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ABSTRACT

Al has become a transformative force in branding, changing firms' approach
to relating to their customers and creating brands. Chapter-specific: Al is used
differently for branding because delivering personalized customer experiences,
generating dynamic content, and optimizing consumer engagements through data-
driven insights play a considerable role. Al technologies like machine learning and
predictive analytics help brands understand consumer behavior and, therefore, really
segment and target marketing activity. This chapter also highlights Al's operational
efficiency in brand management, automating customer interactions, and analyzing
the sentiment of a consumer in real time. In addition, it establishes how Al affects
innovation in branding by providing scope for adaptive and responsive strategies
for brands that help keep up the ever-increasing dynamic pace of an ever-changing
digitalmarketplace. The researchis a critical insight for brand strategists, marketers,
and businesses looking to leverage Al for more robust and resilient brands as age
of digital disruption moves on.
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INTRODUCTION:

Marketing and brand management got a boost from the addition of artificial
intelligence, making firms interact with their customers much more efficiently,
customized, and effectively in marketing. In business operations and transactions
increasingly happening in digital forms, Al provides new means to enable interac-
tions and identification between companies and their customers, infusing changes
that affect the approach guiding how brands are perceived and chosen in competi-
tive markets (Davenport & Ronanki, 2018). Al technologies have delivered much
to brands, making them more personal to their target audience. Moreover, by using
natural language processing and machine learning algorithms, Al technologies
enable faster decision-making processes. Among them, the most recently highly
noticed are chatbots since they have been applied in brand communication to achieve
accessible, effective, and engaging customer service (Cheng & Jiang, 2020a). These
developments have allowed Al to take the driver's seat of digital marketing, thereby
unlocking more innovative branding strategies that focus on real-time consumer
behavior changes and elicit real engagement.

Thisis why Alisimplemented in branding and marketing companies: it transforms
how a business interacts with its customers and creates more profound and practical
relationships between a business and its customers. Al and, therefore, chatbots have
been very effective in the service that a firm can offer clients and instant solutions
that customize the time spent interacting with the customers (Forbes, 2017).

For instance, a chatbot allows consumers to receive information, order, or ask for
assistance without the presence of a human, thus making the customer experience
less laborious and more interactive (Kietzmann et al., 2018). A paradigmatic case
in point is Al-empowered chatbot marketing, which enables the brand to reach out
to its customers more efficiently and interactively through informative and accessi-
ble services (Cheng & Jiang, 2020b). The literature has verified that CMEs would
positively impact long-term customer behavioral intention and brand perception,
resulting in increased brand loyalty and engagement (Brandtzaeg & Fglstad, 2017).
Understanding how chatbots and other Al-driven marketing efforts facilitate the
interface with customers will enable scientists to better understand the impact of
Al on customer-brand relationships, response, and loyalty.

While Al is increasingly becoming part of the marketing mix, the apparent gap
in empirical research persists in its specific impacts on branding (Schultz & Block,
2015). Whereas studies have thus far shed light on the implications of Alin customer
service, consumer behavior, and social media advertising, the increased use of Al
technology in the context of shaping brand equity, loyalty, and general consumer-
brand relationships has received little attention (Zarouali et al., 2018). This limited
focus on branding could be ascribed to the fact that Al applications in marketing
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