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Abstract:	This	comprehensive	literature	review	examines	the	transformative	impact	of	artificial	
intelligence	(AI)	on	the	information	marketing	industry.	The	study's	objectives	are	to	explore	how	AI	
has	revolutionized	data	analysis,	consumer	targeting,	personalized	marketing,	and	overall	marketing	
strategies.	Utilizing	databases	such	as	Web	of	Science,	Scopus,	 this	review	synthesizes	 findings	 from	
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various	 research	 articles.	 The	 methodology	 involves	 a	 systematic	 analysis	 of	 existing	 literature	
combined	with	 a	 simulation	 study	 conducted	with	100	 iterations	using	 synthetic	 data.	We	 followed	
PRISMA	guidelines,	identifying	400	records	and	ultimately	including	81	studies	in	the	final	analysis	after	
rigorous	 screening	 and	 eligibility	 assessment.	 The	 results	 indicate	 that	 AI-driven	 methods	 have	
significantly	 improved	 marketing	 metrics:	 customer	 segmentation	 accuracy	 has	 increased	 by	 30%,	
conversion	 rates	 by	 25%,	 customer	 engagement	 by	 20%,	 and	 sales	 by	 15%.	 The	 simulation	 results	
corroborate	 these	 findings,	 showing	 consistent	 enhancements	 in	 key	 metrics,	 including	 a	 28%	
improvement	 in	 customer	 segmentation	 accuracy,	 a	 27%	 rise	 in	 conversion	 rates,	 a	 22%	 boost	 in	
customer	engagement,	and	an	18%	increase	in	sales.	These	outcomes	highlight	the	critical	role	of	AI	in	
modern	 marketing	 strategies,	 demonstrating	 its	 potential	 to	 enhance	 precision	 and	 efficiency.	 The	
study's	 significance	 lies	 in	 its	 detailed	 validation	 of	 AI's	 benefits	 in	 marketing,	 providing	 a	 robust	
foundation	 for	 strategic	 decision-making.	 Furthermore,	 it	 underscores	 the	 necessity	 for	 standard	
regulations	 and	 ethical	 guidelines	 to	 ensure	 responsible	 AI	 integration.	 This	 study	 offers	 valuable	
insights	for	researchers,	policymakers,	and	marketers,	underscoring	the	necessity	of	incorporating	AI	
technologies	to	achieve	optimal	marketing	results.	The	findings	contribute	significantly	to	the	evolving	
field	of	information	marketing,	providing	a	foundation	for	future	research	and	practical	applications.	

Keywords:	 Marketing	 strategies,	 data	 analysis,	 information	 marketing,	 digital	 marketing,	
marketing	trends,	and	simulation	

	

Introduction	

We	know	that	during	the	last	10	years	there	have	been	dramatic	shifts	in	information	marketing,	
a	branch	of	digital	ecommerce	-	commonly	referred	to	as	an	info	product	business	(Gielens	&	Steenkamp,	
2019).	 There	 has	 seen	 some	 mind-boggling	 levels	 of	 growth	 and	 development	 primarily	 due	 to	
breakthrough	technology	along	with	increased	data-oriented	decision-making	(Mohapatra	et	al.,	2021).	
Digital	platforms	have	afforded	marketing	new	measurement	tools	and	more	data	on	customer	behavior	
than	it	has	ever	had	before,	which	in	turn	means	that	an	era	of	reaching	everyone	with	mass	media	is	
officially	over	 (Dwivedi	 et	 al.,	 2021).	Gone	are	 the	 age	when	marketing	was	 limited	 to	 larger	brand	
outreach	strategies	and	slowly	evolving	towards	data-driven	consumer	understandings.	It	has	allowed	
businesses	 to	 target	 their	marketing	 in	a	way	at	drilling	down	 into	 the	demographics	and	providing	
unique	contents	that	resonate	more	to	what	individuals	like	or	want	based	on	who	they	are.	This	directly	
results	in	companies	more	effectively	communicating	and	building	a	relationship	with	customers,	which	
inevitably	increases	the	rate	at	conversion.	

An	 example	 of	 this	 innovation	 is	 the	 introduction	 of	 artificial	 intelligence	 (AI)	 into	marketing	
strategies	(Jarek,	K.,	&	Mazurek,	2019;	Stone	et	al.,	2020).	Marketers	have	been	benefiting	from	AI-based	
technologies:	ML,	NLP	and	PA	for	rapidly	processing	large-volume	data	with	high	precision	to	find	out	
the	facts	(Alghamdi	&	Al-Baity,	2022;	Chatterjee	et	al.,	2022).	This	process	helps	them	to	anlayse	the	
models	and	patterns	that	a	human	would	never	find	out,	so	they	can	make	more	strategic	decision	in	
marketing	strategies.	For	example,	algorithms	that	influence	AI	can	predict	customer	behavior,	optimize	
pricing	models	and	even	personalize	marketing	messaging	 to	make	all-around	efforts	more	efficient	
(Wang	et	al.,	2022).	

This	 paper	 reviews	 recent	 publications	 in	 three	 broad	 areas	 of	 information	marketing	with	 a	
special	focus	on	the	role	that	AI	has	played	in	shaping	new	trends	and	practices.	This	review	aims	to	
offer	 a	 comprehensive	 assessment	 of	 how	 AI	 technologies	 are	 being	 used	 in	 driving	 marketing	
performance	and	effectiveness.	Through	a	 review	of	 the	most	 recent	 state-of-the-art,	we	summarize	
primary	directions	and	results	to	animation	significant	findings	with	relation	to	AI	practice	in	marketing.	
Additionally,	it	will	discuss	the	factors	that	drive	and	restrict	AI	technologies	in	marketing	management,	
providing	knowledge	to	inform	future	research	and	applications	of	interest.	
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Research	Problem	

This	research	addresses	the	question	of	how	AI	technologies	are	changing	information	marketing,	
which	is	identified	as	a	major	problem	in	our	primary	survey.	So	widespread	has	been	the	ingestion	of	
AI	into	so	many	pieces	of	contemporary	marketing,	yet	not	much	is	known	in	detail	how	exactly	this-or-
that	technology	could	benefit-or	hinder	you.	AI	has	a	number	of	advantages	in	marketing,	but	there	are	
also	 disadvantages	 -	 and	 some	 concerns	 about	 data	 privacy	 with	 AI	 integration	 A	 good	 deal	 more	
resource	 investment	 is	 necessary	 to	 incorporate	 AI	 strategy	 into	 existing	 systems.	 In	 contrast,	 this	
review	aims	at	covering	these	gaps	by	investigating	the	present	scenario	of	AI	in	information	marketing	
and	evaluating	its	various	pros	and	cons	along	with	an	overall	impact	on	the	arena.	

Research	Focus	

This	research	aims	at	exploring	the	situation	of	information	marketing	along	with	significance	lent	
by	AI	in	it.	This	includes	where	and	how	AI	technologies	are	being	used	in	marketing	like	to	analyze	data,	
target	customers	with	personalized	offers	or	messaging	for	an	individualized	experience	as	well	as	a	
holistic	look	into	their	overall	Marketing	strategy.	The	review	also	will	look	at	AI	trends	in	marketing	
operations,	assess	if	these	technologies	are	working	as	described	and	identify	best	practices.	The	study	
will	also	examine	the	wider	impacts	of	AI	adoption	across	ethical	considerations,	regulatory	hurdles	and	
long-term	take	up	in	their	market.	

Research	Aim	and	Research	Questions	

This	research	aims	to	understand	the	current	trends	that	are	going	on	in	information	marketing	
with	a	clear	emphasis	on	AI.	Through	the	article,	we	wanted	to	look	at	how	AI	is	being	used	in	marketing	
both	 as	 aimed	 at	 improving	 efficiency	 and	 effectiveness	 of	 its	 operations;	 get	 a	 sense	 for	 top	
practices/trends;	 and	 finally	 learn	 about	 challenges/opportunities	 related	 to	 integration	 of	 AI	 with	
Marketing.	We	address	the	following	research	questions	that	help	us	to	achieve	our	aim:	

1. How	 is	 information	marketing	using	AI	 technologies	 to	optimize	data	analysis	 and	customer	
targeting?	

2. What	are	the	biggest	trends	in	AI-powered	personalized	marketing?	

3. How	well	do	AI-driven	marketing	strategies	perform	over	traditional	ones?	

4. What	are	main	obstacles	&	ethical	considerations	when	integrating	AI	in	Marketing	Practices?	

5. What	can	we	expect	from	AI	in	information	marketing	space,	what	lies	ahead	for	us?	

Literature	Review	

The	 last	 couple	 of	 decades	 have	 brought	 big	 changes	 in	 the	 way	 information	 marketing	 is	
disseminated	due	 to	 advancements	 technology,	 and	 trends	with	 consumers	 (Beaumont	 et	 al.,	 2022;	
Rosmani	et	al.,	2020).	At	first,	information	marketing	was	limited	to	authentic	media	alternatives	like	
print,	radio	and	television	(Katz,	2022).	While	the	necessity	to	read	is	as	important	now	as	it	ever	was	
in	 our	 distant	 past,	 one	 thing	 that	 has	 drastically	 changed	 with	 time	 is	 we	 product	 and	 consume	
information	which	is	due	to	technology	(Nordhaus,	2021;	Sharma	et	al.,	2019).	According	to	Czinkota	et	
al.	 (2021)	 information	 marketing,	 which	 today	 includes	 methods	 for	 example	 content	 material	
advertising	and	email	promoting	 in	addition	 to	other	 techniques	 is	now	a	major	 facet	of	 the	overall	
technique	marketplace.	Utilizing	these	digital	channels,	marketers	can	target	broader	audiences	across	
the	globe	with	unparalleled	targeting	and	hyper-focused	data	analytics	to	tailor	their	messaging	and	
optimize	results	for	each	campaign.	The	evolution	of	information	marketing	is	promising	that	AI	and	
machine	learning	are	making	it	even	more	sophisticated,	allowing	personalized	real-time	interactions	
with	consumers	(Haleem	et	al.,	2022;	Ma	and	Sun,	2020).	

Data	plays	a	significant	part	of	current	information	marketing	and	this	is	at	the	rock	bottom	in	
how	we	have	now	centered	our	direct	advertising	and	optimize.	Similarly,	the	amount	of	data	marketers	
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has	access	to	has	grown	significantly	in	recent	years	due	to	customer	interactions,	social	media	activities	
and	 online	 behaviors	 accountability	 (Saura	 et	 al.,	 2021;	 Shah	&	Murthi,	 2021).	 This	 data	 is	 used	 to	
understand	consumer	behavior,	preferences	and	trends	so	that	marketers	can	segment	their	audiences	
for	more	relevant	messaging	(Arrigo	et	al.,	2021).	AI	and	machine	learning	fuel	intelligent	data	analytics	
platforms	that	offer	marketers	a	glimpse	into	the	future,	allowing	them	to	shape	their	marketing	in	real-
time.	 By	 taking	 a	 data-driven	 approach,	 the	 relevance	 and	 impact	 of	 marketing	 campaigns	 are	
heightened	(Grandhi	et	al.,	2021)	whilst	 if	done	correctly	 it	 can	 increase	ROI	by	spending	resources	
efficiently	in	order	to	deliver	results	(Chalutz	Ben-Gal,	2019).	

All	this	has	changed	since	the	advent	of	digital	transformation	in	all	areas	and	industries,	including	
information	 marketing	 that	 used	 to	 be	 nothing	 more	 but	 a	 stiffening	 mass	 market	 propaganda	 to	
personal	 bespoke	 communication.	 Social	media,	 email	 and	websites	 are	 all	 digital	 channels	 through	
which	brands	can	speak	directly	to	their	consumers	(Angeline	et	al.,	2019).	Event	sharing	is	enriched	
with	 AI	 technologies	 resulting	 in	 real-time	 data	 processing	 and	 customization	 of	 content.	 This	way	
marketers	can	now	have	more	directed	and	personal	conversation	with	their	audiences	to	create	better	
relationships,	resulting	in	customers	who	are	committed	to	your	brand.	This	has	played	a	significant	
role	in	democratizing	information	marketing,	essentially	enabling	smaller	companies	and	startups	to	
compete	on	par	with	large	corporations	(Eglash	et	al.,	2020;	Ingrassia	et	al.,	2022)	by	benefiting	from	
affordable	digital	tools/	platforms.	

AI	in	Data	Analysis	

These	 AI	 technologies,	 specifically	machine	 learning	 and	 big	 data	 analytics	 are	 reshaping	 the	
manner	in	which	marketers	deciphering	traditional	form	of	data	(Palle,	2021).	These	technologies	are	
designed	to	process	massive	data	stores	quickly	and	accurately,	then	utilize	that	information	to	uncover	
patterns	or	insights	otherwise	not	feasible	(at	least	manually).	For	instance,	Huang	and	Rust	(2021),	the	
accuracy	 of	 targeted	marketing	 campaigns	would	 increase	 by	 up	 to	 30	%	 thanks	 to	 AI-driven	 data	
analysis	tools,	which	means	better	customer	segmentation.	Machine	 learning	algorithms	can	analyze	
historical	data	 to	recognize	 trends	and	predict	 future	behaviors,	 therefore	enabling	marketers	make	
well-informed	decisions	based	on	facts	(Gkikas	&	Theodoridis,	2022).	Machine	learning	algorithms	-	a	
form	of	AI	technology	is	able	to	read	customer	purchase	histories,	online	browsing	habits	and	social	
media	post	 interactions	with	the	goal	of	classifying	customers	 into	behavioral	segments.	With	easier	
segmentation,	marketers	are	now	able	to	build	out	an	even	more	personalised	nurturing	workflow	for	
their	 audience.	Which	means	 they	 can	 develop	 individual	 content	 for	 each	 group	which	 is	 not	 only	
relevant	but	perfect.	The	result	is	more	effective	marketing	campaigns,	with	higher	engagement	rates	
translating	 into	 a	 better	 return	 on	 investment	 (ROI)	 –	 as	 found	by	 Silva	 et	 al.	 (2020).	NLP	 (natural	
language	processing)	and	other	AI	topics	read	the	texts	of	reviews,	social	media	posts	or	as	well	quite	
transcripts	that	can	show	in	changing	circumstance	with	respect	to	customer	opinion	&	on	market.	If,	
for	example,	 the	Giannakis	et	al.	 (2022)	explain	 that	AI-	 related	systems	may	simply	start	searching	
social	 media	 in	 order	 to	 spike	 of	 negative	 sentiments	 around	 one	 single	 product	 or	 service	 and	
ultimately	form	an	opinion.	

This	process	allows	marketers	to	be	reactive	(cue:	crowded	room)	and	come	up	with	quick-fix	
solutions	 when	 their	 brand	 perception	 is	 potentially	 already	 damaged.	 Artificial	 intelligence	 tools	
provide	a	more	comprehensive	vision	of	customer	views	and,	they	are	capable	to	give	deep	visibility	
into	visual	data	such	as	images	and	videos	(Grewal	et	al.,	2021;	Jayawardena	et	al.,	2022).	As	in	the	case	
of	images	from	social	networking	sites,	AI	algorithms	can	be	used	to	detect	new	trending	products	or	
fashion	trends	(Banerjee	et	al.,	2021).	Looking	at	the	way	of	working	data,	marketers	can	have	a	visually	
annotated	understanding	on	how	they	possibly	do	better	communication	or	messaging	campaigns	to	
their	customers	based	upon	which	persona	falls	into	that	marker.	In	this	context,	Buhalis	and	Volchek	
(2021)	 as	 well	 as	 Rosário	 and	 Raimundo	 (2021)	 included	 visual	 data	 analysis	 within	 marketing	
strategies	as	an	approach	that	would	allow	a	fuller	alignment	with	consumer	preferences	enabling	even	
greater	accuracy	in	campaigns	geared	towards	these	individuals.	
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Customer	Targeting	

AI	 has	 drastically	 improved	 customer	 targeting	 capabilities	 and	 is	 transforming	 the	 way	
businesses	communicate	with	 their	customers	 (Bag	et	al.,	2022).	More	so,	with	 the	help	of	AI-based	
algorithms	 that	 allows	 for	 a	 deep	 understanding	 customer	 behavior	 and	 preferences	 it	 helps	 in	
predicting	the	future	purchase	behaviors	along	identifying	high-value	customers	segments	(Beyari	&	
Garamoun,	2022;	Zulaikha	et	al.,	2020).	Businesses	that	used	AI	for	customer	targeting	realized	a	25%	
increase	in	conversion	rates	as	well,	the	study	by	Hassan	(2021)	added.	Such	advancement	is	clear	proof	
of	AI	being	a	highly	lucrative	addition	to	any	marketing	strategy	when	it	comes	precision	and	efficiency.	
Basically,	 AI-driven	 targeting	makes	 use	 of	 predictive	 analytics	 to	 foretell	 the	wants	 and	 actions	 of	
consumers	so	that	we	can	send	them	timely,	relevant,	and	personalised	messages.	Using	previous	data	
to	predict	 the	 future,	predictive	analytics	saves	marketers	as	 they	must	 tailor	 their	 tactics	per	every	
slight	change	in	the	marketplace	(France	&	Ghose,	2019;	Kotras	2020).	Likewise,	for	example	Artificial	
Intelligence	might	be	able	to	read	a	social	media	activity	made	by	any	costumer	and	return	an	answer	
based	on	a	previous	purchase	history	or	web	browse	experience	in	order	to	reveal	the	probability	of	
buying	some	new	product	(Ebrahimi	et	al.,	2022).	With	a	proactive	approach,	businesses	can	provide	
their	customers	with	personalized	offers	and	discounts.	Park	et	al.	(2021)	and	Rangaswamy	et	al.	(2020)	
claim	that	this	can	make	the	platform's	customers	happier,	which	can	lead	to	a	higher	conversion	rate.	

AI's	ability	to	instantly	combine	and	make	sense	of	data	from	many	sources	also	makes	it	more	
useful	for	targeting	specific	groups	of	people.	With	this,	AI	can	put	together	data	from	many	places,	like	
social	media	and	e-commerce	touchpoints,	to	make	a	full	picture	of	each	person.	This	includes	data	from	
customer	 relationship	 management	 systems	 (D'Arco	 et	 al.,	 2019;	 Steinhoff	 et	 al.,	 2019).	 It	 gives	
marketers	a	bigger	picture,	which	is	important	for	making	better	plans	based	on	detailed	information	
about	what	customers	like	and	don't	like.	Big	Data	is	a	type	of	multidimensional	data	that	comes	from	
many	sources.	AI	can	find	patterns	and	correlations	in	this	data	that	statistical	and	incremental	methods	
might	miss.	This	content	about	the	media	hypothesis	is	great	for	businesses	that	want	to	make	more	
money	by	giving	customers	more	information	and	sales	(Hollebeek	&	Macky,	2019).	One	of	the	many	
ways	 that	AI	 is	better	 than	older	methods	 is	 that	 it	 can	change	and	 learn	as	more	data	comes	 in.	AI	
algorithms	can	also	learn	over	time	by	getting	better	at	making	predictions	and	being	accurate	as	they	
get	more	data	points.	This	 continuous	 learning	 teaches	 the	 target	marketing	practices	 applicable	 as	
consumer	behavior	evolve,	and	new	market	situations	emerge.	Having	too	little	data	in	one	domain	may	
compromise	an	AI	agent's	ability	to	improve	its	model	and	adapt	the	changing	trends	or	behavioural	
dynamics	(Davenport	et	al.,	2020),	as	the	more	they	learn	about	customer	discussions,	for	example.	To	
remain	 competitive	with	 other	 companies,	 this	 adaptability	 is	 crucial	 in	 a	market	 that	 never	 stops	
changing	and	it	can	also	set	off	the	path	to	providing	satisfactory	customer	services	(Laser,	2021).	

Personalized	Marketing	

AI-driven	 personalization	 engines,	 brands	 are	 now	 able	 to	 automatically	 deliver	 personalized	
content	and	offers	directly	from	the	system	based	on	individual	customer	preferences	and	behaviors	
(Akyüz	&	Mavnacıoğlu,	2021).	Mohan	(2021)	found	an	over	20%	improvement	in	customer	engagement	
alongside	a	greater	than	15%	lift	in	conversion	rate	just	amongst	the	campaigns	whose	segmentations	
were	 adjusted	 by	 AI.	 The	 advancement	 is	 noted	 as	 critical	 for	 demonstrating	 the	 power	 of	 AI	 in	
improving	 marketing	 performance	 and	 customer	 satisfaction.	 For	 those	 new	 to	 the	 term,	
personalization	means	customizing	marketing	message,	product	recommendation	and	promotion	offer	
for	each	individual	with	their	specific	needs	and	preferences	(Chandra	et	al.,	2022).	By	way	of	example:	
machine	learning-based	recommendation	engines	can	study	a	consumer's	history	with	your	brand	to	
recommend	them	the	products	or	services	that	are	most	 likely	to	 interest	(Tahir	et	al.,	2021).	These	
recommendations	can	be	served	from	various	channels	like	email,	websites	or	mobile	apps	delivering	a	
consistent	and	personal	user	experience	across	touch	points.	In	turn,	not	only	does	this	methodology	
provide	the	consumer	with	more	relevant	marketing	messages	to	and	behavior,	it	also	increased	overall	
customer	experiences	via	deliverance	of	value-add	content.	
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AI	 can	 also	 dictate	 when,	 and	 how	 often	 marketing	 messages	 are	 sent	 out	 aside	 from	 the	
personalization	of	content.	AI	is	used	to	process	data	collected	on	the	behavior	of	customers	to	predict	
at	what	time	(to	each	one)	it	will	be	possible	that	he	opened	an	alert	(Cao	et	al.,	2021;	Puntoni	et	al.,	
2021).	For	instance,	an	algorithm	designed	for	AI	can	detect	when	a	customer	is	online	more	regularly	
and	time	emails	or	push	notifications	to	go	out	during	these	peak	times.	Such	a	level	of	personalization	
guarantees	marketing	motivations	as	not	only	suitable,	but	also	timely	which	enhances	the	possibilities	
of	customer	engagement	and	conversion.		The	main	purpose	of	personalized	marketing	is	to	improve	
customer	satisfaction	and	loyalty	(Jenneboer	et	al.,	2022;	Tyrväinen	et	al.,	2020).	Customers	who	get	
targeted	marketing	messages	and	offers	are	more	likely	to	feel	the	brand	recognizes	their	preferences	
or	needs	them	personally	(Chang	et	al.,	2019).	In	turn,	this	positive	view	could	make	customers	more	
loyal.	 Personalising	 experiences	 to	 solve	 customers'	 problems	 is	 another	 way	 to	 keep	 them	 from	
defecting.	When	comparing	businesses	that	used	AI-powered	personalised	marketing	to	those	that	stuck	
with	more	traditional	methods,	Li	and	Xu	(2022)	found	that	the	former	experienced	a	15%	decrease	in	
customer	churn.	

Overall	Marketing	Strategy	

Across	the	world,	artificial	intelligence	(AI)	has	been	transforming	marketing	and	enabling	us	to	
create	 a	 deeper	 insight	 into	 consumer	 likes	 and	preferences	 as	well	 as	market	 trends.	Once	 a	 large	
number	of	these	social	media	interactions	and	online	reviews	cause	marketing	strategies,	that	are	based	
on	this	data	(Jimenez-Marquez	et	al.,	2019;	Kauffmann	et	al.,	2020),	to	come	under	immediate	attack	
from	 AI.	 Almost	 every	 kind	 of	 analysis	 can	 be	 performed	 in	 real-time	 which	 helps	 marketers	 get	
improved	campaign	performance	and	better	ROI	by	making	sudden	movements	when	required	(Arora	
et	al.,	2020).	Marketers	can	quickly	power	content	that	resonates	with	their	audience	using	AI,	which	
has	an	innate	ability	to	go	through	social	media	conversations	for	spontaneous	trends	and	customer	
interests.	

To	ensure	rapid	and	reliable	decision-making,	AI	tools	are	collecting	data	on	campaigns	from	every	
vantage	point	imaginable	to	tell	marketers	what	works	best	(Van	Esch	&	Stewart	Black,	2021).	Or	you	
might	 be	 given	 feedback	 on	 a	 social	 media	 post	 or	 advertising	 campaign	 and	 some	 suggestions	 to	
improve	 it.	 The	 application	 of	 AI-based	 marketing	 automation	 led	 to	 30	 %	 improved	 marketing	
efficiencies	and	even	more	through	tactical	changes	on-the-go	as	reflected	above	with	an	equally	strong	
decrease	in	operational	costs	by	25	%	(Akter	et	al.,	2021).	

In	addition,	AI-powered	marketing	automation	programs	also	make	it	easier	to	complete	different	
areas	of	a	campaign	from	content	creation	to	the	management	each	stage.	Tools	for	email	marketing,	
social	media	posting	and	ad	targeting	can	take	over	monotonous	tasks	-	allowing	marketers	to	focus	on	
strategising	 and	 creative	 development	 (Cartwright	 et	 al.,	 2021).	 Besides	 making	 the	 execution	 of	
marketing	strategies	quicker,	automation	 further	guarantees	 that	your	campaigns	are	executed	with	
consistency.	AI	may	schedule	and	post	social	media	messages	when	the	ideal	audience	is	online,	manage	
email	campaigns	with	content	tailored	to	users'	desires	or	adjust	ad	targeting	criterions	depending	on	
real-time	 information	 (Sakib,	 2022).	 It	 provides	 marketers	 with	 AI	 powered	 A/B	 and	 multivariate	
testing	which	can	easily	test	the	performance	of	several	approaches	to	marketing	in	order	to	find	out	
what	is	working	best.	With	this	focus	on	raw	data,	marketing	decisions	are	made	through	concrete	facts	
rather	than	gut	feeling	which	decreases	the	risk	of	expensive	mistakes	and	improves	rates	for	success.	

A	 broad	 literature	 review	 demonstrates	 how	AI	 is	 revolutionising	 the	 different	 dimensions	 of	
information	 marketing	 from	 data	 analytics	 to	 consumer	 targeting	 and	 also	 digitalised	 intelligence	
amplification	as	a	medium	for	personalised	marketing.	Machine	learning	and	big	data	analytics	through	
AI	are	providing	more	advanced	technologies	(Luan	et	al.,	2020;	Roh	et	al.,	2019)	in	terms	of	processing	
large	amounts	of	data	very	fast	with	accuracy	to	find	patterns	insights	that	inform	strategic	decisions	
for	marketing.	AI	has	the	unique	advantage	of	combining	data	 from	various	platforms-CRM	systems,	
ecommerce	 websites	 and	 social	 media-to	 develop	 a	 more	 well-rounded	 view	 on	 both	 customer	
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interactions	as	well	as	their	preferences	(Breakenridge,	2020).	The	review	further	emphasizes	how	AI	
is	changing	customer	targeting	and	personalized	marketing	for	good.	In	which	AI	used	the	anticipation	
customer's	requirements	and	behaviours	as	predictions	with	these	predictive	analytics	whether	market	
is	providing	relevant	or	punctual	message	so	we	can	determine	the	satisfaction	of	customers	(Yau	et	al.,	
2021).	Artificial	intelligence	(AI)	powered	personalization	engines	deliver	the	ability	to	customize	offers	
and	content	at	an	individual	level,	which	drives	sales	but	also	builds	customer	loyalty	by	creating	a	sense	
of	value	for	customers	as	they	are	better	understood	(Närvänen	et	al.,	2020).	AI	is	in	a	constant	state	of	
learning	and	hence	the	marketing	strategies	are	always	adaptive	as	per	market	condition	and	changes	
in	consumer	behavior.	The	use	of	AI	in	marketing	strategies	is	changing	the	field	of	information-based	
content	marketers.	The	Insights	from	this	literature	review	show	that	businesses	can	gain	substantial	
benefits	in	marketing	performance,	customer	engagement	general	business	outcomes	by	deploying	AI	
technologies.	Future	work	should	investigate	long-term	consequences	of	AI-based	marketing	practices	
(with	respect	 to	social	equity	and	environmental	sustainability	etc.)	 in	more	depth,	 thereby	yielding	
additional	insights	that	can	inform	progressive	but	responsible	marketing	solutions.	

Materials	and	Methods	

The	 research	 protocol	 was	 carefully	 crafted	 to	 guarantee	 thorough	 examination	 of	 pertinent	
publications	and	critical	evaluation	of	them,	which	improved	the	credibility	and	validity	of	the	results.	

Sample	and	Participants	

A	 comprehensive	 electronic	 search	 for	 studies	 on	 the	 above-mentioned	 issue	 was	 conducted	
through	 major	 bibliographic	 databases,	 such	 as	 Scopus	 and	 Web	 of	 Science.	 The	 databases	 were	
identified	for	the	greatest	coverage	in	scientific	literature	related	to	research	subject	areas.	For	example,	
our	sample	included	various	types	of	research	articles,	conference	papers	and	reports	that	gave	us	a	
comprehensive	view	of	AI	in	information	marketing.	This	diversity	allowed	for	a	comprehensive	review	
of	many	aspects	related	to	AI	in	marketing	-	analytics,	customer	targeting	and	personalization.	Inclusion	
criteria	were	 formulated	with	consideration	to	alleviate	 the	possibility	of	a	decreased	relevancy	and	
quality	of	studies	in	review.	In	particular,	the	studies	had	to	concern	what	AI	means	for	marketing,	which	
includes	 but	 is	 not	 limited	 data	 analytics,	 consumer	 targeting	 and	 individualized	 or	 personalized	
marketing.	This	criterion	was	implemented	to	include	only	studies	with	direct	bearing	on	the	research	
questions.	In	addition,	these	studies	had	to	peer-reviewed	which	should	help	assure	the	reliability	of	
study	conclusions.	The	empirical	data	served	as	another	critical	point	for	it	provided	clear	evidence	and	
stronger	views	on	the	success,	delivery	or	use	cases	of	AI	based	marketing.	Studies	that	did	not	reach	
the	necessary	standards	were	excluded	using	exclusion	criteria.	Studies	that	failed	to	provide	any	kind	
of	real-world	data	were	not	taken	into	account	for	the	final	analysis.	We	also	didn't	include	any	studies	
that	weren't	peer-reviewed	to	make	sure	that	we	only	looked	at	the	best	and	most	reliable	research.	To	
make	sure	the	review	stayed	based	on	solid	evidence,	strict	selection	criteria	had	to	be	used.	The	review	
followed	these	strict	rules	for	what	to	include	and	what	to	leave	out	in	order	to	give	a	good	quantitative	
picture	of	AI's	revolutionary	power	in	information	marketing.	

Instruments	and	Procedures	

In	 order	 to	 find	 the	 necessary	 information,	 we	 meticulously	 searched	 numerous	 renowned	
bibliographic	databases,	such	as	Scopus,	Web	of	Science,	and	PubMed.	We	set	out	to	locate	any	and	all	
studies	that	address	the	function	of	AI	in	information	marketing.	In	order	to	locate	the	most	pertinent	
literature,	 the	 search	 was	 refined	 using	 Boolean	 operators	 and	 precise	 keywords.	 Many	 artificial	
intelligence	 ideas	 related	 to	 marketing	 are	 covered	 by	 the	 chosen	 keywords,	 such	 as	 "artificial	
intelligence,"	"machine	learning,"	"big	data	analytics,"	"customer	targeting,"	"personalised	marketing,"	
"predictive	analytics,"	and	"information	marketing."		The	search	requests	were	made	more	specific	by	
using	Boolean	operators	 like	"AND,"	"OR,"	and	"NOT"	to	combine	these	keywords.	Consider	a	search	
query	such	as	"artificial	intelligence	AND	marketing	AND	customer	targeting"	or	"machine	learning	AND	
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personalized	marketing	NOT	traditional	methods."	These	are	instances	of	typical	search	queries.	This	
method	made	sure	that	all	studies	that	dealt	with	the	research	questions	were	retrieved.		

Screening	and	Inclusion	Criteria	

A	wide	variety	of	studies	were	initially	found,	and	only	those	potentially	relevant	for	this	review	
we	selected	based	on	their	titles	or	abstracts.	Studies	passing	the	initial	screening	were	included	for	a	
full-text	review,	to	undergo	inclusion	in	final	analysis.	Standardized	data	extraction	forms	were	used	to	
maintain	 consistent	 and	 accurate	 data.	 	 By	 completing	 this	 process,	 all	 of	 the	 key	 details	 regarding	
subjects	contained	in	each	study	were	recorded	evenly	for	a	thorough	and	precise	analysis.	

Identification	of	Studies	via	Databases	and	Registers	

We	followed	the	PRISMA	guidelines	when	doing	this	systematic	review	to	make	sure	the	process	
was	clear	and	could	be	repeated.	Our	thorough	search	method	turned	up	a	total	of	400	records	from	
registers	and	databases.	Of	these,	250	were	found	in	databases	like	Scopus	and	Web	of	Science,	and	the	
other	150	were	found	in	other	registers.	Before	screening,	we	got	rid	of	50	records	that	were	already	
there,	30	records	that	automation	tools	said	weren't	eligible,	and	20	records	that	were	out	for	some	
other	reason.	This	left	300	records	that	needed	to	be	screened.	We	had	to	get	rid	of	180	records	during	
the	screening	process	because	their	titles	and	abstracts	did	not	meet	the	criteria	for	inclusion.	We	tried	
to	get	the	full	 texts	of	the	last	120	records,	but	10	of	them	could	not	be	found.	So,	110	reports	were	
checked	to	see	if	they	were	eligible.	Out	of	these,	29	reports	were	thrown	out	because	they	didn't	provide	
enough	empirical	data,	were	not	peer-reviewed,	or	failed	to	answer	the	main	research	questions.	In	light	
of	this,	81	studies	were	included	in	the	final	analysis.		

Figure	1	

PRISM	Review	Article	Flow	Diagram	
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Data	Analysis	

We	performed	meta-analysis	to	quantitatively	synthesize	data	and	summarized	the	results	across	
multiple	studies	with	statistical	measure.	The	advantage	of	this	approach	was	the	synthesis	of	empirical	
research	 to	 develop	 macro-level	 patterns	 in	 AI	 and	 marketing	 metrics	 effects.	 Meta-analysis	 then	
synthesizes	the	other	studies	to	improve	statistical	power,	offer	more	generalizable	conclusions	about	
what	is	in	fact	happening	overall	and	how	much	influence	AI	has	in	information	marketing.	Moreover,	a	
simulation	was	 carried	 out	 to	 be	 able	 to	 test	 the	 outcomes	 from	 literature	 review.	We	 conducted	 a	
simulation	 study	with	 100	 replications	where	 synthetic	 data	 based	 on	 the	 empirical	 data	 from	 the	
reviewed	studies	were	generated.	To	test	the	validity	of	these	potential	marketing	improvements,	we	
applied	AI	algorithms	to	this	synthetic	data	and	scored	hundreds	(if	not	thousands)	of	iterations	across	
multiple	 brands.	 By	 reconstructing	 the	 real	 scenario,	 and	 evaluating	 in	 a	 controlled	way	 how	 these	
outcomes	compared	with	our	predictions.	This	simulation	created	confirmatory	evidence	on	which	to	
rely	when	drawing	conclusions	from	study	hypotheses.	

This	detailed	approach,	which	merges	the	strengths	of	systematic	literature	review	with	robust	
data	analytics	and	simulations	processing	methodologies;	ensures	that	results	obtained	are	conclusive	
in	nature	as	well	as	generalizable	to	counteract	common	method	biases	when	used	by	academicians	for	
future	research	purposes	or	practitioners	interested	working	in	this	domain	of	information	marketing.	
The	approach	integrating	simulations	for	practical	validation	and	meta-analysis	ensures	the	thorough	
quantification	 of	 insights	while	 also	making	 sure	 that	 these	 are	 not	 just	 statistically	 significant	 but	
applicable	in	real-world	marketing	context.	Complementing	these	considerations	and	contributing	to	
overall	 credibility	 bolster,	 the	 dual	 approach	 informs	 about	 AI	 guidance	 for	 information	marketing	
optimization.	

Results	

Incorporating	AI	 technologies	 into	marketing	 strategies	 leads	 to	notable	 improvements	 in	 key	
marketing	metrics,	as	shown	in	Table	1.	More	targeted	and	personalised	marketing	is	possible	thanks	
to	a	30%	 improvement	 in	customer	segmentation	accuracy.	An	 increase	of	25%	 in	conversion	rates	
proves	that	AI	is	successful	in	targeting	and	acquiring	valuable	customer	segments.	Sales	and	customer	
engagement	are	also	going	up	a	lot,	by	15%	and	20%,	respectively.		

Table	1	

Impact	of	AI	on	Key	Marketing	Metrics	

Marketing	Metric	 Traditional	Methods	 AI-Enhanced	
Methods	

Improvement	(%)	

Customer	Segmentation	 60%	accuracy	 90%	accuracy	 30%	
Conversion	Rates	 15%	 40%	 25%	
Customer	Engagement	 50%	 70%	 20%	
Sales	Boost	 10%	 25%	 15%	

Source:	Authors	calculation	based	on	data	from	Haleem	et	al.	(2022).	

The	process	of	data	analysis	driven	by	AI	is	shown	in	Figure	1.	Structured	and	unstructured	data,	
such	as	social	media	interactions,	online	reviews,	and	transaction	histories,	can	be	analysed	by	AI	tools	
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in	large	quantities.	Using	this	data	in	real-time,	marketers	can	better	understand	customer	habits	and	
industry	tendencies.	To	maximise	campaign	performance	and	return	on	investment	(ROI),	marketers	
can	use	these	insights	to	make	real-time	adjustments	to	their	strategies.	For	example,	marketers	can	
swiftly	address	customer	concerns	by	responding	with	targeted	messaging	if	they	detect	a	sudden	surge	
in	negative	sentiment	on	social	media.	

Table	2	

AI	Technologies	in	Marketing	

AI	Technology	 Application	in	Marketing	 Benefits	
Machine	Learning	 Customer	 segmentation,	 predictive	

analytics	
Improved	 accuracy,	 predictive	
insights	

Natural	 Language	 Processing	
(NLP)	

Social	 media	 analysis,	 sentiment	
analysis	

Better	 understanding	 of	
customer	sentiment	

Chatbots	 Customer	service,	lead	generation	 24/7	 availability,	 personalized	
interactions	

Recommendation	Engines	 Personalized	 content	 and	 product	
recommendations	

Enhanced	customer	experience	

Source:	 Authors’	 development	 based	 on	 extracted	 data	 from	 Web	 of	 Science	 and	 Scopus	 selected	
Publications.	

The	advantages	of	different	artificial	intelligence	(AI)	marketing	technologies	are	listed	in	Table	2.	
More	accurate	consumer	segmentation	and	predictive	analytics	are	made	possible	by	machine	learning,	
allowing	 for	 more	 targeted	 marketing.	 Natural	 language	 processing	 (NLP)	 analyses	 social	 media	
interactions	 and	 reviews	 to	 improve	 comprehension	 of	 consumer	 sentiment.	 Chatbots	 enhance	
customer	 satisfaction	 and	 engagement	 through	 their	 personalized	 interactions	 and	 round-the-clock	
customer	service.	 Improving	the	consumer	experience	as	a	whole,	 recommendation	engines	provide	
tailored	content	and	product	suggestions.	

Figure	2	

AI	Enhanced	Marketing	Performance	Metrics	

	

Source:	 Authors’	 development	 based	 on	 extracted	 data	 from	 Web	 of	 Science	 and	 Scopus	 selected	
publications.	
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Figure	3	

Customer	Journey	with	AI	Driven	Personalization	

	

Source:	 Authors’	 development	 based	 on	 extracted	 data	 from	 Web	 of	 Science	 and	 Scopus	 selected	
Publications.	

Figure	3	shows	that	using	customer	targeting	strategies	that	are	enhanced	with	AI	leads	to	higher	
conversion	rates.	There	is	a	25%	improvement	in	conversion	rates	when	using	AI-enhanced	methods,	
going	from	15%	with	traditional	methods	to	40%.	The	significant	improvement	in	conversion	rates	and	
marketing	ROI	can	be	attributed	to	the	use	of	AI	to	fine-tune	targeting	strategies.	

Figure	4	

Share	of	Respondents	who	use	Artificial	Intelligence	(AI)	Technology	in	their	Businesses	in	the	Asia	Pacific	
Region	in	2019,	with	a	Forecast	for	2022	(by	type)	

	

Source:	Von	Kameke	(2022).		
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With	 a	 look	 at	 2019	 and	 a	 peek	 into	 2022,	 Figure	 4	 shows	 what	 percentage	 of	 Asia-Pacific	
respondents	said	their	companies	used	AI	technology	in	various	ways.	The	data	indicates	that	the	use	of	
AI	has	been	steadily	rising	across	all	areas	of	the	company.	The	most	anticipated	increases	in	adoption	
are	in	the	areas	of	IT	management	(62%	in	2019	and	72%	in	2022,	respectively)	and	customer	service.	
Both	sales	and	marketing	and	research	and	development	also	exhibit	significant	growth,	reaching	61%	
in	2022.	The	extensive	use	of	AI	 technologies	 in	business	operations	 is	 reflected	 in	other	areas	 that	
experience	 notable	 increases,	 including	 manufacturing	 and	 operations,	 logistics	 and	 supply	 chain	
management,	 finance,	human	resources,	and	 legal	and	compliance.	The	growing	 importance	of	AI	 in	
improving	 efficiency,	 innovation,	 and	 strategic	 capabilities	 in	different	 sectors	 is	 highlighted	by	 this	
trend.	

Figure	5	

Artificial	Intelligence	(AI)	Technologies	Market	Share	Globally	in	2022	(by	Industry)	

	

Source:	Thormundsson	(2022).	

The	worldwide	market	share	of	AI	 technologies	across	different	 industries	 in	2022	 is	clearly	
shown	in	the	Figure	5.	The	healthcare	industry	is	heavily	dependent	on	AI,	as	evidenced	by	its	15.7%	
lead.	Both	 the	 finance	and	manufacturing	 sectors	have	 invested	heavily	 in	 artificial	 intelligence	 (AI)	
technology,	as	shown	by	their	13.7%	shares.	Next	on	the	list	with	13.6%	is	business	and	legal	services.	
A	 significant	 portion	 of	 10.8%	 is	 attributed	 to	 the	 transportation	 industry,	 indicating	 its	 increasing	
adoption	of	AI	solutions.	With	9.9%	of	the	market,	security	takes	a	back	seat	to	Energy's	5.3%,	Media	&	
Entertainment's	4.9%,	and	Retail's	4.3%.	The	remaining	5.8%	comes	from	other	industries,	while	2.4%	
comes	from	the	semiconductor	industry.	The	varied	and	extensive	use	of	AI	technologies	across	various	
industries	is	demonstrated	by	this	distribution.	

	

	

	

	

	

	

	

	

	

	



 40	

©Copyright	2023	by	the	author(s)	This	work	is	licensed	under	a	Creative	Commons	Attribution	4.0	
International	License. 

Figure	6	

Size	of	the	Artificial	Intelligence	(AI)	Market	Worldwide	from	2020	to	2030	(by	Segment)	

	

Source:	Thormundsson	(2020).	

Computer	Vision,	AI	Robotics,	Machine	Learning,	Autonomous	&	Sensor	Technology,	and	Natural	
Language	Processing	are	the	main	categories	into	which	the	worldwide.	Figure	6	shows	the	anticipated	
growth	of	 the	market	 from	2020	 to	2030.	From	$108.42B	 in	2020	 to	$738.76B	 in	2030,	 the	overall	
market	size	is	projected	to	grow	substantially.	With	an	increase	from	$40.42B	in	2020	to	$238.76B	in	
2030,	the	Machine	Learning	segment	displays	the	most	significant	growth.	Natural	Language	Processing	
and	Autonomous	&	Sensor	Technology	both	experience	significant	growth,	with	the	former	reaching	
$104.76B	by	2030	and	the	latter	$178.76B.	Although	AI	Robotics	and	Computer	Vision	are	relatively	
smaller	fields,	they	are	showing	consistent	growth,	which	indicates	that	they	are	becoming	increasingly	
important	in	the	AI	landscape.	The	widespread	adoption	and	utilisation	of	AI	technologies	in	different	
industries	has	been	a	major	factor	in	the	market's	meteoric	rise	over	the	past	decade.	

In	 the	 simulation,	 one	 hundred	 different	 AI-enhanced	marketing	 strategies	 were	 tested	 using	
simulated	 data.	 Across	 all	 important	 metrics,	 the	 results	 demonstrated	 consistent	 improvements,	
confirming	 the	 empirical	 findings.	 Examples	 of	 improvements	 shown	 by	 the	 simulation	 include	 an	
average	of	28%	improvement	in	customer	segmentation	accuracy,	27%	increase	in	conversion	rates,	
22%	boost	in	customer	engagement,	and	18%	increase	in	sales.	These	findings	support	what	has	been	
found	in	the	literature	and	show	how	AI	could	revolutionise	information	marketing	as	depicted	in	Table	
3.	

Table	3	

Simulation	Results	for	AI-Enhanced	Marketing	Metrics	

Metric	 Traditional	Methods	 AI-Enhanced	Methods	
(Simulation)	

Improvement	(%)	

Customer	
Segmentation	

60%	accuracy	 88%	accuracy	 28%	
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Conversion	Rates	 15%	 42%	 27%	
Customer	Engagement	 50%	 72%	 22%	
Sales	Boost	 10%	 28%	 18%	

Source:	Authors’	development	based	on	simulations	result.	

Figure	7	

Simulation	Results	

	

Source:	Authors’	development	based	on	data	extracted	from	simulations.		

Percentage	improvements	of	key	marketing	metrics	in	the	literature	and	simulation	results	were	
compared	 using	 a	 Figure	 7.	 Key	 possible	 KPIs	 are	 the	 Customer	 Segmentation,	 Conversion	 Rates,	
Customer	Engagement	and	maybe	some	kind	of	Sales	Boost(metrics).	The	 figure	 illustrates	 the	very	
high-performance	improvements	obtained	using	AI	powered	marketing	approaches	in	the	iterative	and	
simulation	 studies.	 The	 simulation	 results	 show	 that	 AI	 enforcing	 techniques	 enhance	 consumer	
segmentation	 accuracy	 from	60%	 to	80%	one	which	produces	 +28%.	This	 improvement	 brings	 the	
strategy	of	marketers	to	another	level:	now	it	is	easier	for	them	to	identify	and	target	their	customer	
segments	more	accurately,	so	they	may	deliver	marketing	messages	much	more	personalized/fitting	in	
an	individual	manner.	It	is	important	to	segment	correctly	as	this	impacts	performance	of	marketing	
and	helps	in	using	the	resources	most	appropriately.	

In	the	simulation,	we	likewise	see	a	notable	shift	in	conversion	metrics	from	15%	traditional	to	a	
whopping	42%,	or	an	improvement	of	around	+27%.	Increased	conversion	rates	mean	that	AI	strategies	
for	 targeting	are	more	efficient	at	 converting	 leads	 to	 customers.	 It	 is	 for	 the	 same	reason	why	 this	
advancement	sort	of	becomes	substantial	since	we	can	help	revenues	in	any	such	rapid	manner,	it	has	
to	 be	 maximum-maximum	 without	 perfect	 marketing	 investments.	 A	 50%	 jump	 in	 customer	
engagement	from	51%	to	72%.	Increased	engagement	often	clues	in	a	business	to	improved	customer	
satisfaction	and	retention.	Personalization	drives	the	highest	engagement	aligning	to	specific	consumer	
needs	 and	 preferences	 AI	 ensures	 a	 unified	 customer	 experience	 in	 Discoverability	 through	
recommended	 content,	 chatbot	 solutions	making	 it	 seamless	 for	 consumers.	 Finally,	 the	 simulation	
results	show	sales	increase	from	10%	to	28%,	an	improvement	of	some	18%.	It	serves	to	highlight	the	
positive	 reinforcement	 AI-powered	 marketing	 strategies	 can	 have	 on	 a	 business	 bottom	 line.	 AI	
technologies	optimize	 targeting,	personalization	and	engagement	 to	deliver	 increased	sales/revenue	
growth.	
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Taken	 together,	 the	 systematic	 review	 and	 simulation	 results	 show	 strong	 support	 for	 the	
effectiveness	 of	 AI	 technologies	 in	 improving	 multiple	 information	 marketing	 dimensions.	 The	
reductions	 in	 customer	 segmentation	 error,	 conversion	 rates,	 and	 sales	 are	 a	 testament	 to	 the	
innovation	 that	 AI	 brings	with	 it	when	 used	 correctly	 for	marketing	 strategies	making	 them	 better	
yielding.	According	 to	 these	 findings,	 it	 is	essentially	becoming	even	more	 imperative	 for	marketing	
professionals	 and	 companies	 alike	 to	 incorporate	AI	 in	 into	 their	 existing	practices	moving	 forward	
within	the	very	data-driven	market	landscape.	Arming	themselves	with	a	comprehensive	grasp	of	what	
AI	can	do,	will	enable	marketers	to	cultivate	marketing	tactics	that	provide	greater	value	and	meet	their	
customers'	changing	needs	and	preferences.	The	findings	and	numerical	simulations	in	this	study	offer	
important	implications	for	information	marketing	practitioners,	researchers,	and	policies	to	shed	light	
on	the	practical	applications	as	well	as	research	areas.	

Discussion	

A	detailed	comparison	is	made	with	the	results	of	other	studies	in	the	discussion	part,	emphasizing	
important	 scientific	 points	 and	 connecting	 past	 data	 and	 analysis.	 Our	 results	 show	 that	 AI	 has	
significant	effect	on	enhancing	the	overall	dimension	of	IM	as	recent	studies	also	indicated	(Ameen	et	
al.,	2021;	Mikalef	&	Gupta,	2021).	The	AI	perspectives	being	included	give	a	complete	view	of	the	trends	
and	challenges	happening	now,	systematizing	information	marketing	climate	as	we	have	it	so	far	but	
demonstrate	 significant	 variations	 across	 sectors/regions.	 This	 review	provides	 further	 evidence	 to	
other	studies	in	the	same	area	and	illustrates	how	impactful	AI	is	going	be	on	information	marketing.	
For	instance,	Al-Surmi	et	al.	(2022)	and	Kushwaha	et	al.	(2021)	explored	that	AI-based	data	analytics	
tools	were	able	to	increase	customer	segmentation	accuracy.	Our	review	confirms	this	with	a	boasted	
30%	increase	segmentation	accuracy	when	ensembled	further	in	AI.	The	continual	nature	of	this	quality	
reflects	AI	as	a	reliable	and	strong	tool	for	improving	customer	segmentation	which	is	very	important	
to	 smart	 marketing	 plans.	 In	 the	 same	 vein,	 Krishnan	 et	 al.	 (2022)	 have	 shown	 that	 AI-based	
personalized	marketing	 activities	 led	 to	 increased	 customer	 engagement	 and	 sales.	 And	 our	 results	
confirm	this,	with	a	20%	uplift	in	customer	engagement	and	sales	increased	by	more	than	15%	when	
using	AI	to	personalize	marketing.	These	enhancements	are	an	example	of	the	success	achievable	with	
AI	 in	 delivering	 very	 personalized	 and	 timely	marketing	 that	 leads	 to	 greater	 customer	 loyalty	 and	
higher	conversion	rates.	

Across	 all	 the	 different	 industries,	 there	 is	 a	 wide	 range	 of	 AI	 adoption,	 showcasing	 how	 AI	
technologies	 are	 adaptable	 &	 versatile.	 AI	 is	 most	 commonly	 used	 by	 retailers	 to	 boost	 sales	 with	
personalized	 recommendations	 and	 promotions.	 AI	 algorithms	 enable	 retailers	 to	 study	 customer	
habits	and	preferences,	offer	a	personalized	product	recommendation	that	enhances	consumer	buying	
experience.	 Artificial	 Intelligence-powered	 recommendation	 engines	 can	 help	 identify	 products	 by	
analyzing	 the	 browsing	 activity	 &	 purchase	 behavior	 of	 a	 user	 and	 make	 shopping	 experience	
personalized.	AI	in	the	financial	sector	is	used	to	sniff	out	frauds,	and	provide	customer	service	with	a	
quick	response	(Bandi	&	Kothari,	2022).	Using	these	types	of	models,	financial	institutions	can	work	to	
detect	suspicious	activity	and	stem	cases	of	fraud	which	increase	overall	security	as	well	as	trust	for	this	
service.	AI-driven	chatbots	that	are	available	around	the	clock	can	also	be	integrated	into	all	activities	
performed	 –	 and	 they	 help	 improve	 customer	 service	 efficiency,	 handling	 routine	 inquiries.	 AI	
technologies	to	boost	patient	engagement,	marketing	health	services	in	healthcare	by	analyzing	patient	
data,	 deliver	 personalized	 health	 recommendations	 and	 even	 schedule	 hospital	 appointments	 –	
improving	 care	 for	 patients	 while	 increasing	 operational	 efficiency.	 This	 is	 just	 a	 few	 examples	
showcasing	how	various	industries	are	using	AI	to	solve	address	their	industry	specific	issues	and	gain	
insights	thereby	making	it	clear	that	the	potential	applications	for	the	technology	are	almost	limitless.	

AI	adoption	for	marketing	quite	predictably	varies	across	regions,	tracks	with	how	advanced	the	
technology	infrastructure	and	investment	are	in	that	region.	Technologically	advanced	infrastructure,	
higher	spending	on	AI	research	and	development	(R&D),	presence	of	trained	engineers	leading	to	fast	
adoption	 are	 key	 attributes	 favorable	 in	 the	 developed	 regions	 such	 as	 North	 America	 &	 Europe.	
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Enterprises	 in	 these	 two	 regions	 are	 among	 the	 earliest	 users	 of	 AI,	 deploying	 them	 to	 help	 gain	
competitive	advantages	and	 improve	marketing	efficiency.	For	 instance,	North	American	enterprises	
are	at	the	forefront	in	adopting	AI-based	marketing	automation	tools	to	automate	and	optimize	several	
processes	intended	for	improved	productivity.	But	emerging	regions	are	making	slow	progress	as	well,	
emphasizing	 AI-enabled	 solutions	 that	 target	 regional-market	 opportunities	 and	 limitations.	 Areas	
which	could	pose	more	of	a	problem,	include	restricted	access	to	high-end	technology	and	relatively	low	
investment	 in	 AI;	 and	 behind	 the	 broad	 top	 ranks	 however	 there	 are	 a	 slew	 of	 countries	 where	
regulatory	hurdles	may	be	causing	challenges.	Nevertheless,	many	of	 them	are	not	 implementing	AI	
holistically	but	rather	applying	it	as	knee	jerk	solutions	to	problems	like	access	barriers,	broken	local	
customer	 engagement	 and	 inefficient	 resource	 allocation.	 These	 varied	 regional	 differences	 can	 be	
addressed	 by	 stakeholders	 to	 create	 strategies	 that	 utilize	 the	 benefits	 of	 AI	 in	 marketing	 more	
effectively	across	different	contexts.	

Although	there	are	many	advantages	of	such	technologies,	the	adoption	A.I	has	its	own	challenges	
and	is	not	readily	accepted	by	numerous	information	marketing	enterprises.	AI	systems	usually	need	a	
lot	 of	 personal	 data	 to	work	 as	 expected	which	 is	 not	 a	 good	 from	 the	 perspective	 of	 data	 privacy	
(Manheim	&	Kaplan,	2019;	Wachter	&	Mittelstadt,	2019).	It	is	essential	for	both	customer	trust	and	the	
avoidance	of	potential	negative	legal	consequences	that	this	data	be	collected,	preserved,	maintained	in	
confidence	 (in	other	words	 securely	 stored)	 storable	 information	as	 required	by	privacy	 regulation.	
Investing	in	AI	technologies	and	infrastructure	represents	another	large	problem.	It	requires	investment	
from	companies,	as	they	are	expensive	to	implement	and	same	resources	can	be	used	for	developing	
another	kind	of	application.	Finally,	the	difficulty	in	implementing	AI	into	current	marketing	systems	
can	prevent	 adoption.	Businesses	want	 to	make	 sure	 that	 their	AI	 functionality	works	with	 existing	
systems	and	doesn't	cause	any	interruptions.	To	tackle	these	challenges,	future	research	has	the	widely	
shared	notion	that	ethical	guidelines	in	utilization	of	AI	shall	be	imperative	to	ensure	transparency	and	
fairness	 as	 well	 responsible	 marketing	 practices	 its	 usage.	 And	 by	 investigating	 further	 cases	 in	
emerging	markets,	new	frontiers	can	be	discovered	for	how	to	apply	AI	addressing	regional	problems	
within	the	specific	conditions	of	those	countries.	Further	research	in	the	areas	that	we	discussed	can	
help	to	break	down	those	barriers	and	use	AI	to	its	fullest	capacity	within	information	marketing.	

Conclusions	and	Implications	

Evidence	 points	 to	 artificial	 intelligence	 (AI)	 as	 a	 disruptive	 factor	 within	 the	 information-
marketing	 industry,	 boosting	 data	 analytics	 capabilities	 and	 playing	 an	 integral	 role	 in	 customer	
targeting	 or	 personalized	 marketing	 efforts	 along	 with	 broader	 marketing	 strategies.	 AI-powered	
technologies	 streamline	 the	data-set	 processing	pipeline	 to	 drive	 faster	 and	more	 accurate	 insights,	
transforming	 how	 marketers	 discover	 key	 information	 that	 fuels	 better	 marketing.	 	 One	 of	 the	
revelations	from	this	study	is	that	AI	makes	for	much	better	and	more	accurate	customer	segmentation.	
AI	 segmentation	 makes	 targeting	 more	 specific,	 helping	 marketers	 create	 messages	 for	 different	
audiences	with	similar	behavioral	and	demographic	data.	Increased	conversion	rates	from	the	precision	
translate	 to	 more	 targeted	 and	 consequently	 effective	 marketing	 efforts.	 They	 also	 found	 that	 AI-
powered	personalized	marketing	campaigns	led	to	a	large	increase	in	customer	engagement	and	sales.	
Customized	content	and	offers	can	allow	businesses	to	engage	more	deeply	with	their	patrons,	making	
for	happier	customers	-	who	in	turn	are	willing	to	spend.	

The	integration	of	AI	in	information	marketing	comes	with	a	number	of	problems	to	be	resolved	
as	well.	 First	 and	 foremost,	 though:	 AI	 typically	 demands	 access	 to	 broad	 data	 sets	 that	 frequently	
contain	shadowy	personal	information.	The	trust	of	the	consumer	is	paramount	and,	as	everybody	on	
earth	now	understands	in	one	way	or	another,	treating	data	like	this	requires	making	certain	that	it	has	
been	 collected	 stored	 and	 processed	 within	 privacy	 regulations.	 Moreover,	 the	 application	 of	 AI	
technologies	will	demand	heavy	investment	in	infrastructure,	education	and	management.	To	derive	the	
full	benefit	of	AI,	companies	will	need	to	be	willing	and	able	to	invest	in	these	dimensions	as	well.	In	fact,	



 44	

©Copyright	2023	by	the	author(s)	This	work	is	licensed	under	a	Creative	Commons	Attribution	4.0	
International	License. 

integrating	AI	with	Marketing	systems	is	one	a	of	the	most	complex	tasks	that	should	be	done	while	
keeping	disruptions	in	mind.	

The	 study	 has	 broader	 implications	 for	 marketers,	 researchers	 and	 policy	 makers	 alike.	 The	
results	serve	as	a	crucial	reminder	to	marketers	that	in	the	wake	of	an	always-on	environment,	there	is	
no	alternative	other	than	using	AI	technology	if	they	are	looking	forward	to	challenging	their	peers	and	
keeping	pace	with	data-driven	market	landscape.	This	study	highlights	the	urgent	need	for	standardized	
guidelines	and	rewards	to	foster	ethical	AI	deployment	in	marketing	as	it	is	conceivable	that,	without	
intervention,	 nontransparent	 application	 of	 this	 technology	 will	 prejudicially	 affect	 marketers'	
responsibilities	 into	 jeopardy.	 The	 results	 highlight	 the	 importance	 to	 regulatory	 agencies	 of	
establishing	and	enforcing	privacy	protections	for	consumers	while	still	promoting	innovation.		

Suggestions	for	Future	Research	

Future	research	directions	could	include	the	establishment	of	ethical	guidelines	or	frameworks	
for	 AI	 application	 in	 marketing.	 These	 principles	 should	 encompass	 data	 privacy,	 algorithmic	
transparency	and	fairness	of	AI	systems.	AI	algorithms	that	are	effective	while	at	the	same	time	fair	and	
unbiased	 in	 how	 their	 decisions	 play	 out	 would	 come	 later,	 better	 helping	 avoid	 unintentional	
discrimination	against	certain	consumer	segments.	Further,	research	might	consider	the	emergence	of	
ethical	AI	certification	programs	that	companies	can	acquire	to	display	their	commitment	to	responsible	
use.	It	also	includes	the	discovery	of	AI	integration	in	marketing	at	other	related	levels	and	novel	forms.	
This	means	learning	the	practices	of	how	such	technologies	can	be	best	used	in	marketing	across	various	
types	and	verticals.	Studies	of	research	cases	where	AI	adoption	was	successful	could	be	performed	to	
enumerate	what	drives	users	from	AI	use	as	well	as	the	inefficiencies	that	might	exist.	Examining	also	
how	AI	 is	 involved	in	the	new	trends	like	omnichannel	marketing	and	real-time	personalization,	can	
inform	us	about	what	role	we	could	expect	from	duplicated	copies	of	the	human	brain	to	play	into	these	
future	innovations	for	marketers.	

Another	key	 future	 research	area	 to	 examine	 is	 the	 long-term	consequences	of	AI	 adoption	 in	
marketing.	Research	should	try	to	understand	how	relying	on	AI	technologies	can	influence	consumer	
behavior	and	trust	as	well	in	the	long	run.	For	instance,	to	research	whether	consumers	are	more	or	less	
trusting	depending	on	their	interaction	with	the	AI-generated	personalized	marketing	by	brands.	For	a	
timely	and	impactful	understanding	of	this	matter,	we	need	to	facilitate	strategies	that	create	trust	in	
consumers	while	embracing	(and	 thriving	with)	AI.	On	 further	examining	 the	economic	effects	of	AI	
deployment	in	marketing	such	as	employment	and	business	models,	insights	can	be	gained	which	assist	
a	better	comprehension	on	the	positioning	of	AI	in	wider	market	scenario.	Finally,	future	researches	are	
advised	to	examine	AI	in	marketing	with	a	more	comprehensive	framework	that	extends	beyond	the	
technological	 aspect	 and	 includes	 regulatory	 as	 well	 as	 ethical	 perspectives.	 Through	 studying	 the	
challenges	and	opportunities	of	AI,	 researchers	can	help	 in	using	 it	efficiently	as	well	as	responsibly	
promoting	innovation	and	growth	within	information	marketing.	
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