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ABSTRACT

Industrial 4.0 redesigned the way the business manufactures and distributes their product among cus-
tomers. Artificial intelligence occupies its place in almost every type of business and its operation. The
chapter aims to explore the ways how the artificial intelligence is integrated into marketing domain and
helps the marketers in making sound strategies. In order to understand the use of artificial intelligence
in marketing and identifying its implication on marketing industry, the review of the available literature
is conducted. The study shows that the employment of artificial intelligence in marketing operations aids
the firm in identifying the target market, offering the highly personalized services, achieving the time
and cost efficiency through automation, effectively engage the customers and enhances connectivity with
customer across the multiple platforms. The study also reveals the various Al tools used by the firm to
stimulate their marketing operations and to stay competitive in this digital era.

INTRODUCTION

In the era of Industrial 4.0, industries are moving toward automation which results in efficiency, and
cost-effectiveness. The emergence of practical implications of Al has been hailed as one of the most
significant advancements since the occurrence of the Industrial Revolution (Brynjolfsson & McAfee,
2014). It is often referred to as the next frontier for technological progress. The swift growth of artificial
intelligence in recent years has been made possible by the expansion of cognitive mechanisms of Al and
the ability of machines to learn based on the collected data (Davenport et al., 2020). Additionally, the
possibility to create information that did not previously exist has also contributed to the quick develop-
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ment of Al (Agrawal et al., 2023). Artificial intelligence is integrated into many fields and occupies an
important place in our lives through automating daily life activities (Vermaet. al. 2021). Siri and Alexa are
the most common Al applications that assist users in finding hospitals near them filtering emails, playing
songs, calling someone, answering user's queries etc. Artificial intelligence has transformed businesses
through automation, providing the competency to learn from the data and analyse the customers and
markets (Davenport et al., 2020). Artificial intelligence has garnered significant interest from engineers,
IT specialists, and analysts. However, it is now expanding beyond its conventional domains and has
brought about a dramatic transition in the contemporary corporate environment by making a more pro-
nounced impact in the realms of management. Currently, artificial intelligence (Al) is becoming a crucial
element in the expansion of businesses, leading to a significant increase in automation. It impacted the
way operations are performed in any industry. Besides the IT sector, Al has wide applications in various
sectors such as banking and finance, medicines, education, hospitality, health care etc. Marketing is one
of the areas in which artificial intelligence has wide applications (Lim et al., 2021). Al is advantageous
in several ways in the area of marketing. It assists marketers in conducting research, analyzing market
trends, getting customer insights, developing competitive advantage, engaging the customers, connecting
with the present and potential customers and measuring the effectiveness of the marketing strategy. Al
is seen as a blessing in the field of marketing as Al enables the firm to develop tailor-made content and
services by understanding and analyzing the needs of the customers and identifying the market trend,
automating the operations of marketing. In addition to this, Al can predict market trends and help in
enhancing customer satisfaction by identifying the patterns of the customer’s behaviour (Nalini et. al.,
2021). Al can process quantitative information through employing machine learning algorithms which
enable the firms to handle voluminous data of the customers and assist them in the conversion of potential
customers with a greater probability. With the growing developments in the field of Al, expands the use
of Al to process qualitative information also. Now, Al can analyze not only the text but also images and
audio-video information (Dhar, 2016). Through analyzing the quantitative and qualitative information,
it enables the firms to develop complex and effective marketing strategies (Jankovic & Curovic, 2023).
Marketing operations’ efficiency can be enhanced by integrating artificial intelligence into marketing
operations such as offering tailor-made services to the customers and designing personalized services
based on the customers purchasing behaviour. The field of Al is ever-evolving and growing which
demands organizations to look and evaluate how Al can impact their marketing operations. This study
explores the implications of artificial intelligence in marketing.

LITERATURE REVIEW

Artificial Intelligence is one of those developments of computer science which are proven as ablessing
to society, businesses and individuals too. With the help of the records or data, Al can provide intelligence
to a machine which enables them to act similarly as humans do. Wirth (2018) has discussed the three types
of artificial intelligence. These are narrow, hybrid and strong Al. Narrow Al utilizes a learning algorithm
for performing a particular task only. It doesn't enable the machine to apply the acquired knowledge from
performing that particular task to any other activity on its own. Whereas Hybrid Al is the combination of
symbolic Al and non-symbolic Al (machine learning); which analyzes the data by employing a statistical
model. Strong Al is the extended form of the narrow Al which enables the computer to learn from the
available data or statistics. Furthermore, from time to time it has to ability to continuously learn, grow

126



13 more pages are available in the full version of this document, which may
be purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/revolutionizing-marketing-by-utilizing-the-power-

of-artificial-intelligence/351029

Related Content

IoT Security in Smart Cities: Balancing Connectivity and Resilience

Al Magousiand Kashinath Basu (2025). Complexities and Challenges for Securing Digital Assets and
Infrastructure (pp. 95-114).

www.irma-international.org/chapter/iot-security-in-smart-cities/380291

Accurate Image Retrieval with Unsupervised 2-Stage k-NN Re-Ranking

Dawei Liand Mooi Choo Chuah (2016). International Journal of Multimedia Data Engineering and
Management (pp. 41-59).
www.irma-international.org/article/accurate-image-retrieval-with-unsupervised-2-stage-k-nn-re-ranking/149231

A Novel Strategy for Recommending Multimedia Objects and its Application in the Cultural
Heritage Domain

Massimiliano Albanese, Antonio d’Acierno, Vincenzo Moscato, Fabio Persiaand Antonio Picariello (2011).
International Journal of Multimedia Data Engineering and Management (pp. 1-18).
www.irma-international.org/article/novel-strategy-recommending-multimedia-objects/61309

Image Quality Improvement Using Shift Variant and Shift Invariant Based Wavelet Transform
Methods: A Novel Approach

Sugandha Agarwal, O. P. Singh, Deepak Nagaria, Anil Kumar Tiwariand Shikha Singh (2017). International
Journal of Multimedia Data Engineering and Management (pp. 42-54).
www.irma-international.org/article/image-quality-improvement-using-shift-variant-and-shift-invariant-based-wavelet-
transform-methods/182650

How Do Financial Constraints and Financial Returns Matter in Investment Management?:
Evidence From Brokerage Recommended Stocks of BSE 100 in India

Rohit Sood (2023). Enhancing Business Communications and Collaboration Through Data Science
Applications (pp. 178-210).
www.irma-international.org/chapter/how-do-financial-constraints-and-financial-returns-matter-in-investment-

management/320756



http://www.igi-global.com/chapter/revolutionizing-marketing-by-utilizing-the-power-of-artificial-intelligence/351029
http://www.igi-global.com/chapter/revolutionizing-marketing-by-utilizing-the-power-of-artificial-intelligence/351029
http://www.irma-international.org/chapter/iot-security-in-smart-cities/380291
http://www.irma-international.org/article/accurate-image-retrieval-with-unsupervised-2-stage-k-nn-re-ranking/149231
http://www.irma-international.org/article/novel-strategy-recommending-multimedia-objects/61309
http://www.irma-international.org/article/image-quality-improvement-using-shift-variant-and-shift-invariant-based-wavelet-transform-methods/182650
http://www.irma-international.org/article/image-quality-improvement-using-shift-variant-and-shift-invariant-based-wavelet-transform-methods/182650
http://www.irma-international.org/chapter/how-do-financial-constraints-and-financial-returns-matter-in-investment-management/320756
http://www.irma-international.org/chapter/how-do-financial-constraints-and-financial-returns-matter-in-investment-management/320756

