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EXECUTIVE SUMMARY 

 

Artificial intelligence (AI) is a technology, industry, and a developing field of study. While levels 

of interest with respect to marketing applications have not yet translated into widespread adoption, 

AI has enormous potential to greatly alter the way marketing is conducted. As such, artificial 

intelligence in marketing is a critical issue for research. By examining your modern applications, 

feasible use cases in the near future, how to execute it, and areas for improvement, we can 

accomplish a high level of knowledge of the long-term associations of AI in marketing. 

 

AI offers development on current marketing tactics, along with providing completely new ways to 

create and distribute value to customers. For example, social media marketing and programmatic 

advertising can allow a more absolute view of customer behavior, and deeper insights predictive 

analysis through integration with AI. Innovative marketing tools such as voice, biometrics, and 

conversational user interfaces suggest new ways to add value to both brands and consumers. All 

these innovations have similar characteristics of scalable experiences, in-depth knowledge. super 

personalization and efficient spending. 

 

There are major issues that must be approached before the comprehensive implementation of the 

AI, including the potential for malicious use, its effects on the movement of workers and the 

technology itself. The contemporary progression of artificial intelligence in marketing is so 

significant that it will be fostered by most companies sooner than later. It is crucial to consider the 

long-term implications of a large implementation since the industry is driven by artificial 

intelligence involves structural changes in the form of skill sets to thrive, ways of the marketers and 

brand emphasizing.
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1 INTRODUCTION 

 

AI 0r Artificial Intelligence is a techn0l0gy and a vast field 0f research that has been ar0und f0r a 

l0ng time but was n0t feasible t0 implement until n0w. Even th0ugh Artificial Intelligence is in its 

infancy stages, AI has already sh0wn tremend0us results in vari0us industries, especially in d0main 

marketing. This recent effective advancement 0f this techn0l0gy in vari0us areas 0f business has 

gained a l0t 0f attenti0n and excitement in the marketing w0rld. But this attenti0n and excitement 

have n0t transcribed int0 the c0mplete percepti0n 0f h0w this techn0l0gy w0rks, its real-life 

implicati0ns, and h0w p0tential AI as a techn0l0gy is in the business w0rld. 

  

Since Artificial Intelligence is quickly bec0ming a maj0r techn0l0gy and widely used in vari0us 

areas, it has bec0me a very crucial skill f0r marketers t0 efficiently execute and endure it. 

C0mpanies and individuals are realizing the imp0rtance 0f AI is driven w0rkplaces and t00ls f0r 

the success 0f a c0mpany, this techn0l0gy may change even the nature 0f marketing as we kn0w it 

n0w. 

  

As Artificial Intelligence is affecting and changing all the areas 0f business, it als0 has a huge 

impact 0n marketing. This techn0l0gy may even change the fundamental way 0f h0w c0mpanies 

interact with their cust0mers. The magnitude 0f change in the nature 0f marketing this techn0l0gy 

will bring in is perceived as huge. This is a reas0n why this t0pic needs thr0ugh research and 

dissecti0n t0 adjust the changes. 

 

 

1.1 Explaining Artificial Intelligence 

 

As quoted by“Demis Hassabis, founder & CEO of Google’s AI company DeepMind, artificial 

intelligence is the”“science of making machines smart”. As per definition given, it is justified 

because the term Artificial Intelligence has been used as an umbrella term for a broad varieties of 

exhibitions. But beneath this umbrella, there are few subcategories such as deep learning and 

machine learning which translates into the real-world implications of Artificial Intelligence, such 

as image recognition, voice identification, search recommendations, and virtual assistants. These 
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are classes of narrow AI or weak AI. The meaning of general AI or strong AI which is very superior 

to the weak AI is far away from being available to marketers and real-world to employ. The term 

“AI” used in this report denotes weak AI.   

  

 

1.2 Artificial General Intelligence or Strong AI 

 

Theoretically, an Artificial General Intelligence or a Strong AI can perform anything an intelligent 

being could perform or maybe with the computing power more than what a natural intelligent 

being can do. And when it says more, it means more to an extend which we can’t even imagine, 

thanks to the computing power of sophisticated processors which can run billions of algorithms in 

a microsecond. Given the complexities of the human mind and how less we actually know about 

this, there has been no successful attempts of a strong AI till now. So we won't be discussing more 

about strong AI in this report as it does not carry any practical assumptions or direct application 

in the sample size taken for the research. 

 

 

1.3 Narrow Artificial Intelligence or Weak AI 

 

Narrow AI is very competent at executing and implementing particular tasks. It primarily 

concentrates on growing in an advanced manner in the area of cognitive abilities, example image 

verification, comprehending voice searches, predictive analysis, and creating different assortments 

of end customers. It is one of the most familiar kind of AI and is observed in our daily lives as 

recommendation systems on websites and spam mail bots, such as e-commerce websites product 

suggestions like Amazon and Flipkart and Netflix’s recommended personalized entertainment show 

as per the interest of the end user. 
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1.4 Machine Learning 

 

Machine learning can be described as a subset of AI which utilizes computing power and programs 

to discover and develop itself and treat a huge amount of data. Machine learning is that part of AI 

which lets it detect automatically without actually coding a program to do so. It is the fastest 

growing and holds huge relevance for marketers in the present world. In major circumstances, a 

compilation of the training data that is being used to train the Machine Learning system to make it 

recognize the suitable output for the given input, then continuously updates itself over the time as 

per numerous data points are prepared. There are various different algorithms practiced to develop 

Machine Learning systems. 

 

1.5 Deep Learning 

 

A subcateg0ry 0f ML that all0ws f0r an effeciant way 0f learning thr0ugh the use 0f neural 

netw0rks. These neural netw0rks are m0deled as per the brain 0f human and then are being utilized 

by a netw0rk 0f interc0nnected “neur0ns” 0r n0des t0 understand data in a n0n-linear way. Deep 

Learning was first created and implemented in the 1900’s h0wever it was n0t th0ught t0 be feasible 

at that peri0d 0f time. With the increasing rise 0f c0mputing p0wer, especially the devel0pment 0f 

graphics pr0cessing units (GPU’s), DL has again regained the f0refr0nt 0f AI inn0vati0n. The 

imp0rtance 0f creating a way t0 analyze the unfath0mable am0unts 0f data devel0ped thr0ugh 

techn0l0gy each day has made the superi0r perf0rmance 0f DL as 0ne 0f the m0st p0pular 

applicati0ns 0f AI. 

 

 

1.6 Natural Language Processing (NLP) 

 

A subfield 0f AI f0cused 0n the understanding 0f human language. NLP 0ften uses machine 

learning alg0rithms and all0ws v0ice applicati0ns (‘Siri’ and ‘Alexa’) t0 interpret human v0ice 
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int0 data.”It is this categ0ry 0f AI that will enable c0mputers t0 understand the hierarchical 

structure 0f language and h0w c0mp0nents 0f a sentence relate t0 each”0ther. NLP lets c0mputers 

understand the c0mplexities 0f”human language that influence a sentence’s meaning, which is a 

tricky pr0blem in c0mputer”science.”The multi-directi0nality 0f NLP has sh0wn way f0r a wide 

range 0f practical applicati0ns, such as chatb0ts, c0nverting speech t0 text, c0rrecting grammar, 

identifying the sentiment 0f a string 0f text, and much m0re.” 

 

 

1.7 Natural Language Understanding (NLU) 

 

NLU is nothing but a”subset of NLP that provides the computers the capability to comprehend 

meaning and the context of text or speech figures. We can describe that NLP concentrates on 

altering human language inputs into data in which a machine can act. On the other hand, NLU 

strives a more thorough understanding of the user given inputs. This technique is a decisive factor 

in building technologies that permit users to interact directly with computers in a significant 

manner.” 

 

1.8 Computer Vision 

 

The intelligence f0r c0mputers t0 “see” imagery thr0ugh graphical representati0ns 0f three-

dimensi0nal shape and appearance, is called the visi0n. Whereas image rec0gniti0n all0ws 

c0mputers t0 identify the subject matter and the rawness embedded in an image, c0mputer visi0n 

all0ws it t0 c0mprehend and c0ntextualize similarly t0 humans. Capable t0 understand the meaning 

0f an image is such a simple task which c0mes naturally t0 m0st pe0ple at a y0ung age. H0wever, 

reimagining this ability in c0mputers depicts a c0nsiderably m0re daunting task than just 

pr0cessing an image, th0ugh it is c0nsidered an integral c0mp0nent in creating AI that results int0  

practically visible benefits t0 marketers.
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1.9 AI in Today’s Marketing 

 

Presently, there is high level of excitement around AI but its not matched up by the actual 

implementation. But this difference is decreasing as marketers and companies who was interested 

in AI started implementing it. Only 20% of companies and marketers have actually implemented 

any one or more AI based applications at their organization as a large scale as of 2018. This 

difference in the excitement and implementation shows us that its not at all late for marketers to 

start implementing now, usually seeing an hype like this, people tend to think that the technology 

is already behind and they are late to implement. It is not the case with AI, there is this level of 

excitement because of the potential of this technology to change the fundamentals of how business 

is done in our world. Many say that we are about to go through an AI revolution and AI is the next 

big thing in technology and world. Nevertheless, applications of AI in marketing are swiftly 

advancing to add to the broad diversity of the state-of-the-art software and assistance available for 

brands to execute. It aims to attain that in 2019 and the upcoming 24-48 months it might reach a 

vital location to make the penetration of AI in marketing happen. 

. 
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Figure 2.9.1: Artificial Intelligence/Machine Learning Adoption Status  

 
Source: Gartner 

 

 

 

Marketing is currently the forth best use case domain when it comes to AI use cases and marketing 

is the sixth in adoption of AI, with around 2.55% of industry investments in AI. Even though AI 

was there in marketing for decades, recently the interest and feasibility to massively implement it 

increased because of the advancements in the computing power to run AI algorithms way cheaper 

than ever. And with technology advances we have and are exposed to a lot of data which needs a 

lot of optimization to make it useful, here comes the ability of AI and highly capable computing 

systems to do so. The recent enthusiasm encompassing AI has produced $11 billion in venture 

funding toward the operations of AI startups. 
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Figure 1.9.2: Artificial Intelligence Technology Spending Worldwide, 2016-2021 

 
Source: Gartner 
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1.10 Objectives of the study 

 
 The key objectives of this study are: 

 

 To understand the impacts of Narrow Artificial Intelligence or Weak AI in the field of 

marketing globally 

 To get insights on the future potential of Weak AI in marketing 

 To get insights on the actual implementation rates of Weak AI in the present and to 

understand the relevance of this technology to a marketer. 

 

 

 

 

1.11 Scope of the Study 
 

This study can be further elevated to a deeper level by analysing more factors which can affect the 

impacts and the future potential of this technology in marketing. This is a study and research topic 

which need to be updated or revisited more often because of the rapidly advancing technological 

changes and business environment, so this study have a tremendous further scope which should be 

addressed effectively. The study also can be elevated to more qualitative and quantitative full 

fledged research and including not just the impacts but also other factors as negative sides, actual 

adoption rate, the next phase of this.
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2 LITERATURE REVIEW 

 

 

AI for Marketers: Amassing Beyond The Hype 

 

The arrival 0f m0dern alg0rithms, m0re agile pr0cessing, and extensive cl0ud-based data sets are 

getting it p0ssible f0r c0mpanies in vari0us industries t0 research with artificial intelligence (AI). 

As we kn0w, marketing and sales are especially prime f0r inn0vati0n, it’s still early days f0r 

ch00sing. Agencies and Brands are w0rking c0ncurrently t0 steer a web 0f quickly emerging 

s0luti0ns. 

. 

  

Investment and stakes in AI remain high, thr0ugh large-scale ad0pti0n, But the pace its ad0pting 

is a bit 0n the sl0wer side. Still, many c0mpanies have aggressive plans f0r AI practices and are 

viewing t0 impr0ve as quickly as p0ssible t0 enhance their business 0perati0ns. 

 

AI techn0l0gies— including deep learning, natural language pr0cessing, machine learning, and 

c0mputer c0ncept—are beginning t0 sh0w real c0mmitment, despite n0table hype and uncertainty 

in the marketplace. 

 

A healthy ecosystem of vastly extensive open- source software, APIs, and cloud-based platforms 

are supporting to fast forward the AI adoption, guiding distinct aptitudes to balance and personalize 

marketing drives by speeding up and being effective in most economical ways. 

Agencies and consultants are marching up the ladder, feeding their technical supplies, and 

producing technological collaborations to chalk-out their clients operations in the form of highly 

sensitive methods of AI and tech solutions in marketing. 

 

Best exercises f0r marketers c0mbine understanding the techn0l0gy, determining business g0als, 

th0r0ughly planning f0r the c0ming days, 0btaining the c0rrect data, and implementing the AI m0st 

ethically. 
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An Immature Market In Growth Mode 

 

Now, computer scientists have been promoting AI for a long period since the late ‘70s, but it is 

now that the technology is just beginning to unveil to its true potential. Despite the hype, deep 

learning, machine learning, natural language processing, and computer perception have inaudibly 

become rooted in many people’s daily routines. New innovations have produced new capabilities 

to analyze data and regulate tasks. 

Without even apprehending it, we as users have become habitual to expecting AI in the utmost 

technical advancement. “When you use Facebook or Google or Apple, you’re using it,” said Karim 

Sanjabi, executive director of ‘Cognitive solutions’ at independent media agency, ‘Crossmedia’. 

“It’s recommending your picture, it’s reading your email and giving you relevant ads back against 

that in Gmail. You probably interact with AI 30 or 40 times a day and may not know it.”, he quoted. 

 

 

A Disruptive Megatrend 

 

Acc0rding t0 the m0st n0vel “Hype Cycle f0r Emerging Techn0l0gies” rep0rt, techn0l0gy 

c0nsulting firm Gartner identified AI as a “megatrend” f0r 2017, assuming that AI “will be the 

m0st disruptive class 0f techn0l0gies 0ver the next 10 years due t0 radical c0mputati0nal. p0wer, 

near-endless am0unts 0f data and unprecedented advances in deep neural netw0rks.” The firm, as 

per the rep0rt h0pes t0 translate this c0mbinati0n 0f fact0rs t0 help unl0ck AI’s p0tential in alm0st 

the industries. 

 

In December 2016 study, a c0nsulting firm ‘NewVantage Partners’ defined AI as a “disruptive 

techn0l0gy” and disc0vered that near ab0ut 88.5% 0f US business executives surveyed c0nsidered 

that it w0uld transf0rm their c0mpany 0ver the next decade. 0ther c0mplementary and enabling 

techn0l0gies— which includes the internet 0f things (IoT) and cl0ud c0mputing —were als0 0n 

the list. “The wh0le emerging tech scene is n0t just c0nfined t0 AI. All 0f these techn0l0gies are 

c0nnected and suddenly paving the way f0r each 0ther in terms 0f awareness,” said Jessica 

Chappl0w, platf0rms manager at media agency ‘MEC’. “They are giving us the capability t0 
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access s0 many data p0ints, t0 the p0int where we need s0phisticated techn0l0gy t0 pass thr0ugh 

that am0unt 0f data.” 

 

 

 

WHY NOW? 

 

Maj0rly, the expense 0f c0mputing is falling while pr0cess0rs are gr0wing m0re p0werful. 

Graphics pr0cessing units (GPUs), initially f0rmed t0 run vide0 games, have dem0nstrated 

pr0ficiency at mastering machine learning alg0rithms and aiding them t0 understand, evaluate, and 

“learn” fr0m patterns in big data. “C0mputing p0wer is s0 much faster, s0 much m0re plentiful 

and cheap n0w,” Sanjabi said. “We used t0 be able t0 l00k at a th0usand r0ws 0f data—n0w we 

can l00k at a trilli0n.” Al0ng with this, there has been an erupti0n 0f internet-c0nnected devices 

receiving and sharing multiple types 0f structured and unstructured data (including text, speech, 

vide0s and images) that can teach AI systems. “We’re seeing massive am0unts 0f data fr0m many 

channels,” said Dilip Keshu, CE0, B0rn Gr0up. By curing and empl0ying this data, these practices 

can pr0duce s0phisticated m0deling and judgment that wasn’t feasible a few years ag0. Many 0f 

t0day’s m0st extensive gl0bal tech businesses— including Faceb00k, G00gle, Micr0s0ft, Amaz0n, 

Apple, Alibaba, and IBM —have als0 yielded their n0tew0rthy influence behind AI techn0l0gies, 

with attempting t0 b0th streamline their 0perati0ns and matching th0se t0 alg0rithms ready-t0-use. 

By 0pen-s0urcing their s0ftware and all0wing their cl0ud-based systems free, als0 pr0ducing a 

wh0le f00d chain 0f smaller firms and startups that are f0rmulating unique AI s0luti0ns f0r specific 

utilities and industries. Early experimentati0n is als0 returning p0sitive results, and c0mpanies are 

gaining m0re c0nfidence based 0n these successes. A June 2017 survey by ‘Capgemini’ n0ticed 

the maj0rity 0f gl0bal business executives wh0 have perf0rmed AI as their inn0vative 0utl00k said 

it has appeared t0 pr0vide new insights and m0re reliable data-analysis. N0t 0nly this, but als0 it 

has helped creative 0rganizati0ns t0 make management decisi0ns in a m0re subtle manner. 
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The Next Big Thing In The World 

 

The new age era of Marketing that is AI has been exponentially increasing and brings with it far 

sighted connotations.”AI has increasingly been more sophisticated and has been widely embraced 

in marketing, the skill for marketers to efficiently perform and manage all the AI solutions that will 

become a much more”important and crucial skill set. Furthermore, the perception of an employee 

or an individual about their role and how widely they can implement AI at the workplace is not 

only the success of the individual but also the success of the company. 

 

. 

Despite “the serious concerns that need to be solved before widespread adoption, artificial 

intelligence offers immense benefits to marketers, consumers or clients, and our society at large 

by introducing marketers’ ability to create and distribute value at scale to the right set of people at 

the right frame of time and in the correct and effective”way.”This ability can be realized through 

a blend of improved emotional quotient within employees like empathy and creativity, and a 

constant focus”by the firms on how to provide enhanced quality data driven culture in their 

organization. AI has the ability to automate tasks repeatedly, marketers can increasingly align their 

efforts for the activities.that can generate vale and can ease the daily lives of consumers, allow for 

increased satisfaction at workplace, and enable unique thought process for societal benefit overall. 

 

The new age Marketing Era AI, enable fundamental devel0pments 0f the ways by which a 

marketer can interact with its cust0mers, their efficient ways, and t00ls they will be using t0 

achieve their ultimate g0al, the type 0f craft that are valued in the w0rkplace, and the nature 0f 

their daily resp0nsibilities. Similar t0 the magnitude 0f devel0pment br0ught f0rth by the 

increasing usage 0f c0mputers, artificial intelligence have the great p0tential t0 change the way 0f 

marketing unimaginably 

. 
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3 METHODOLOGY 

 

 

3.1  Data Collections Methods 

 

Types of data were collected: 

 

Secondary data – Data which was already present in open sources which was collected through 

internet searches, articles, e-books, journals, published research papers. 

 

Observation - Data which was collected with my personal observation on the various aspects of 

how companies implement AI and conduct their marketing 

 

 

This project is an exploratory qualitative study conducted with the help of secondary data and 

observation method to gather information. Since the objectives of the survey is as such that it 

requires secondary data and observations in various aspects of marketing especially in digitally 

enabled marketing globally. Secondary data, which mainly are observations were made from the 

various services provided from global technological companies and other companies which 

specialize in AI and companies which have implemented AI based programs. Secondary data is 

collected from already published journals, research papers and articles from credible sources to 

maintain the authenticity of the data collected. The data has been collected within a span of 2 

months. 

The basic qualitative data was collected by going through research journals, company websites 

and app interfaces. While websites use AI to understand their customers, app interfaces focuses on 

personalization of their targeted audiences by collecting more detailed information. 

Narrow AI captures the primary needs of the consumers to serve them in the form of 

recommendations and final results. Big players like Amazon, Flipkart always asks the user about 

its preferences first, then adjusts the content as per the liking of that individual, This shows their 

intent to serve them better. I went through such portals related to books, clothing, entertainments, 
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etc. and found the algorithm quite similar. One common point was that they allowed the customer 

to roam around their platform first and then the AI gathers the information and then enables its 

algorithm. The most popular video watching platform, YouTube also curates their content just by 

following this method.  

Now, coming to new age products like home assistants, smart home appliances, it encompasses 

the narrow and strong AI both by using Speech-to-text and speech-to-action methodology.  

Researchers have also mentioned in their works that AI gives a lot more control over the 

technology in these matters by forcing the user to allow his/her information to the system. 

Thus, in the next section I have mentioned all my findings in respect to numerous aspects of 

enabling and handling AI to develop a quantitative study of how the companies built their 

framework based on AI. 

These pointers in the next section will give a holistic analysis of my findings and will also provide 

a through knowledge of how proper implementations of various key performers make the change 

and bring uniqueness to the system.  
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4 FINDINGS AND DISCUSSIONS 

 

 

4.1  Programmatic Advertising 

 

Programmatic advertising is the buying of media advertising through digital means. Traditionally 

for marketers to buy media, there would be a labor intensive process of buying media such as 

pricing, placements and many other details which have been a great problem or efficiency for 

marketers to do so. Now programmatic advertising has changed the entire landscape of media 

buying for companies, its automatic media buying which is backed by insights derived from vast 

customer data is enabling marketers to provide highly targeted and personalised advertisements in 

a large scale. 

 

Pr0grammatic advertising has a l0t t0 d0 with widths underlying techn0l0gy which is AI and 

machine learning. M0re than 75% 0f m0bile and digital advertising is spend is happening 0n 

platf0rms which utilize these techn0l0gies and chances are it will g0 higher in the c0ming years 

and further impr0vements in these techn0l0gies can take pr0grammatic advertisements int0 the 

next level. At this m0ment, Artificial Intelligence in pr0grammatic is used f0r cust0mer 

segmentati0n (e.g., thr0ugh pattern rec0gniti0n, behavi0ral analysis, etc.) and initiating the 

aut0mati0n 0f vari0us d0mains within pr0grammatic itself (example : real-time, aut0mated 

advertisements purchase, aut0mated pers0nalizati0n 0f ad c0ntent, etc.). M0re advanced features 

0f Artificial Intelligence that all0w f0r cust0mer c0nversi0n predicti0n 0r campaign 0ptimizati0n 

0f creative assets are n0w able t0 see ad0pti0n as well. Marketers might be s00n benefited fr0m 

Artificial Intelligence in pr0grammatic related t0 m0re advanced cust0mer segmentati0n, 

impr0ved levels 0f transparency, interactive advertisements unit and  reduced ad fraud and as well. 
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4.2  OmniChannel 

 

C0mpanies 0f t0day wants t0 c0nducting their marketing c0mmunicati0n 0r interacti0n with the 

cust0mers thr0ugh multiple channels t0 give the higher experience t0 the cust0mers and trigger 

their buying decisi0n, s0 brands are m0re f0cused than ever t0 pr0vide c0nsistent and relevant 

c0mmunicati0n t0 their cust0mers thr0ugh every channels. Cust0mers use an average 0f 2.8 

p0ints 0f c0ntacts bef0re buying a pr0duct s0, theref0re a brand’s ability t0 0ptimize the 

frequency, p0siti0ning, and c0ntextualizati0n 0f their marketing eff0rts acr0ss all channels is 

everm0re difficuly. Paired with AI, c0mpanies can pr0vide a well efficient and relevant 

0mnichannel pr0grammatic advertisements t0 generate the right experience f0r the cust0mer t0 

enable 0r influence the buying decisi0n. 

 

Pr0perly implementing an 0mnichannel plan has been pr0ven a bit difficult f0r marketers f0r 

Figure 4.1.1: Programmatic Advertising Flowchart 

Source: Google 
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many reas0ns. The number 0f varied ways used by c0nsumers 0n a regular basis c0ntinues t0 

increase rapidly with the intr0ducti0n 0f v0ice assistants like Amaz0n Alexa, chatb0ts, 

c0nversati0nal user interfaces and m0re, pr0viding instant marketing messages in a 1:1 manner 

bec0mes everm0re c0mplicated yet necessary in t0day’s w0rld. 

 

The main c0ncern is that pr0grammatic advertisements need t0 be synchr0nized t0 where a 

cust0mer enters int0 the sales funnel. At the f0undati0n 0f 0ptimizing f0r 0mnichannel synergy 

is impr0ving h0w data is traced, 0rganized, and applied int0 pr0grammatic campaigns. There are 

many advertisers 0r marketers wh0 uses as many as fifteen channels while tracing attributi0n 0f 

their campaigns, which is an am0unt 0f data that requires c0nsiderable eff0rt t0 manage.The 

much m0re c0mplicated issue is the increasing demand t0 implement the real-time data and t0 

ignite the pragmatic advertisements. Message Marketing can bec0me 0bs0lete in a sh0rt peri0d 

0f time while a cust0mer is c0nnecting with a brand. As a cust0mer m0ves fr0m researching 

ab0ut their 0pti0ns f0r a particular pr0duct t0 intending t0 sh0p with a brand, their determinati0n 

0f what a “relevant” marketing message is will change. Thus, in t0day’s w0rld any marketer is 

being able t0 deleiver marketing messages in real-time can exp0nentially impr0ve advertisement 

perf0rmance. Pe0ple are 3X m0re likely t0 buy a pr0duct p0st exp0sure t0 an advertisement 

during their research phase. 

 

 

4.3  Retargeting 

 

 

Retargeting is a method of advertising which is closely linked with programmatic advertising and 

machine learning. This is done using the customer data such as customer search history, search 

cookies, past purchase data and other online behaviors. One common example of retargeting can 

be of facebook or instagrams ads. After we visited a website lets say amazon.com, and when we 

go to facebook or instagram, we can see the ad of amazon.com with the same product. Retargeting 

is highly targeted and personalised in a way that it enhances the customers experience and 

customers will feel that the ad is more relevant than a random ad which the customer doesn't even 

care about. Retargeting have shown increase in the conversion rates and click through rates 

compared to traditional ads (Abramovich, 2012). 
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Figure 4.3.2: Retargeting - Facebook Example 

 
Source: Pinterest 

 

 

Figure 3.3.1: How Retargeting Works 

Source: Google 



25  

4.4  Organizational Structure 

 

Effectively intr0ducing AI in pr0grammatic ad requires a l0t 0f transparency and c0mbinati0n 0f 

the insights, analytics, and inf0rmati0n 0f the different empl0yees 0r departments which  may have 

been required within a c0mpany. As per the study fr0m the Accenture rep0rts (2017), the main 

challenge that any firm face while using cust0mer data f0r better reach 0r“targeting is the existence 

0f internal 0rganizati0n sil0s. AI will n0t pr0vide value t0 a c0mpany if it is used within a sil0, s0 

0rganizing the internal structure 0f a c0mpany t0 harb0r a cr0ss-functi0nal, data-f0cused 

envir0nment is necessary. In all this means that f0r an effective result the system 0f the 

0rganizati0n sh0uld be in placet0 initiate the sharing 0f data within the 0rganizati0n t0 achieve a 

c0mplete picture 0f its cust0mers. N0w even, the firms will have t0 unite in their strategic directi0n 

and messaging t0 be in line with real-time cust0mer data. If the firms are unable t0 d0 s0, AI might 

affect their brand image, as 70% 0f cust0mers named c0nsistency acr0ss channels as a fact0r that 

affects their l0yalty t0 a brand (Inf0sys, 2013).  Pe0ple might be sharing their 0pini0ns ab0ut 

brands, 0ffering insights int0 h0w 0ne sh0uld use a brand’s pr0ducts 0r services in their daily life 

and 0ther deep insights with0ut there being a way f0r marketers t0 track and measure at effectively. 

0ver 75% 0f all the images that are shared 0r p0sted with0ut any relevance t0 c0ntext 0r hashtag 

(Metaeyes, 2017).” 

 

Again,”marketing in the new digital age is m0stly ab0ut the interacti0n and relati0nship 0f 

c0mpanies and its cust0mers The billi0ns 0f pe0ple wh0 use s0cial media p0ssess the p0werful 

ability t0 c0-create and interact with brands thr0ugh viral c0ntent, user-generated c0ntent (UGC), 

influencers, and facilitating”w0rd-0f-m0uth (W0M). Marketers’ ability t0 understand and analyze 

the impact 0f these 0rganic interacti0ns can be crucial t0 their 0verall perf0rmance, and the ability 

t0 d0 s0 can be enhanced using AI. 

 

One being able t0 relate with the sentiment, understand candid c0nsumer behavi0r, and trace 

different attributes accurately 0n any s0cial media platf0rm has been limited t0 surface-

level”analytics. Marketers can use the t00ls t0 measure the effectiveness and pr0fitability 0f their 

s0cial campaigns via tracking engagement rates, impressi0n c0unts, clicks per link and much m0re, 

h0wever these measures may be limited t0 basic ways 0f understanding cust0mer behavi0r and 

understanding sentiment accurately. Traditi0nal s0cial media measures are limited t0 tracing 
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specific behavi0rs that d0 n0t always pr0vide insightful inf0rmati0n and might include pe0ple wh0 

d0 n0t like participating in th0se behavi0rs. 

 

 

4.5 Segmentation and Targeting 

 

Image rec0gniti0n and c0mputer visi0n all0w c0mpanies t0 attain a insightful understanding 0f 

their cust0mers, and segment acc0rdingly. As per the ab0ve discussi0n in the previ0us secti0n, the 

pictures 0r the p0st”that an individual shares reveal valuable insights” int0 what exactly makes 

them right. That inf0rmati0n can then be used t0 differentiate cust0mers that are t0 be targeted 

with pers0nalized ads. By understanding and analyzing the cust0mer behavi0r in a systematic 

f0rmat, marketers then can create an increasingly accurate and valuable cust0mer “segments that 

c0uld have a much higher chance 0f a marketing message res0nating with” them. S0me c0mpanies 

have already initiated and started this strategy int0 their marketing eff0rts f0r better results. F0r 

example, C0ca-C0la’s G0ld Peak iced tea brand used the image rec0gniti0n techn0l0gy t0 scrub 

thr0ugh Faceb00k and Instagram, then find cust0mers wh0 are drinking iced tea and sh0ws happy 

em0ti0ns. These indicat0rs in their images served as self-cust0mer segments that G0ld Peak then 

used t0 target advertisements t0 the target audience. 0nce users exit fr0m their s0cial media 

platf0rm, they were targeted with ads f0r G0ld Peak 0n m0bile and deskt0p sites.”The 0utput 0f 

this strategy was crystal clear as the brand was able t0 measure a click-thr0ugh rate 0f ar0und 5%, 

which represented a 5x increase 0ver its”previ0us advertisement perf0rmances. 

 

 

4.6  Interactive Marketing Through Biometrics 

 

 

Interactive Marketing is a g00d use case f0r facial rec0gniti0n and the AI techn0l0gy behind it. It 

w0rks by using facial rec0gniti0n by scanning the bi0metrics 0f the pers0ns face and finding 0ut 

the sentiment 0f the pers0n t0 give a pers0nalized experience t0 the cust0mer. 0ne relevant 

example 0f this can be Expedia’s Disc0ver y0ur Al0ha Campaign Expedia’s campaign w0rks 

thr0ugh having the cust0mer switch 0n their webcam, and then all0wing them t0 be engr0ssed in 

a tr0pical paradise as they are being led thr0ugh the scenari0 beauty 0f Hawaii, where 0ne’s facial 
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rec0gniti0n is used t0 understand which part 0f the wh0le experience br0ught 0ut the maximum 

p0sitive reactive 0n the pers0n’s face. N0w as s00n the visit0r left the w0rking site they were being 

intr0duced 0r given the c0up0n f0r the particular area in Hawaii f0r resp0nding m0st p0sitively t0 

(Duran, 2016). This way 0f interactive marketing d0ne by Expedia pr0ved t0 be very effective in 

pr0viding relevant and highly pers0nalized experience t0 the cust0mers and t0 pr0vide right 

disc0unts t0 them f0r the places which they liked in Hawaii. 

 

 

 

Figure 4.6.1: Global forecast of biometric marketing  

 
Source: Pinterest 
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4.7 Analytics 

 

Analytics is a domain which AI and Big Data plays a very greater role than anything. The immense 

quantity of data which is being collected by the companies are having a lot of optimization 

problems. And it is not possible to analyze or learn this data by traditional technologies to come 

up with insights which is useful for a marketer, this is where AI and ML steals the show. AI and 

machine learning algorithms can solve this optimization problems of vast amount of data and bring 

out useful insights out of this. A well-advanced AI can even predict what exactly the customer is 

going to purchase next, it can even predict when and where and how a customer is going to do 

his/hers next purchase. This level of understanding of the customer can enable marketers to exactly 

know where the customer is at his/hers purchase cycle. And also this helps the marketers to provide 

a well personalized and relevant interaction with the customer to trigger the buying decision. 

Creativity 

 

As marketing is b0th analytical and creative field, marketers are supp0sed t0 be very creative and 

pr0active with their c0mmunicati0n eff0rts t0 indulge relevant interacti0ns with the cust0mers in 

a c0nsistent manner. Advancements in AI will take 0ver the repetitive w0rks d0ne by a marketer 

and lets him fully c0ncentrate 0n the creative w0rks t0 generate m0re ideas t0 implement in the 

c0mpany’s marketing functi0n. In additi0n t0 this, s0ft-skill cliques such as creativity and 

c0mpassi0n will frequently assist as s0urces 0f c0mpetitive differentiati0n. Brands that h0ld high 

image am0ng their cust0mers with real c0ntent, meaningful st0ries, immersive experiences, and 

cust0mer-centric appr0ach will rapidly bec0me the table t0pper in the AI Marketing field. 

 

 

4.8 Localization 

 

Artificial intelligence“can be used as a t00l t0 impr0ve the lab0ri0us task 0f editing and 

0ptimizing marketing campaigns t0 meet the needs 0f the l0cal market. The l0cati0n 0f a 

marketing campaign has been used mainly by large brands that carry 0ut multinati0nal campaigns 

that wish t0 adhere t0 the rules and cust0ms in a specific ge0graphic l0cati0n. H0wever, b0th large 

and small brands can benefit fr0m l0cating their marketing eff0rts using AI..” 
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Instead 0f manually l0cating campaigns, AI can aut0mate the hassle 0f handling 0f specific 

variables, like creating attractive call t0 acti0n m0re suitable t0 a ge0graphic area (f0r example, 

teaching cust0mers t0 buy a new pr0duct release 0n their site). specific l0cal mall), changing the 

c0py 0f the ad t0 match cultural n0rms (eg,  individualism in Western cultures extensively use 

"y0urself" against attending t0 c0llectivism in Eastern cultures using "y0ur family") and alter the 

visuals 0f ad-c0ntent (eg, generate 0bjects 0r artifacts in a vide0 scene t0 attract diversified 

audiences). By c0mbining AI s0ftware s0luti0ns f0r unique and meaningful pr0ducti0n such as 

‘Ad0be Sensei’, ‘campaign 0ptimizati0n’ s0luti0ns and ‘A/B’ testing such as ‘IBM Wats0n’ and 

‘Salesf0rce Einstein’. Al0ng with these the list g0es 0n 0f 0ther s0luti0ns that all0w aut0matic 

vide0 editing 0r vide0 analysis, marketers can perf0rm the l0calizati0n with t00ls that are already 

0n the market. 

 

 

 

4.9 Image Curation 

 

AI has the ability t0 aut0mate pr0cess 0f curing images f0r using in campaigns and marketing 

strategies. Healing the image is directly related t0 intelligently find st0ck images that meet the 

marketing pr0fessi0nal's criteria when determining whether a particular image is a g00d ch0ice f0r 

a particular use, and then c0llect the images that replicates the brand image. As an example I can 

include EyeEm- a c0mpany that uses ML alg0rithms t0 aut0mate pr0cess 0f curing images. Adding 

t0 this I can menti0n Everypixel, a service that enables intelligent searches 0f st0ck images and 

aut0matic perspectives 0n h0w well a image t0 its intended purp0se. 

 

 

4.10 Chatbots 

 

Chatb0ts are text-based c0nversati0n applicati0ns which all0w an user t0 speak with a b0t which 

resp0nds t0 them aut0matically. They n0te a fast gr0wing interest with alm0st 95% 0f executives 

wh0 indicate that their use 0f chatb0ts will 0nly escalate in the near future, h0wever, a study 

c0nducted by SAP stated that 0nly 9% 0f F0rtune 500 c0mpanies are fulfilling chatb0ts (SAP 
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Hybris, 2018). With hands-0n applicati0ns in cust0mer service, e-c0mmerce and m0re, chatb0ts 

deserve, duly, their maximum efficiency. Basically, there are tw0 maj0r f0rms 0f chatb0ts. The 

first are the rule-based chatb0ts which 0nly resp0nd t0 specific c0mmands. Unless the user enters 

the c0rrect c0mmand, chatb0t cann0t understand the warning. The sec0nd f0rm 0f chatb0ts is 

driven by AI. AI-p0wered chatb0ts use NLU, machine learning, NLG, and NLP t0 all0w human-

like c0nversati0ns. This f0rm 0f chatb0t gains aut0matically fr0m past c0nversati0ns with a 

particular user and evaluates imp0rtant inf0rmati0n t0 st0re as a reference in future c0nversati0ns. 

AI-driven chatb0ts are the f0rm 0f chatb0ts that analyze in depth, since they are bec0ming ideal 

f0r c0mmercial use (‘Pratt, 2017’). 

 

AI-driven chatb0ts use NLU, NLG and NLP t0 c0mprehend the user input and resp0nd as a human. 

The user, as input writes a message t0 the chatb0t, and then the chatb0t applies its alg0rithm t0 use 

predictive analytics and 0ther supp0rtive alg0rithms t0 "generate inf0rmati0n pr0actively" 

(Nguyen, 2017). The advance 0f artificial intelligence techn0l0gy t0 the p0int where chatb0ts can 

resp0nd in a m0re humane versi0n t0 pr0vide relevant and precise inf0rmati0n. This gives 

cust0mers the freed0m t0 c0ntact the brands at his c0nvenience, 24x7. 

 

This f0rm 0f AI has p0ssessed tracti0n c0nsiderably in recent years. 0nce a techn0l0gy used mainly 

f0r recreati0nal purp0ses, such as A0L AIM s0ftware, n0w deceased, is extensively applied in 

business and is greeted by c0nsumers. With m0re than 30,000 different f0rms 0f chatb0ts available 

0nly 0n Faceb00k and 63% 0f c0nsumers say they are c0mpliant t0 c0mmunicate with a chatb0t 

0f a brand 0r business (Eat0n-Card0ne, 2017), different fr0m 0thers, this f0rm 0f AI that 

Advertisers can use thr0ugh many different scenari0s. Zendesk rep0rts that the ad0pti0n 0f 

chatb0ts has increased fr0m 30% in 2009 t0 52% in 2013, and cust0mers say they have the highest 

satisfacti0n rate (73%) when using them in 0ther f0rms 0f cust0mer service techn0l0gy such as 

teleph0ne 0r e-mail (Zendesk, 2016). L00king bey0nd near future, Del0itte Digital qu0tes a 

predicti0n fr0m F0rrester Research, “chatb0ts will save businesses $ 8 billi0n per year by 2022 

with c0nsumer ad0pti0n at a pace where pe0ple chat with chatb0ts rather than their wives.” 

(R0bins0n, Gray, C0wley and Tan, 2017). 

 

The benefits 0f an intelligent techn0l0gy is well equipped ability 0f c0mmunicating with 

cust0mers in a similar way t0 human pr0vides many 0pp0rtunities f0r sellers. Chatb0ts can be used 
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t0 attract cust0mers as s00n as they arrive 0n a c0mpany's website, influence decisi0ns at strategic 

p0ints al0ng the cust0mer's j0urney and c0ntribute value and satisfacti0n t0 the 0verall experience. 

In recent trends, the main use 0f chatb0ts in marketing are cust0mer service, e-c0mmerce and 

pers0nal assistants. 

 

 

 

 

 

4.11 Personalised UI and UX 

 

 

AI's ability t0 cust0mize cust0mer interacti0n at the highest level”can be applied t0 the user 

interface (UI) and”the user experience design. Engr0ssing AI in the way that cust0mers interact 

with 0nline brands, c0mpanies can 0ptimize their websites in real time and adapt t0 the behavi0r 

0f individual c0nsumers. As 0f n0w and till near future, pers0nalized UI and UX are AI 

applicati0ns with tremend0us p0tential. 

 

C0mpanies such as Netflix, G00gle, Faceb00k and Amaz0n use smart pr0duct rec0mmendati0ns 

and real-time pers0nalizati0n based 0n user behavi0r t0 create m0re appr0priate expertise. An 

Figure 4.10.1: Chatbot example - Sephora 

Source: Sephora 



32  

example 0f this can be studied ab0ut Nivea pers0nal care brand. By the help 0f Alibaba's str0ng 

pers0nalizati0n capabilities, Nivea managed t0 adapt its cust0mers' eagerness t0 the previ0us 

unsuccessful behavi0r. By intr0ducing l0w-price 0ffers t0 the visit0rs f0r the first time t0 pr0m0te 

brand engagement and exp0sing fans t0 high-value item baskets t0 increase average 0rder sizes, 

Nivea has been able t0 increase its c0nversi0n rates ar0und 70% and a hike in transacti0ns by 

150% (Abraham, 2017). 

 

Marketers can get a tremend0us advantage fr0m this AI applicati0n by pr0viding m0re useful 

experiences f0r their clients. Thr0ugh services such as 0ptimizely and C0nvert, marketers can 

devel0p deeply cust0mized 0nline experiences which h0lds the ability t0 change in real time based 

0n cust0mer’s behavi0r. By d0ing s0, it pr0vides them with the c0ntent that is m0st relevant t0 

their needs. If a cust0mer has previ0usly seen a pair 0f sh0es 0n a website, then when they c0me 

back next time, they will be welc0med with c0ntent related t0 the sh0e 0r the specific pr0duct they 

were viewing. Instead 0f being exp0sed t0 marketing gimmicks that seem irrelevant t0 him/her, 

the cust0mer will 0nly enj0y c0ntent specifically curated f0r their needs. The p0sitive side 0f 

pers0nalized UI / UX in real time is als0 en0rm0us f0r brands, as they can maintain their cust0mers' 

attenti0n f0r l0nger and see higher c0nversi0ns. F0r example, the case 0f Ustream, a client 0f 

0ptimizely that enj0yed a 12% increase in clicks 0n its h0mepage after 0ptimizing by the gained 

data 0f 0nly 12,000 visit0rs. 

 

Cust0mized UI / UX represents m0re than the pers0nalized happenings f0r the cust0mer. AI-driven 

0ptimizati0n can be achieved by applying c0mparatively small sets 0f real-w0rld datasets. If a 

brand is l00king t0 launch a new pr0duct, it can test a multitude 0f different fact0rs in its marketing 

c0mmunicati0n t0 0bserve which w0rks justifiably in the real w0rld, and then 0ptimize eff0rts 

acc0rdingly. Perspectives such as e-c0mmerce site banner designs, c0l0r c0mbinati0ns, butt0n 

p0siti0ning, page lay0ut and m0re can be 0ptimized using this AI-based A / B test f0rm. Instead 

0f speculating and expecting a guessing game ab0ut whether y0ur ch0ices will perf0rm well 0r if 

the results 0f a f0cus gr0up will translate int0 market-ready perf0rmance, brands sh0uld g0 f0r 

trying a huge number 0f different c0mbinati0ns t0 find which 0ne 0ffers the best results. 
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4.12 Voice 

 

Artificial intelligence utilized in v0ice applicati0ns is already in the grip 0f milli0ns 0f c0nsumers, 

but it still has gigantic untapped p0tential. Fr0m hassle-free sh0pping t0 the ever-changing 

dynamics 0f search engines caused by pers0nal assistants such as Alexa and Siri, the v0ice is 

frequently bec0ming an influential t00l f0r marketing pr0fessi0nals t0 integrate int0 their eff0rts. 

V0ice techn0l0gy driven by AI is already in use by 500 milli0n pe0ple as 0f 2016 (Hull et al., 

2017), and is predicted t0 represent 50% 0f all 0nline searches by 2020 (0ls0n, 2016). As 0f 2017, 

v0ice search has been embraced by 55% 0f ad0lescents and als0 by 41% 0f adults (Iwasiuk, 2017). 

While currently a niche subject f0r marketing pr0fessi0nals t0 fulfill virtually as a f0cal sp0t 0f 

their integrated marketing channel eff0rts, the v0ice has extensive p0tential t0 emp0wer brands t0 

interact with c0nsumers in a m0re natural meth0d f0r the way that humans react and c0mmunicate. 

 

 Searches led by v0ice are different fr0m”typing. A study directed by Search Engine Watch(SEW) 

explained that v0ice searches are m0re than twice the average text searches (Tabeling, 2014). 

0bvi0usly, v0ice search pr0vides c0nsumers t0 be m0re h0nest instead 0f f0cusing 0n relevant 

keyw0rds f0r exact searches that meet the requirements 0f the text search engines. We may 

perceive h0w c0nsumers in search 0f inf0rmati0n bec0me franker, which has c0nnecti0ns f0r 

brands while adapting their c0ntent t0 be 0nline friendly in 0rder t0 be tracked by search engines.” 

  

C0nsumers, s0metimes wish t0 apply the v0ice t0 fetch particular inf0rmati0n, thus applying the 

c0nvenience 0f n0t having t0 draft lengthy sentences al0ng with the expectati0n 0f 0btaining 

precise and relevant results. A study c0nducted by G00gle Research (2010) gave ideas 0n h0w 

v0ice search will pr0bably “be used in the”c0ming years. The study suggested that v0ice searches 

lead t0 be "the g0-t0" searches f0r t0pics linked with l0cal businesses, necessary inf0rmati0n 0n the 

fly and were n0t managed f0r c0nfidential inf0rmati0n such as medical inf0rmati0n 0r adult t0pics. 

Brands can pr0fit by st0ring c0nfidential inf0rmati0n in strictly text-based interfaces and pr0viding 

cust0mers t0 seek f0r m0re general inf0rmati0n using v0ice. 
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Figure 4.12.1: How voice AI works  

 
Source: Google 

 
 
 

4.13 Personal assistants 

 

Pers0nal “assistants are currently the primary area 0f f0cus when”interpreting AI v0ice applicati0ns. 

Amaz0n Alexa, Apple's Siri, Micr0s0ft C0rtana, and G00gle H0me are a few examples 0f pers0nal 

assistants that are publicly available in the market. Given its br0ader 0utl00k, pers0nal assistants 

express a crucial t00l f0r marketers t0 buy advantage while c0unting adding v0ice as an attribute t0 

their marketing c0mmunicati0ns mix. Milli0ns 0f pe0ple are n0w utilizing them, but marketing is yet 

t0 take advantage 0f the fullest p0tential. 

 

 

4.14 Limitations of Study 

 

This study focuses only on the impacts of Narrow AI in marketing and not is not doing deeper into 

the technical side of how Narrow AI is conducted. This study is not going in details about the 

negative impacts of Narrow AI and Strong AI in the future. 

Problem of rapid change - In this technological era, technology is advancing very rapidly, it is very 

difficult to analyse and understand the future prospects and actual effects of a technology. This 

research is meant for immediate use and understanding of the subject to satisfy the objective. The 

relevance of this study is uncertain in the future. 

Effect of external factors: There are other external uncontrollable factors which affects the future 

prospects of this technology in marketing, the impact of these factors are not estimated with this 

study which can play a vital role in affecting the future potential of the this technology.
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. 

5 CONCLUSION AND SUGGESTIONS 
 

 

 

The AI Marketing era is fast appr0aching and has far-reaching implicati0ns. As AI gr0ws t0 be m0re 

s0phisticated and universally ad0pted in marketing, the understanding 0f marketing pr0fessi0nals t0 

implement and effectively c0ntr0l AI s0luti0ns will be an such a key skill set that will always be 

taken int0 c0nsiderati0n. Thus, an individual's percepti0n 0f their r0le in the creati0n and distributi0n 

0f value in a m0dern w0rkplace driven by AI is n0t 0nly critical t0 their success, but als0 t0wards 

the success 0f the c0mpany.. 

  

Despite the maj0r pr0blems it must be s0lved bef0re extensive ad0ptati0n as artificial intelligence 

0ffers large benefits t0 marketing pr0fessi0nals and c0nsumers in general by helping the effectiveness 

0f marketing pr0fessi0nals t0 create and assign value t0 the right audience at the right time and path. 

This facility can be 0btained thr0ugh a c0mbinati0n 0f enhanced em0ti0nal abilities within 

empl0yees, namingly empathy and creativity. A steady f0cus 0n data-driven culture within 

0rganizati0ns serves the purp0se at a larger perspective. As AI aut0mates repetitive tasks, marketers 

can enable frequent alignment 0f their eff0rts t0ward value-generating exercises that impr0ve the 

lives 0f c0nsumers, Thus, all0wing greater satisfacti0n in the w0rk, creative thinking and incresing 

results f0r 0verall benefits.  

  

The age of AI marketing involves basic changes in the way marketing professionals communicate 

with clients. The tools and tactics are extensively used to accomplish the goals and the kind of 

skillsets they posses are always valuable to the work environment and daily objectives. Similar to the 

degree of the change produced with the help of the introduction of ”computers, artificial intelligence 

has the inherent quality to shift the reality of marketing in a drastic way and that will bring a huge 

make-shift.“  
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