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ABSTRACT

The integration of artificial intelligence (AI) into marketing has revolutionized how businesses decode 
consumer behaviour. This chapter explores the application of the insight equation—combining data, 
analytics, and AI technologies—to provide deeper insights into consumer preferences and decision-​
making processes. By leveraging AI-​driven tools such as predictive analytics, machine learning, and 
behavioural modelling, marketers can now uncover patterns and trends that were previously hidden, 
allowing for more personalized and efficient marketing strategies. The chapter highlights how AI-​powered 
consumer insights are transforming modern marketing, enhancing customer engagement, and driving 
better business outcomes

INTRODUCTION

A spate of impacts from Artificial Intelligence has stirred up the tides in businesses usage of data, 
especially on the marketing front. Gone are the days of consumer insights when behavior for consumers 
was just rudimentary demographics and limited historical patterns that only gave a thin crack of under-
standing of what consumers needed and wanted. But now, with the advent of AI, including machine 



learning, predictive analytics, and behavioural modeling, businesses can mine so much consumer data 
that insights into consumer behavior are significantly more complex and actionable. Whereas, in the 
past years, the study of AI consumer behavior has revolutionized marketing activities for diversified 
industries through establishing the Insight Equation as an indispensable source, aiding in changing 
consumer interaction and transforming experiences, AI continues to empower e-​commerce, healthcare, 
and more through consumer insights, perfect targeting, and boosting customer satisfaction. The wide 
application in this digital age signifies tremendous change that can be brought by AI and the Insight 
Equation. Merging data, analytics, and AI into the “Insight Equation” creates a powerful framework for 
marketers to more accurately decode consumer behavior and time and personalize marketing strategies 
toward achieving desired results. Johnson & Smith (2023) for updated perspectives on data protection 
and AI in marketing. Kumar & Gupta (2023) for applications of machine learning in refining customer 
insights. Today, organizations use AI to predict future consumer behavior, track real-​time preferences, 
and market effectively. Such insights created with AI really improve targeting accuracy and, subsequently, 
enhance customer satisfaction through relevant content and experiences. This insight across numerous 
digital touch points allows AI systems to recognize patterns from diverse datasets that heretofore were 
difficult to unearth in complicated consumer behavior, and this is redrawing the contours of modern 
marketing: making it more efficient and customer-​centric.But AI, though revolutionizing the approaches 
of businesses towards consumer behavior, does so at a cost. Ethical concerns that relate to matters of 
data privacy, algorithmic bias, and the responsible use of AI-​driven insight have increasingly been at 
the top of discussions. Therefore, with much to offer in the facilitation of new marketing strategies from 
AI-​driven consumer insightsKumar et al. (2025) highlight the importance of AI-​driven personalization in 
shaping customer preferences for OTT streaming services through multivariate analysis.it is imperative 
that businesses implement these tools responsibly. This will ultimately define what marketing's future 
looks like as AI comes in with understanding and influence of consumer behavior and innovation within 
more meaningful relations with customers.

Background of the Study

The integration of artificial intelligence in marketing becomes core in today's digital environment. 
It lets companies tap big data and translate consumer insights into impactful strategies. Traditional 
approaches to consumer behavior have long been approached via history and demographics, such that 
there seems to be little room for manoeuvre in case the tastes of consumers shift rapidly. The Insight 
Equation-​-​​the combination of data, artificial intelligence analytics, and behavioral insights-​emerges as a 
strong solution for more nuanced perspectives on consumer behavior. Marketing strategies can be adjusted 
in real-​time while knowing the potential needs of consumers through artificial intelligence, as well as 
more personalized interaction with the customer, which results in better customer satisfaction and loyalty.

Davenport and Harris based on their research assert that competing on analytics is a foundational base 
for strategic decision making since AI tools allow businesses to know ahead of time trends and to make 
the right data-​driven choices (2017). Dwivedi et al. (2021) further stress on AI-​augmented marketing 
that brings up both the enriching consumer engagement along with very critical ethical issues related to 
data privacy as well as the algorithmic bias. Consumer trust thus demands good responsible practice in 
the new climate of AI adoption (Dwivedi et al., 2021; Johnson & Smith, 2023).
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