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Abstract

This research aims to expand the existing discussion about Al based marketing by providing a extensive
exploration of the emerging landscape. It sets itself apart by combining in-depth analysis with first-hand
empirical data.

Our objective is to get firsthand feedback from marketing professionals, entrepreneurs, academics, and
students using a survey-based approach that we have developed based on a synthesis of the existing
research. Our thoughtfully designed survey delves into significant aspects of application Al in marketing.
It covers topics including age, occupation, familiarity with Al concepts, and the specific Al technologies
that are employed. The thorough survey aims to understand the circumstances, challenges faced, and
viewpoints held in many marketing domains.

To make our study distinctive, we place special emphasis on a useful and realistic approach. Our questions
are meant to highlight the challenges in applying Al technology in practice as well as those that already
exist. Our survey explores many viewpoints and advances our knowledge of the human and Al interaction
in marketing by asking about opinions of job replacement risk and the significance of human insight in Al
based decision-making.

Additionally, our research solely focuses at the trends we expect to see in the integration of Al into
marketing strategies, investigating potential applications such as more Al-powered content production,
improved chatbots with Al capabilities, and Al integration with virtual reality (VR) and augmented reality
(AR). Our study offers marketers valuable guidance in this ever-evolving market by incorporating advice
from participants for conquering adoption barriers for artificial intelligence. The method we used for data
collection involves the combination of primary and secondary data.

This study is noteworthy for using primary data obtained from a survey of multiple participants and for
projecting how artificial intelligence would be used in marketing in the future. Our approach, although
borrowing from the body of prior work, carves out a separate niche by emphasizing recommendations,
practical ramifications, and a deep knowledge of influence of Al on modern marketing.

Keywords: Artificial Intelligence, Al, Marketing, Al in Marketing, Al Adoption, Human Oversight,
Challenges, Future Trends

1. Introduction

Artificial intelligence (Al) integration has become a revolutionary force in the rapidly evolving marketing
landscape, reshaping strategies and approaches. Marketing professionals are closely examining the
potential applications and consequences of artificial intelligence (Al) as technological disruptions, such
reshaping business operations. (Verma et al., 2021).
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There has been a noticeable shift in modern marketing toward intelligent, automated, and data-driven
narratives. (Chintalapati & Pandey, 2021). Many studies have been conducted on the relationship between
technology and marketing outcomes, with a current spike in interest focused on the relationship between
artificial intelligence and marketing (Vlaci¢ et al., 2021). There is still a gap, though, as the study does not
offer a quantitative analysis in spite of acknowledging the limitations of expert-based reviews and
subjective biases in the body of current Al and marketing literature. This research paper aims to
complement this by employing a survey-based approach, addressing interpretative biases and offering a
more objective account.

The body of research that has already been done on this intersection has looked at how Al affects customer-
centric strategies, marketing functions, and the possibility for significant developments. (Verma et al.,
2021; Chintalapati & Pandey, 2021). There are still gaps, though, and this research paper aims to fill them
by providing a unique methodology that combines survey-based exploration of the perspectives of
academics, students, entrepreneurs, and marketing professionals with content analysis and quantitative
approaches.

The significance of Al in marketing is underscored by the strategic adoption of Al-based platforms by
prominent companies like Google, Rare Carat, Spotify, and Under Armour (Vlaci¢ et al., 2021). The
recognition of Al as the most impactful technology for business has resulted from this adoption, which
has increased market forecasting and automation, as well as interaction with consumers across several
channels. (Vlaci¢ et al., 2021). According to a survey of company executives, the usage of artificial
intelligence is becoming very important in sales and marketing. A considerable number of businesses are
currently using Al, and usage of the technology is expected to increase during the next several years. (MIT
Technology Review Insights, 2020).

With an emphasis on the creation of Al agents that can intelligently recommend and carry out marketing
initiatives based on information about customers, rivals, and the primary business, academic interest in Al
in marketing has significantly increased. (Overgoor et al., 2019). Given how quickly this environment is
changing, it is crucial to thoroughly analyze the applications, challenges, and future advances of Al in
marketing.

As the paper unfolds, it delves into a extensive literature analysis to assess the impact on marketing based
on Al across various functional concepts, activity levers, and research scenarios (Chintalapati & Pandey,
2021). This literature review intents to provide scientific evidence for Al-powered marketing as a key
enabler of successful business outcomes. This study fills a significant gap in the body of research by
reducing the effect analysis technique to functional concepts and sub-activity levers within the marketing
spectrum.

2. Objective

This research paper aims to provide detailed analysis of the usage of Al in marketing, focusing on its

applications, challenges, and trends. The study is structured around the following core objectives:

1. Understanding AI Adoption in Marketing — By surveying professionals, entrepreneurs, academics, and
students, this research identifies how Al is currently being used in marketing, including the most
commonly employed Al technologies.

2. Identifying Challenges & Barriers — The study explores key obstacles hindering adoption of Al,
including moral concerns, issues of data privacy, high implementation costs, and resistance to change.

IJFMR250240583 Volume 7, Issue 2, March-April 2025 2



https://www.ijfmr.com/

i International Journal for Multidisciplinary Research (IJFMR)

IJFMR E-ISSN: 2582-2160 e Website: www.ijfmr.com e Email: editor@ijfmr.com

3. Assessing Human-Al Interaction — A significant objective is to analyze the balance between Al
automation and human oversight, including perspectives on job displacement due to Al based decision-
making.

4. Predicting Future Al Trends in Marketing — The study forecasts emerging Al applications in marketing,
such as Al based content creation, Al-powered chatbots, and Al integration with AR/VR technologies.

5. Providing Actionable Insights & Recommendations — This research seeks to offer practical guidance
to marketers on overcoming Al adoption challenges and optimizing Al's potential in marketing
strategies.

By integrating both primary (survey-based) and secondary (literature review) research, this paper presents

a well-rounded analysis of the role of Al in shaping modern marketing.

3. Literature Review

The research by Vlaci¢ et al. (2021) underscores the strategic importance of Artificial Intelligence (Al) in
marketing, highlighting the crucial role that Al plays in companies such as Google and Spotify. According
to the analysis, the market would increase significantly from $10.1 billion in 2018 to an expected $126
billion by 2025. Noting historical evolution, the present spike in interest in Al is ascribed to developments
in Big Data, processing capacity, and Al methodologies. Multiple Correspondence Analysis (MCA)
provides an unbiased explanation of Al and marketing development when used for content analysis. In
order to provide a path for further research in the topic, the research finishes by offering a comprehensive
agenda that covers theory, context, characteristics, and methodologies (Vlaci¢ et al., 2021).

In their study, Ma and Sun (2020) highlight the revolutionary effects of Al agents driven by machine
learning in the field of marketing, specifically their proficiency in handling vast amounts of unstructured
data. The authors present an integrated conceptual framework and an extensive research agenda,
advocating for the inclusion of machine learning techniques as fundamental elements in marketing
research. They push for the use of ML techniques in descriptive, causal, and predictive analysis in addition
to prediction. The research emphasizes the significance of linking these techniques to human insights and
marketing theories, and it provides a clear path forward for influential future investigations by urging the
expansion of techniques and a closer alignment with marketing theories in the dynamic landscape of
artificial intelligence in marketing (Ma & Sun, 2020).

In their groundbreaking study, Mariani, Perez-Vega, and Wirtz (2021) undertook a comprehensive
literature analysis in their ground-breaking work to combine Al's involvement in psychology, consumer
research, and marketing. The research utilized a quantitative technique and data-driven approach to unveil
the developing intellectual framework of artificial intelligence studies in various domains. The study
identified eight major clusters, ranging from big data and robots to memory and computational logic. It
also emphasized the prevalence of theoretical lenses, proposed ways to cross-fertilize theories, and
outlined a thorough research agenda.

De Bruyn, Viswanathan, and Von Wangenheim (2022) provided insightful information about the pros and
cons of using Al for marketing. The notion that distinguishes Al based applications from conventional
models—"higher-order learning"—was examined in depth in this study. The writers covered approaches,
learning paradigms, and technological hazards with a focus on deep neural networks. The study also
emphasized the significant challenges in transferring tacit knowledge between marketing companies and
Al models, underscoring the necessity of adoption with caution.
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Verma, Sharma, Deb, and Maitra (2021) conducted a comprehensive review examining the transformative
potential of Al based marketing. Using bibliometric and network analyses, the study discovered research
sub-themes, key scientific actors, and the future research directions. The research highlighted Al as a
technological disruptor with the capacity to offer a competitive advantage, particularly through real-time
data analysis for customer-centric approaches. The study provided a roadmap for further research to
enhance the usage of Al for marketing.

Kumar and Suthar (2024) addressed the moral and legal dimensions of integrating artificial intelligence
into marketing practices. Through a thematic literature review, the research identified concerns such as
discrimination of algorithm, data concerns, and bias. The authors proposed practical solutions,
emphasizing transparency, the establishment of ethical guidelines, and implementing bias detection
techniques and privacy-enhancing technology. The findings highlight the need for a extensive approach to
address the ethical and legal problems associated with Al in marketing.

Jain and Aggarwal (2020) explored the profound impact of Artificial Intelligence on modern marketing.
Recognizing the complexity introduced by Al, the authors highlighted its role in enhancing customer
experience, processing vast amounts of data, and facilitating individualized sales. The paper offered a
comprehensive overview of Al benefits, its reshaping of marketing strategies, and a detailed analysis of
its implications throughout the customer life cycle, providing a holistic understanding of contemporary
marketing methods.

The research paper by Dr. Vidhya V and team (2023) examines how Al based predictive algorithms are
changing consumer behavior in contemporary marketing. Grounded in a strong theoretical framework, the
research emphasizes how these models are remarkably successful at interpreting complex behavioral
patterns, which can result in improved marketing tactics and more accurate product personalization. By
offering useful information for marketers and highlighting the social and practical ramifications of using
Al into marketing efforts, the paper adds to the expanding corpus of research on the junction of Al and
consumer behavior. Notably, it creatively combines consumer behavior study with artificial intelligence,
addressing ethical issues related to algorithmic bias and data privacy while providing specific instances to
highlight the usefulness.

4. Research Methodology

This study uses a cross-sectional research method to examine the current usage and potential of Al for
marketing. The primary method of data collection was a survey filled out by professionals working in the
marketing field and management students with a marketing educational profile. In addition to the survey,
secondary data was collected through a comprehensive review of existing literature, and journals available
online on Al's impact on modern marketing practices.

Sampling Technique

The target sample size is at least 100 participants. A purposive sampling technique was utilized to ensure
that the survey reached respondents with relevant knowledge in marketing. The participants were selected
based on their professional background in marketing or their educational profile as management students
specializing in marketing.

Data Collection

Data collection was conducted through an online survey distributed to marketing professionals and
management students. The survey focused on gathering their experiences and perceptions of Al in
marketing. These participants provided insights into the practical use and perceptions of Al in marketing.
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Secondary data was collected through extensive research of academic journals, research papers, and other
credible sources that provided additional context and depth to the findings from the primary data.
Ethical Considerations

The research adheres to strict ethical guidelines, ensuring informed consent, anonymity, and
confidentiality for all participants. The study's validity is supported by the alignment of the research
questionnaire with the objectives, and reliability is ensured through consistent data collection and analysis
methods.

5. Findings

Demographics

Our survey reflects a diverse participant pool, encompassing a broad age range (18-25, 26-35, 36-45, and
above 46) and various occupations, including students, business owners/entrepreneurs, and marketing
professionals.

Familiarity with AI

Count of Are you familiar with the concept of Al in marketing?

Yes

0 10 20 30 40 50

Count of Are you familiar with the concept of Al in marketing?

Fig. 1.1
The survey response indicates that out of 100 total respondents, 90% (90 respondents) reported being
familiar with the usage of Al for marketing, while 10% (10 respondents) stated that they are not familiar
with it. The overwhelming majority suggests a high level of awareness and understanding of Al based
marketing strategies among the participants. This 9:1 ratio highlights the increasing relevance of Al for
marketing, showing that most professionals or students surveyed recognize its significance and potential
applications.
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Al Tools Usage

Count of If yes, what kind of Al tools do you use for marketing
or for personal use? (Select all that apply)

Predictive analytics tools et Al-powered analytics p

Chatbots for customer

Chatbots for customer...

Al-powered analytics p... _—*

Al-powered analytics
Personalization engine... | R yucsp...

Al-powered analytics p...
Al-powered analytics p...
Al-powered analytics p... Al-generated content p..

Predictive analytics to.. Al-powered analytics p

Fig 1.2
The Al-generated content platforms (18%) are the most widely used Al tools for marketing and personal
use, followed closely by chatbots for customer interactions (12%). Al based analytics platforms also play
a significant role, with varying adoption rates ranging from 10% to 2% across different categories.
Personalization engines (4%) and predictive analytics tools (4% and 2%) have lower adoption rates,
suggesting that while Al based automation and data analysis are gaining traction, more advanced
predictive and personalization tools are yet to see widespread implementation.

Impact of AI on Marketing Strategies

Count of In what areas do you believe Al has the most
significant impact on marketing strategies?

Customer experience

Predictive analytics an

Content creation and o

Personalization and se

Automated advertising

Fig 1.3
The most significant effect of Al in marketing strategies is seen in content creation and optimization
(40%), highlighting Al's role in automating and enhancing marketing content. Personalization and
segmentation (22%) is the second most impactful area, emphasizing AI’s ability to tailor marketing efforts
to individual customer preferences. Predictive analytics and data insights (18%) follow closely,
showcasing Al’s role in forecasting trends and consumer behavior. Automated advertising (12%) and
customer experience enhancement (8%) are also recognized, though to a lesser extent, indicating that
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while Al is transforming advertising and customer interactions, its primary strength lies in content-driven
and data-centric marketing approaches.

Challenges Faced

Count of What is the primary challenge faced when
implementing Al solutions into marketing strategies?

20

Regulatory High cost of Lesser Limited Lack of data
concerns implementation Understanding of understanding quality and

regarding privacy Al in MSME among team availability
and ethics members

Count of What is the primary challenge faced when implementing Al solutions into marketing strate...

Fig 1.4

The survey results indicate that the primary challenges faced when implementing Al solutions into
marketing strategies are regulatory concerns regarding privacy and ethics (16%) and high implementation
costs (15%), showing that compliance and financial barriers are significant obstacles. Lack of data quality
and availability (12%) also poses a major challenge, emphasizing the need for better data management
practices. Limited understanding among team members (5%) suggests that Al adoption is hindered by a
lack of expertise within organizations. Lesser understanding of Al in MSMEs (1%) is the least cited
challenge, indicating that while smaller businesses may struggle with Al adoption, broader concerns like
regulations, costs, and data are more pressing.

Human Oversight and Job Displacement

Count of How important is it to have human oversight over
Al-driven decisions in marketing?

B Positive [l Negative Subtotal

50 =

’ -
. -
20

10

Depends onthe Only necessary  Essential at all Not required Subtotal
specific context during critical times under any
decision points circumstances

Count of How important is it to have human oversight over Al-driven decisions in marketing?

Fig 1.5
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The human oversight in Al based marketing decisions is widely considered necessary. The majority, 45%,
believe it is essential at all times, emphasizing the importance of human intervention in Al decision-
making. 30% think oversight is only necessary during critical decision points, suggesting that Al can
handle routine decisions but should be monitored for major strategic choices. 20% say it depends on the
specific context, indicating flexibility in Al governance. A very small percentage (almost negligible)
believe human oversight is not required under any circumstances, highlighting a general consensus that
Al should not operate entirely autonomously in marketing strategies.

Confidence in Al

Count of Do you think there is a risk of job displacement due to
increased adoption of Al in marketing roles?

Somewhat likely

Only under some
circumstances

Yes, significantly

No, not at all

0 5 10 15 2

Count of Do you think there is a risk of job displacement due to increased adoptio..

Fig 1.6
40% of respondents believe job displacement due to Al adoption in marketing roles is somewhat likely,
while 25% think it will occur only under certain circumstances. Additionally, another 25% feel Al will
significantly impact job security, suggesting that half of the participants acknowledge a notable risk. In
contrast, only 10% of respondents believe there is no risk of job displacement at all. This highlights a
general concern about Al’s influence on employment in marketing, with varying degrees of perceived
impact.

Count of How confident are you (from the scale of 1-5) in the
ability of Al to deliver accurate insights and predictions relate...

25

20

4 3 5 2

Count of How confident are you (from the scale of 1-5) in the ability of Al to deliver accurate insigh

Fig 1.7
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The survey results on confidence in AI’s ability to deliver accurate insights and predictions in marketing
reveal a mixed sentiment. A significant portion of respondents (around 40%) rated their confidence level
at 3 out of 5, indicating moderate trust in AI’s accuracy. Confidence levels tend to decline as the scale
moves towards 5 (high confidence), suggesting that fewer respondents are fully convinced of Al’s
predictive capabilities. Conversely, there is increase in responses at the bottom of the scale (1-2), indicating
a small but notable group of participants who have low confidence in Al's accuracy. This suggests that
while many acknowledge AI’s potential, skepticism remains regarding its precision and reliability in
marketing applications.

Emerging Trends
Anticipated trends include the growth of predictive analytics, expansion of Al-powered chatbots, and
integration with augmented reality and virtual reality.

Count of Which emerging trends do you foresee in the
integration of Al in marketing strategies? (Select all that apply)

10
8

6

Count of Which emerging trends do you foresee in the integration of Al in marketing strategies? (S

Fig 1.8
The increased use of Al based automation (10%), predictive analytics (9%), and Al-powered
personalization (7%) are the most anticipated trends in marketing strategies. Al’s role in customer
engagement (6%) and content generation (4%) is also gaining traction. Additionally, Al-powered market
research (3%) is emerging as an area of interest. The remaining 61% of responses cover various other Al-
related trends, emphasizing AI’s growing impact on automation, personalization, and customer insights in
marketing.

Any suggestions for overcoming the problems while using the Al for marketing?

Based on the responses, a thorough plan for overcoming obstacles for Al usage in marketing is provided.
Good investments in data management, upholding moral principles and a human touch, stressing
efficiency and cost-cutting, supporting legislative efforts, recognizing the critical role artificial intelligence
(AI) plays in marketing, emphasizing communication, training, and pilot projects, striking a balance
between Al support and humanized content, customizing Al applications, placing a high value on data
privacy and security, encouraging skill development, integrating Al with strategic goals, and guaranteeing
transparency in decision-making processes are all necessary elements. This all-encompassing strategy
seeks to optimize Al's advantages by proactively addressing issues and fostering stakeholder confidence.
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How do you envision the future of Al for marketing, and what implications do you think it will have
for businesses and customers?

The responses reveal everyone is upbeat about the usage of Al in marketing in the coming years. It is
agreed that there is room for advancement in real-time data processing, consumer awareness, and
marketing tactics. However, worries regarding possible monotony, fraud risk, and data protection ethics
are brought to light. Everyone agrees that Al will improve personalization, save time, and provide more
relevant material. In order to provide distinctive customer experiences, and is important to have a balance
between Al and human intelligence. To achieve positive consumer impacts, targeted marketing, advanced
analytics, and appropriate Al usage are necessary in the future. Overall, the necessity for ethical
considerations and a careful integration of human intellect tempers the optimism surrounding Al's
potential in marketing.

Overall Insights:

Our survey presents a diverse range of perspectives, painting a in detail picture of how use of Al is shaping
the marketing landscape. The responses highlight not only the key trends driving Al adoption but also the
challenges marketers face and their expectations for the future. By capturing opinions on automation,
predictive analytics, personalization, customer engagement, and content generation, the survey provides
valuable information about the role that Al plays in enhancing marketing strategies. Additionally, it sheds
light on concerns such as job displacement, the need for human oversight, and confidence in AI’s accuracy.
These findings contribute meaningfully to the ongoing discussion about the transformative potential of Al
in marketing, helping businesses and professionals navigate this rapidly evolving technological shift.

6. Conclusion

This study explored the revolutionary effects of artificial intelligence on modern marketing,

focusing on current applications, challenges, and future trends. Through a survey-based approach, we
gathered insights from marketing professionals, entrepreneurs, academics, and students, which allowed us
to develop a more extensive picture about the Al's role in the marketing industry. The findings indicate
the substantial influence of Al in content creation, personalization, and customer engagement, while also
highlighting significant challenges, particularly in terms of implementation costs and ethical
considerations.

The study's focus on human oversight and the possibility of job displacement, reveals the essential need
for a balanced approach that combines Al with human intelligence. As Al continues to grow, its use in
marketing will likely expand, leading to more targeted and effective marketing strategies. However, it is
essential to address ethical and regulatory concerns to ensure the responsible and effective adoption of Al.
In conclusion, this research provides helpful advice for marketers navigating the rapidly evolving field of
Al in marketing, including useful insights and suggestions for overcoming adoption barriers and capitalize
on emerging trends. The findings provide a major contribution to the current conversation on how Al will
influence marketing in the future.

8. Future Scope for Research
1. Industry-Specific Al Applications — Future studies can explore the adoption of Al in niche industries
such as healthcare marketing, real estate, and education.
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2. Cross-Cultural AI Marketing Analysis — Comparative research can assess Al marketing effectiveness
across different cultural and regional contexts.

3. Longitudinal Impact Studies — Examining AI’s long-term impact on consumer trust, brand loyalty, and
sales conversion rates.

4. Regulatory & Ethical Frameworks — Investigating how evolving Al regulations influence marketing

strategies.

5. Role of AI for Influencer Marketing — Studying Al based influencer selection and performance
optimization.
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