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• ABSTRACT:  

In the contemporary digital era, Artificial Intelligence (AI) has emerged as a transformative 

force, fundamentally reshaping the landscape of marketing and digital marketing.  

Marketing, once governed largely by intuition, broad demographic assumptions, and 

retrospective analysis, has evolved into a discipline driven by data, algorithmic precision, and 

real-time responsiveness. The rapid advancement of intelligent technologies has revolutionised 

the manner in which businesses identify consumer needs, interpret market trends, formulate 

promotional strategies, and establish meaningful relationships with their target audiences. By 

integrating sophisticated algorithms, machine learning, predictive analytics, natural language 

processing, and data-driven decision-making, AI enables organisations to move beyond 

conventional marketing approaches towards more intelligent, personalised, and strategically 

optimised practices.  

Digital marketing, the strategic promotion of products, services, and brands through online 

channels such as search engines, social media platforms, email, and mobile applications, has 

become the principal arena in which this technological revolution unfolds. Digital marketing, 

its influence is particularly evident in automated content generation, personalised 

advertisements, search engine optimisation, social media analytics, conversational chatbots, 

and real-time campaign performance evaluation. Consequently, AI contributes to enhancing 

operational efficiency, improving customer engagement, optimising resource allocation, and 

supporting evidence-based strategic decisions.   

Nevertheless, the integration of AI into marketing also introduces significant considerations 

concerning data privacy, algorithmic bias, transparency, ethical responsibility, and the 

preservation of human creativity. Its effectiveness therefore depends not merely on 

technological sophistication but also on responsible implementation, reliable data, and 

appropriate human supervision  

This study therefore seeks to examine the multifaceted role of artificial intelligence in 

marketing and digital marketing, exploring its applications, advantages, and inherent 

challenges, while illuminating its capacity to reshape how businesses create value, cultivate 

loyalty, and sustain competitive advantage in an increasingly interconnected global 

marketplace.  

• KEYWORDS:   

Artificial Intelligence, Digital Marketing, Marketing Automation, Data-Driven Marketing,  



 

  

Vol 15 Issue 10, October 2026  ISSN 2456 – 5083  Page 137  

    
              
  

Costumer Engagement, Predictive Analytics,  

• INTRODUCTION:  THE  ROLE  OF  ARTIFICAL  

INTELLIGENCE  IN  MARKETING  AND 

 DIGITAL MARKETING  

Artificial intelligence has fundamentally transformed the way modern businesses understand, 

reach, and engage their customers. In digital marketing, where success depends on timely 

insights and personalized communication Through advanced data analytics, predictive 

algorithms, and intelligent automation, AI enables marketers to deliver personalised 

experiences, optimise advertising campaigns, and make informed decisions. AI has become an 

indispensable catalyst for efficiency, growth, and competitive advantage in the digital 

marketplace. Its integration into modern marketing practices enhances efficiency, strengthens 

customer engagement, and creates new opportunities for innovation and sustainable business 

growth.   

• METHODOLGY:  

AI is useful in marketing mainly because it handles scale, speed, and pattern-spotting that 

people can’t do manually. AI is used in marketing and digital marketing in several ways to help 

businesses understand customers, promote products, improve advertising, and increase 

business efficiency. This study adopts a descriptive and analytical research design, relying 

primarily on secondary data to examine the role of artificial intelligence in marketing and 

digital marketing   

• PERSONALIZATION:   
  

AI analyses browsing history, purchases, and behaviour to show each person relevant 

products, emails, or ads. Netflix-style recommendations on an online store are a typical 

example, and they tend to lift conversions noticeably.  

  

• CONTENT CREATION:  

Generative AI tools can help marketers create advertisements, blog posts, product 

descriptions, social media captions, and marketing emails. It can draft ad copy, email 

subject lines, social posts, product descriptions, and blog outlines, and produce image 

or video variations. Marketers still edit for brand voice and accuracy, but first drafts 

take minutes instead of hours.   

EX: ChatGPT can generate Instagram captions for a clothing brand    

• CUSTOMER SUGGESION AND TARGETING:  

AI helps advertising platforms identify audiences who may be interested in particular products 

and optimise where and when advertisements are displayed. Instead of broad groups like 
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“women 25-35,” AI finds hidden clusters based on actual behaviour, such as people likely to 

buy in the next week or likely to churn. This makes ad spend more efficient.  

EX: Instagram may display sportswear advertisements to users who have shown interest in 

fitness products.  

• CHATBOTS AND COSTUMER SERVICES:  

AI-powered chatbots answer frequently asked questions, provide product information, assist 

with orders, and offer support around the clock. The chatbots answer frequently asked 

questions, provide product information, assist with orders, and offer support around the clock.  

EX: An online shopping website uses a chatbot to answer questions about delivery times.  

• SOCIAL MEDIA MARKETING:  

AI assists marketers in analysing engagement, identifying audience interests, generating 

content ideas, and evaluating social media campaigns. It scans mentions, reviews, and 

comments to show how people feel about a brand, spot trends early, and flag PR problems 

quickly.  

EX: A business analyses Instagram engagement to understand which types of posts attract 

more attention.  

• SEARCH ENGINE OPTIMIZATION (SEO):  

AI tools help marketers analyse search trends, discover relevant keywords, evaluate website 

content, and identify opportunities to improve search visibility. It helps with keyword 

research, content gap analysis, search intent matching, and optimizing for AI-powered search 

results.  

EX: Business researches the search terms people use when looking for affordable laptops.  

• MARKETING AUTOMATION:  
AI can support automated email campaigns, audience segmentation, follow-up messages, and 

customer relationship management, send-time optimization, lead scoring, and retargeting 

campaigns can run automatically based on user behaviour.  

EX: An online store sends a personalised reminder to a customer who left products in their 

shopping cart.  

• DATA DRIVEN MARKETING:  
Data-driven marketing is a systematic approach in which marketing decisions are guided by 

the collection, analysis, and interpretation of customer data rather than intuition. It is carried 

out in the following stages.  

• FINDING/RESULT:  
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• Improved Personalization and Customer Engagement  
AI-driven personalization, such as product recommendations and tailored emails, was 

found to increase customer engagement, click-through rates, and conversions 

compared with generic campaigns.  

• Higher Efficiency and Time SavingsAutomation of repetitive tasks (content 

drafting, email scheduling, reporting, ad bidding) significantly reduced manual 

workload and allowed marketers to focus on strategy and creativity.  

• Better Targeting and Return on Investment  
Predictive analytics and behavior-based segmentation helped identify high-value 

customers, reducing wasted ad spend and improving return on ad spend (ROAS).  

• Enhanced Customer Service  
AI chatbots provided round-the-clock support, faster response times, and lower 

service costs, while improving lead qualification.  

• Real-Time Decision Making  
Real-time data analysis enabled marketers to adjust campaigns instantly based on 

performance, rather than waiting for post-campaign reports.  

• Improved Customer Insights  
Sentiment analysis and social listening revealed customer opinions, emerging trends, 

and brand perception more accurately and quickly.  

• Increased Marketing Efficiency: AI-powered tools assist marketers in automating 

repetitive activities, generating content, and analysing campaign performance, thereby 

reducing the time required for routine tasks.  

• Enhanced Customer Personalisation: AI enables businesses to analyse customer 

preferences and purchasing patterns, allowing them to provide more relevant product 

recommendations, advertisements, and promotional messages.  

• Improved Data Analysis and Prediction: AI helps marketers process large 

volumes of information, identify emerging trends, forecast potential demand, and 

make more informed strategic decisions.  

• Better Customer Engagement: AI chatbots and automated communication 

systems facilitate quicker responses to customer enquiries and support more 

continuous customer interaction.  

• Optimisation of Digital Advertising: AI assists in identifying relevant audiences, 

evaluating advertising performance, and refining campaigns to improve marketing 

effectiveness.  

• Emerging Challenges: The findings also highlight concerns regarding data privacy, 

inaccurate AI-generated content, implementation costs, and the need for human 

supervision and ethical practices.  

• CONCLUSION:  

Artificial intelligence has become a central driver of change in marketing and digital 

marketing. This study shows that AI improves personalization, automates repetitive tasks, 

sharpens customer targeting, and supports faster, data-driven decisions. Tools such as 
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chatbots, predictive analytics, recommendation engines, and generative content platforms 

help businesses engage customers more effectively while making better use of time and 

budget. Its applications in predictive analytics, personalised advertising, content generation, 

marketing automation, and campaign optimisation demonstrate its potential to enhance 

operational efficiency and support data-driven decision-making. Despite these advantages, 

challenges concerning data privacy, ethical responsibility, algorithmic bias, and the 

authenticity of AI-generated content require careful consideration  

At the same time, the benefits come with real challenges. Data privacy, algorithmic bias, 

inaccurate or generic content, implementation costs, and skill gaps can limit its impact if they 

are not managed carefully. Over-reliance on automation also risks weakening the human 

touch that builds trust and brand loyalty.  

In conclusion, AI should be seen as a powerful support to marketers, not a replacement for 

them. Businesses that combine AI’s analytical strength with human creativity, ethical data 

practices, and strategic judgment will be best placed to build lasting customer relationships 

and stay competitive in the evolving digital marketplace.  

Future Scope  

Further research can explore AI’s long-term impact on consumer trust, the role of generative 

AI in brand storytelling, and how small and medium enterprises can adopt AI affordably and 

responsibly.  
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