemat-
ical Problems in Engineering, 2022, C7–C7798640. DOI: 10.1155/2022/7798640

Wang, X., & Xu, J. (2011). Notice of Retraction: The study on staff management 
of service shops. 2011 2nd International Conference on Artificial Intelligence, 
Management Science and Electronic Commerce, AIMSEC 2011 -​ Proceedings C7 
-​ 6011303, 3567-​3570. DOI: 10.1109/AIMSEC.2011.6011303

Wang, X., & Zhong, W. (2024). Evolution and innovations in animation: A com-
prehensive review and future directions. Concurrency and Computation: Practice 
and Experience, 36(2 C7 -​ e7904). DOI: 10.1002/cpe.7904

Wilendra, W., Nadlifatin, R., & Kusumawulan, C. K. (2024). ChatGPT: The AI 
Game-​Changing Revolution in Marketing Strategy for the Indonesian Cosmetic 
Industry. Procedia Computer Science.

Wu, G., Tan, G., Deng, J., & Jiang, D. (2021). Distributed reinforcement learning 
algorithm of operator service slice competition prediction based on zero-​sum Mar-
kov game. Neurocomputing, 439, 212–222. DOI: 10.1016/j.neucom.2021.01.061

Xiao, D. (2012). Statistics and analysis of bank customers' financial consumption 
behaviours. Proceedings: 2012 5th International Symposium on Computational 
Intelligence and Design, ISCID 2012

Xie, D., & He, Y. (2022). Marketing Strategy of Rural Tourism Based on Big Data 
and Artificial Intelligence. Mobile Information Systems, 2022, C7–C9154351. DOI: 
10.1155/2022/9154351

Xu, H. (2022). Intelligent automobile auxiliary propagation system based on speech 
recognition and AI-​driven feature extraction techniques. International Journal of 
Speech Technology, 25(4), 893–905. DOI: 10.1007/s10772-​022-​09958-​9

Yaiprasert, C., & Hidayanto, A. N. (2023). AI-​driven ensemble three machine learn-
ing to enhance digital marketing strategies in the food delivery business. Intelligent 
Systems with Applications, 18, C7–C200235. DOI: 10.1016/j.iswa.2023.200235

Yang, Y., Liu, S., Li, Y., & Jia, J. (2020). Big data marketing: Review and prospect. 
Xitong Gongcheng Lilun yu Shijian. Xitong Gongcheng Lilun Yu Shijian, 40(8), 
2150–2158. DOI: 10.12011/1000-​6788-​2020-​1187-​09



45

Youn, S., & Jin, S. V. (2021). “In AI, we trust?” The effects of parasocial interaction 
and technopian versus luddite ideological views on chatbot-​based customer rela-
tionship management in the emerging “feeling economy.”. Computers in Human 
Behavior, p. 119 C7-​106721. DOI: 10.1016/j.chb.2021.106721

Zeeshan, M., & Saxena, K. (2020). Explorative Study of Artificial Intelligence in 
Digital Marketing. In Lecture Notes on Data Engineering and Communications Tech-
nologies (Vol. 49, pp. 968-​978). Springer Science and Business Media Deutschland 
GmbH. DOI: 10.1007/978-​3-​030-​43192-​1_107

Zhang, B. (2024). Innovative exponential TODIM-​CoCoSo framework for uncertain 
multiple-​attribute group decision-​making in the effectiveness evaluation of short 
video marketing strategies. Journal of Intelligent & Fuzzy Systems, 46(2), 4029–4042. 
DOI: 10.3233/JIFS-​236767

Zhang, C., & Huang, Z. (2015). Mining tourist motive for marketing develop-
ment via twice-​learning. Applied Artificial Intelligence, 29(2), 119–133. DOI: 
10.1080/08839514.2015.993554

Zhang, J., Wang, Y., Wang, Z., Wang, H., & Lv, X. (2020). Evaluation and classi-
fication of travel value of passengers between Wuhan and Yichang based on large 
samples. Proceedings of 2020 IEEE International Conference on Information Tech-
nology, Big Data and Artificial Intelligence, ICIBA 2020 C7-​9276961.

Zhang, Y., Pan, K., Huo, Y., Deng, B., & Fu, Y. (2022). Analysis of Power Market-
ing Strategy Based on Computer Artificial Intelligence Technology. EEI 2022, 4th 
International Conference on Electronic Engineering and Informatics

Ziakis, C., & Vlachopoulou, M. (2023). Artificial Intelligence in Digital Marketing: 
Insights from a Comprehensive Review. Information (Switzerland), 14(12 C7 -​ 664). 
DOI: 10.3390/info14120664

ADDITIONAL READING

Beccalli, E., Elliot, V., & Virili, F. (2020). Artificial Intelligence and Ethics in 
Portfolio Management. In Springer Proceedings in Business and Economics, 19-​30. 
DOI: DOI: 10.1007/978-​3-​030-​47355-​6_2

Han, R., Lam, H. K. S., Zhan, Y., Wang, Y., Dwivedi, Y. K., & Tan, K. (2021). 
Artificial intelligence in business-​to-​business marketing: A bibliometric analysis of 
current research status, development, and future directions. Industrial Management 
& Data Systems, 121(10), 2467–2497. DOI: 10.1108/imds-​05-​2021-​0300



46

Hermann, E. (2021). Leveraging Artificial Intelligence in Marketing for Social 
Good—An Ethical Perspective. Journal of Business Ethics, •••, 1–19. DOI: 10.1007/
s10551-​021-​04843-​y PMID: 34054170

Mogaji, E., Soetan, T. O., & Kieu, T. (2020). The implications of artificial intelligence 
on the digital marketing of financial services to vulnerable customers. Australasian 
Marketing Journal, 29(3), 235–242. DOI: 10.1016/j.ausmj.2020.05.003

Saura, J. R., Ribeiro-​Soriano, D., & Palacios-​Marqués, D. (2021). Setting B2B 
digital marketing in artificial intelligence-​based CRMs: A review and directions for 
future research. Industrial Marketing Management, 98, 161–178. DOI: 10.1016/J.
INDMARMAN.2021.08.006

Shaik, M. (2023). Impact of artificial intelligence on marketing. East Asian Journal 
of Multidisciplinary Research, 2(3). Advance online publication. DOI: 10.55927/
eajmr.v2i3.3112

Stone, M., Aravopoulou, E., Ekinci, Y., Evans, G., Hobbs, M., Labib, A., Laugh-
lin, P., & Machtynger, L. (2020). Artificial intelligence (AI) in strategic marketing 
decision-​making: A research agenda. The Bottom Line (New York, N.Y.), 33(3), 
183–200. DOI: 10.1108/bl-​03-​2020-​0022

Vaio, A. D., Palladino, R., Hassan, R., & Escobar, O. (2020). Artificial intelligence 
and business models in the sustainable development goals perspective: A systematic 
literature review. Journal of Business Research, 121, 283–314. DOI: 10.1016/J.
JBUSRES.2020.08.019

Yadav, A., & Sondhi, H. (2023). Systematic Literature Review on Sustainable Mar-
keting and Artificial Intelligence. 2023 10th International Conference on Computing 
for Sustainable Global Development (INDIACom), 583-​588. DOI: N/A. Link

KEY TERMS AND DEFINITIONS

Artificial Intelligence: a set of technologies that enable computers to perform 
various advanced functions, including the ability to see, understand, and translate 
spoken and written language, analyse data, make recommendations, and more.

Brand Loyalty: refers to a consumer's enduring positive attitude towards a 
familiar brand and their commitment to consistently purchasing the brand's prod-
ucts and/or services despite any shortcomings, competitor actions, or shifts in the 
market environment.

Chatbots: a computer program that simulates husimulation with an end user.
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Customer Engagement: the way a company creates a relationship with its 
customer base to foster brand loyalty and awareness.

Data Analytics: converts raw data into actionable insights.
Data-​Driven: a strategic concept that can be applied to any business.
Ethical: the philosophical study of moral phenomena.
Personalisation: consists of tailoring a service or product to accommodate 

specific individuals.
Search Engine Optimization: the set of strategies to enhance and improve a 

website's positioning on organic results pages, disregarding sponsored links on search 
engines, generating conversions, be they a lead, a purchase, a form submission, 
scheduling an appointment, or others.

Social Identity Theory: the feeling of an individual to fit in (belong) to a specific 
social group (segments, categories).




