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ABSTRACT

In the dynamic transformation of Moroccan e-commerce, AI and marketing convergence reshapes 
business-consumer engagement. This chapter explores AI's strategic use to enhance marketing in Moroccan 
e-commerce, spotlighting Jumia Market. Started in 2012 as a Pan-African tech firm, Jumia evolved into a 
multifaceted entity with marketplace, logistics, and payment services. Competing regionally and globally, 
Jumia faced challenges but went public on NYSE in 2019, adapting to market shifts. Amidst COVID-19 
in 2020, it responded to changing consumer habits, emphasizing adaptability and profitability. This 
study examines Jumia Market's trajectory, resilience, and performance, showcasing AI's role in refining 



﻿
Applying Artificial Intelligence to Enhance E-Commerce Marketing Strategies

marketing strategies for optimal customer experiences and sustained growth in Moroccan e-commerce.

1. INTRODUCTION

In the dynamic realm of e-commerce, the fusion of artificial intelligence (AI) and marketing emerges 
as a game-changer, reshaping how businesses engage with consumers (Hermann, Williams, & Puntoni, 
2023). This study delves into the strategic utilization of AI to refine marketing approaches within Mo-
rocco's e-commerce, with a particular focus on Jumia Market as a case study. Our primary objective is 
to delve deeply into how AI-powered marketing strategies can be tailored to enrich customer experiences 
and drive online sales, all within the unique context of Morocco's e-commerce. Morocco, strategically 
situated at the crossroads of Africa and Europe, boasts a vibrant e-commerce sector characterized by 
diverse consumer preferences, cultural intricacies, and economic factors. This geographical positioning 
renders Morocco a distinct market, where businesses encounter a blend of influences. Understanding 
and navigating this complex terrain are imperative for those aspiring to achieve sustainable growth and 
meaningful customer engagement. In this multifaceted environment, businesses grapple with the task 
of accommodating diverse consumer choices, understanding cultural subtleties shaping purchasing 
decisions, and aligning strategies with economic dynamics. The integration of artificial intelligence 
(AI) into marketing strategies emerges as a pioneering solution to address the inherent complexities of 
Morocco's e-commerce. AI presents remarkable opportunities, serving as a conduit for businesses to not 
only comprehend but also adeptly respond to the numerous elements at play. Through AI, businesses 
gain access to tools that empower them to personalize experiences based on individual preferences, re-
fine customer interactions in line with cultural sensitivities, and ultimately, elevate online sales to high 
levels (Davenport & al., 2020). Incorporating AI into marketing strategies is not just a strategic option 
but a vital necessity for businesses seeking a competitive edge (Huang & Rust, 2021). As Morocco's 
e-commerce evolves, the integration of AI not only addresses the challenges posed by diverse consumer 
preferences, cultural nuances, and economic considerations but also positions businesses to increase and 
forge enduring connections in this dynamic marketplace (Fanti, Guarascio, & Moggi, 2022).

The selection of Jumia Market as the primary case study is justified by its notable standing as a 
Pan-African technology company and a key player in the Moroccan e-commerce. Jumia's journey since 
its establishment in 2012 not only highlights its resilience and adaptability but also underscores its 
dedication to innovation and strategic expansion. Functioning as a comprehensive platform comprising 
a marketplace, logistics service, and payment service, Jumia has effectively navigated diverse markets, 
offering an array of services ranging from hotel bookings to food delivery. The decision to focus on 
Jumia is justified by its significant impact on the e-commerce in Morocco and its understanding of the 
diverse African markets. Jumia's extensive network of active sellers, coupled with its response to shifting 
consumer behaviors during the COVID-19 pandemic, positions it as an ideal subject for a case study 
exploring the symbiosis of AI and marketing in optimizing customer experiences and driving online sales. 
In examining Jumia's strategies, challenges, and successes in Morocco's e-commerce sector. This study 
employs a thorough research methodology that combines both qualitative and quantitative approaches. 
The research process begins with an extensive review of relevant literature to establish a theoretical 
framework. Following this, an investigation is conducted into Jumia's specific strategies, challenges faced, 
and innovative initiatives. The study integrates quantitative data, such as market performance metrics 
and consumer engagement statistics, with qualitative insights obtained from analyzing relevant charts. 
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