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The relationship between technology and marketing communications has grown 

increasingly complex. At the forefront of this evolution stands the rise of Artificial 

Intelligence (AI), offering transformative potentials and challenges for marketers 

globally. This study aimed to investigate the transformative influence of AI on 

marketing communications, focusing not only on the opportunities but also exploring 

potential challenges. Utilising a qualitative design and a descriptive literature review 

approach, the study explored three key themes: strategic digital transformation, 

customer experience enhancement, and ethical and privacy concerns. The manuscript 

recommends a strategic approach to AI integration for organisations, emphasising 

digital transformation informed by AI-driven insights. Furthermore, the study 

advocates for investments in AI technologies to enhance personalisation and 

automate processes, fostering deeper connections with consumers. Ethical 

considerations, including transparency and privacy safeguards, are crucial in 

navigating the evolving landscape of AI in marketing. Overall, the findings 

underscore the transformative potential of AI while highlighting the imperative for 

ethical and adaptive strategies in an ever-evolving marketing landscape. 

 
Keywords: artificial intelligence, marketing communications, digital transformation, 

customer experience enhancement, ethical and privacy concerns  
 

JEL Classification: M31 

 

 

 

1. Introduction  

 With the surge in computing power, more affordable computing costs, and the availability of big data, 

the significance of AI in marketing has grown. Its broad applications are evident across various marketing 

domains (Huang and Rust, 2020). This research aimed to investigate and comprehend the pivotal aspects of 

marketing communications transformed by AI. In the rapidly changing landscape of AI's integration into 

marketing communications, there exists a pressing need to understand the frameworks developed for AI. This 

urgency arises from the escalating complexity of AI applications, the rapid pace of technological 

advancements, and the growing reliance of marketing strategies on AI-driven tools. As businesses strive to 
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harness the full potential of AI in enhancing their marketing communications, an understanding of these 

frameworks becomes imperative. This study delved into these frameworks, critically examining their design, 

practical application, and the far-reaching implications they hold for the field of marketing communications. 

 Girdhar (2023) observed that fuelled by data from digital channels and intricate consumer behaviour 

dynamics, marketers are increasingly turning to Artificial Intelligence for insights and automation. AI's 

prowess in data handling, as emphasised by Girdhar (2023), paves the way for revolutionising marketing 

techniques. However, alongside its merits, AI introduces ethical dilemmas, including privacy concerns and 

potential employment shifts. Thus, this research also focused on the challenges posed by AI in marketing 

communications.   

 The escalating computing capabilities and the omnipresence of big data have propelled the role of AI 

in marketing, as highlighted by Huang and Rust (2020). This surge in technological prowess has not only 

transformed business operations, as observed by Pascucci et al. (2023), but has also given rise to new 

opportunities for marketers through the integration of the internet, social media, and mobile devices. As 

Ekström (2023) underscores, this digital evolution enables marketers to leverage vast datasets for crafting 

tailored campaigns. In the ever-evolving landscape shaped by these technological shifts, the profound impact 

of AI on marketing communications becomes increasingly apparent. Acknowledged for its significance by 

experts such as Girdhar (2023) and Longoni et al. (2019), AI presents a transformative force in the field of 

marketing communications. Despite these acknowledgments, a comprehensive understanding of how AI 

precisely shapes marketing communications remains elusive. 

 The aim of this research was to explore frameworks of AI integration into marketing communications 

and critically examine their design, practical application and implications. The urgency of this investigation 

was underscored by the rapid pace of technological advancements, the growing reliance on AI-driven tools, 

and the escalating complexity of AI applications. This research aligned with the imperative outlined by Girdhar 

(2023) regarding the increasing dependence of marketers on AI for insights and automation and aimed to 

identify, explore, and establish the reshaping, trends, and limitations of AI in marketing communications. In 

doing so, this research contributes not only to academic knowledge but also provides practical insights for 

businesses navigating the intricate intersection of AI and marketing communications. 

2. Literature Review  

  2.1 Artificial Intelligence Marketing (AIM) 

 Artificial Intelligence Marketing (AIM) harnesses artificial intelligence to automate the assimilation 

and organisation of vast data sets related to the marketing mix and a multitude of marketing functions in a 

market intelligence generation (Verma et al., 2021). Overgoor et al.  (2019, p.157) describe artificial 

intelligence marketing as agents founded on artificial intelligence (AI) principles, which leverage data for 

optimal marketing outcomes on a global scale. Artificial intelligence is the most recent technological disruptor 

and has enormous marketing transformation potential. Marketing practitioners globally seek to identify AI 

solutions that best align with their contemporary marketing needs. This trend transcends regional boundaries 

and is universally experienced. Consequently, cutting-edge technologies, such as AI, have moved beyond the 

experimental stage and are seamlessly integrated into core business operations, positioning enterprises at the 

forefront of success (Chintalapati and Pandey, 2021). 

 Artificial intelligence shapes every element of the marketing mix. In product design and development, 

AI creates bespoke products by sifting through vast volumes of customer feedback and market data (Chatterjee 

et al., 2019). When it comes to pricing, businesses across the world harness artificial intelligence’s prowess 

for dynamic pricing, synthesising diverse data to strike a balance between competitiveness and profitability 

(Vollero and Palazzo, 2015). In distribution, or 'place', artificial intelligence’s fingerprints are evident in 

optimised supply chain operations, predicting consumer demand patterns and elevating the delivery experience 

(Liao, 2014). The domain of promotion also witnessed a paradigm shift with artificial intelligence at the helm, 

facilitating tailor-made campaigns that target consumers aptly in our hyper-connected world (Misra et al., 

2019). Furthermore, artificial intelligence’s role in customer engagement through chatbots and virtual 

assistants prompts contemplation on the current AI-driven trends in marketing (Gans, 2016; Huang and Rust, 

2018). 

 Roetzer (2017), CEO of the Marketing Artificial Intelligence Institute, posits that in an era where 

artificial intelligence persistently redraws boundaries, the classic 4Ps are undergoing evolution. Roetzer (2017) 
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introduces a transformative fifth 'P' – performance. This addition provides a panoramic view of the artificial 

intelligence (AI) - integrated marketing landscape, where the ambit extends beyond just the initial 4Ps to 

encompass planning, production, personalisation, promotion, and performance. This perspective illustrates a 

global marketing framework that is growing ever more dependent on artificial intelligence (AI), from its role 

in strategising to leveraging vast data for actionable insights. The framework presented by Roetzer (2017) is 

not merely theoretical; it signifies a tangible, AI-led metamorphosis in global marketing. It challenges industry 

stakeholders to introspect the pervasive influence of AI on contemporary marketing practices, highlighting 

AI’s pivotal role in driving the industry towards elevated levels of automation and intelligence. 

 

 2.2 AI Dimensions: Mechanical, Thinking, and Feeling 

 The assimilation of AI into the mix necessitates a recalibrated strategic approach. Huang and Rust's 

(2020) innovative framework encapsulates this transformation, spotlighting the trinity of artificial intelligence 

facets:  mechanical artificial intelligence, thinking artificial intelligence and feeling artificial intelligence. 

Mechanical AI, due to the ability to achieve consistency, is linked to the standardisation benefits and reliable 

outcomes. In marketing, some examples are the use of self-service robots and drones used for the distribution 

of goods. Thinking AI is linked to personalisation benefits which is due to the ability to understand and 

recognise data patterns (such as, facial recognition, speech recognition). In marketing, thinking AI can be used 

across various personalised recommendation systems (Chung et al., 2015) such as Netflix series and Amazon 

cross-selling recommendations. Feeling AI is linked to relationalisation benefits due to the ability to not only 

recognise emotions, but also respond to emotions. In marketing, the biggest benefit would be on customer 

service, that is, dealing with customer complaints, satisfaction and emotions.  

 Overlaying these artificial intelligence dimensions into time-honoured marketing principles, a change 

in the basic assumptions of segmentation, targeting, and positioning (STP), to the venerable 4Ps (product, 

price, place, and promotion) and their 4Cs (customer, cost, convenience, and communication) counterparts, 

reveal a paradigm shift. Laying the foundational stone of this framework AI's seamless amalgamation with 

marketing research emerges as a game-changer (Huang and Rust, 2020). The mechanical (AI), with its 

unmatched prowess, taps into a torrent of real-time data from emerging global channels: the Internet of Things 

(IoT), wearables, and social media platforms. Yet, this autonomous efficiency raises ethical dilemmas, and the 

need to contemplate the challenges artificial intelligence might pose in terms of ethics and data privacy 

(Balducci and Marinova, 2018). 

 

 2.2.1 Transformative Shifts in Segmentation, Targeting, and Positioning 

 Venturing into the strategic sphere of segmentation, targeting, and positioning (STP), thinking (AI), 

as highlighted by Huang andRust (2020), spearheads transformative shifts. It propels segmentation beyond the 

orthodox, wielding data mining to unearth market intricacies that span continents. Such depth arms global 

marketers with precise consumer targeting, refining outreach as insights become increasingly tailored. 

However, as Kelly (2019) notes, while AI reshapes segmentation and targeting, authentic positioning still 

hinges on the timeless essence of human emotion. As this study explored marketing communication, the 

examination of artificial intelligence's dynamic interaction with the foundational 4Ps (product, price, place, 

and promotion) and their 4Cs counterparts served as a critical focal point. The collaboration between AI and 

these marketing pillars forms the crux of this investigation and aims to understand the transformative 

implications for contemporary marketing practices. 

 

 2.2.2 Collaborative Interaction with the 4Ps and 4Cs 

 By drawing attention to the cognitive abilities of AI in uncovering latent consumer needs, the research 

aligns with the inherent role of AI in shaping products in harmony with genuine market demands. The 

discussion on the transformation of pricing structures under the guidance of AI directly links to this paper’s 

focus on understanding the reshaping of traditional marketing paradigms. This alignment reinforces the 

contextual relevance of this research, showcasing the practical implications of AI in pricing strategies within 

the global marketing landscape. Moreover, the consideration of potential gaps in the distribution spectrum, 

despite the enriching role of mechanical (AI), ties directly to this paper’s exploration of the risks and challenges 
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posed by AI in marketing. This alignment underscores the need to critically assess the impact of AI on the 

global relationship between brands and consumers, a key facet of this paper’s focus.  

 In highlighting the influence of AI in media planning and content creation, as brought forth by Huang 

and Rust (2020), the paper emphasises the contemporary significance of AI in reshaping marketing 

communications practices. The paper also positions the triad of artificial intelligence, as articulated by Huang 

and Rust (2020), as a guiding beacon for marketers worldwide, aligning precisely with the overarching aim to 

understand and navigate the transformative role of AI in the realm of marketing communications on a global 

scale.  

 

   2.3 Reshaping Products, Pricing, and Distribution 

 Artificial intelligence reshapes the very essence of the marketing mix. It empowers enterprises, 

irrespective of geographical boundaries, to base their decisions on concrete data, refine their operational 

processes, and curate bespoke experiences for consumers. Spanning from product ideation to pricing 

mechanisms, distribution logistics, and promotional campaigns, AI technologies are ushering in a new era of 

marketing strategy formulation. By adeptly leveraging artificial intelligence, businesses are not only 

positioning themselves at the vanguard of their respective industries but are also amplifying customer 

engagement and propelling growth in the increasingly digital global marketplace (Maxwell et al., 2011). 

 With artificial intelligence’s multi-tiered intelligence spectrum—spanning mechanical, thinking, and 

feeling—its trajectory transitions from handling basic mechanised tasks to sophisticated endeavours, such as 

interpreting sentiments on global social media platforms. In this dynamic evolution, AI not only challenges 

traditional boundaries but also reshapes the landscape of global marketing communications strategies, 

emphasising a harmonious merger of artificial intelligence and human intelligence (HI). However, this 

ascension of artificial intelligence does not relegate human contributions to the backseat. Raisch and 

Krakowski (2021, p.194), spotlight the "automation-augmentation paradox" which highlights the ebb and flow 

between artificial intelligence’s potential to take on human roles and scenarios where humans work alongside 

machines in tandem.  

 Drawing from Huang and Rust (2020), the trajectory of technology over time often follows a pattern: 

it begins by augmenting human capabilities and, as it matures, gravitates towards full automation. This 

narrative can be traced from the era of the industrial revolution to current discussions surrounding autonomous 

vehicles. Huang and Rust (2020) posit a model where AI and HI coexist not as adversaries but as collaborative 

entities. In the context of this research, on the evolving landscape of artificial intelligence in marketing 

communications, their perspective becomes particularly relevant. They foresee a future where AI, as it 

progresses along its intelligence continuum, initially augments, and may eventually replace certain facets of 

human intelligence. Central to their argument is the proposition that AI and HI should be perceived, not as 

competitors but as interdependent pillars, collaboratively shaping our integrated, digital global marketplace. 

This collaborative framework laid out by Huang and Rust (2020) serves as a foundational concept for 

understanding the intricate relationship between AI and HI in the context of marketing communications 

strategies. 

 

2.4 Artificial Intelligence Marketing (AIM) Framework  

 Yau et al (2021) propose an artificial intelligence marketing (AIM) framework, from an 

interdisciplinary perspective, that focuses on the use of artificial intelligence to not only create knowledge, but 

also distribute and apply said knowledge with the purpose of enhancing customer relationships in a knowledge-

based context. This approach is of critical importance due to its ability to harness AI's prowess in automating 

the intricate nexus of data collection and analysis within the marketing spectrum. The framework comprises 

three foundational pillars: the pre-processor, main processor, and memory storage. The pre-processor acts as 

the gateway, assimilating and pre-emptively sifting through vast troves of data, priming them for intricate 

scrutiny. The main processor, identified as the heart of this framework by Yau et al (2021) boasts versatile 

cognitive capacities, straddling various learning modalities. It orchestrates real-time data operations, 

assimilates reinforcement learning, and orchestrates marketing tactics. Its interactions span the spectrum, from 

complete AI-driven autonomy to myriad forms of human- artificial intelligence synergy. The memory storage 

serves as a reservoir for curating and cataloguing data, insights, and information. 
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 The significance of the AIM framework becomes evident as it not only streamlines and enhances 

marketing processes but also addresses the escalating complexities of handling vast amounts of data in the 

contemporary marketing landscape. This, in turn, positions AIM as a pivotal tool for marketers seeking to 

navigate and capitalise on the evolving dynamics of the digital age. Yau et al’s (2021) AIM framework not 

only mirrors real-time shifts in consumer trends and behaviours but also ensures that marketing initiatives 

remain agile and effective. They emphasise that the AIM framework operates at the forefront of a data-centric, 

scalable, and deeply personalised marketing strategy.  

 

3. Research Methodology  

 The research followed a qualitative research design, and delved into understanding and interpreting 

social phenomena from the perspectives and experiences of individuals involved, utilising non-numerical data 

such as interviews, observations, and textual materials to unveil underlying meanings, patterns, and themes 

(Creswell and Creswell, 2018). Secondary data was used to write this paper, specifically a descriptive literature 

review approach. This approach was used to collect and evaluate published works in the field of AI marketing 

which allowed for an in-depth exploration and interpretation of existing knowledge, ensuring a detailed 

analysis of the transformative role played by AI in marketing communications. Published works covered 

various themes such as strategic frameworks, AI's impact on marketing mix, pitfalls, opportunities, and the 

influence of AI on consumer behaviour in digital marketing were collected and analysed. Purposive sampling, 

also known as judgemental, selective, or subjective sampling Robson (2016) was used in this study because it 

allowed for a specific focus on sources and studies that were most relevant to the topic of AI in marketing 

communications. After reviewing the initial collection of data, a final selection of articles (n=25) were then 

analysed.  

 Thematic analysis, used to analyse the data, is a qualitative research method that can be widely used 

across a range of epistemologies and research questions. It is a method for identifying, analysing, organising, 

describing, and reporting themes found within a data set (Braun and Clarke, 2006). To ensure the credibility 

of the data collection and analysis, the concept of authenticity (Mogalakwe, 2006) was employed. Authenticity 

pertains to the genuineness of evidence and its origin. This foundational criterion ensured that the documents 

being analysed were genuine, intact, and indeed represents what it claims to. Factors that may necessitate 

scrutiny of a document include obvious errors, internal inconsistencies, or when the version available emerges 

from a dubious source (Mogalakwe, 2006). Regarding trustworthiness, one of its core elements is credibility, 

which pertains to whether the evidence is free from error and distortion (Mogalakwe, 2006). In the context of 

this study, it was imperative to discern whether the sourced documents were sincere, unaltered, and not 

produced to mislead the researcher. This aspect was particularly significant when dealing with reports, 

documents, or articles that may have vested interests or biases. The credibility of the documents and their 

alignment with the study's goals was crucial in ensuring the results drawn from the research were both accurate 

and representative. Following a thematic analysis of the published works, key themes and sub-themes were 

identified. Table 1 outlines the finalisation of the themes and sub-themes in relation to the study’s research 

questions.  

Table 1: Themes Aligned to Research Questions 

Research Question Theme Sub-Themes 

How is Artificial Intelligence (AI) 

reshaping the landscape of marketing 

communications? 

Strategic Digital 

Transformation 

▪ Strategies and Strategic 

Decision-making 

▪ Digital Marketing 

How has the introduction of 

Artificial Intelligence (AI) influenced 

contemporary marketing trends and 

practices? 

Customer Experience 

Enhancement 

▪ Personalisation 

▪ Automation 

What are the potential pitfalls or 

challenges posed by Artificial 

Intelligence (AI) in the realm of 

marketing communications? 

Ethical and Privacy Concerns ▪ Ethical Issues and Bias 

▪ Privacy and Security 
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4. Discussion of Themes  

 Under Theme 1, "Strategic Digital Transformation," the focus is on the overarching impact of AI, with 

sub-themes delving into strategic decision-making and the evolution of digital marketing strategies. Theme 2, 

"Customer Experience Enhancement," explores the transformative influence of AI on contemporary marketing 

practices, emphasising the sub-themes of personalisation and automation. Theme 3 underscores the critical 

considerations of "Ethical and Privacy Concerns," unravelling sub-themes related to ethical issues, bias 

mitigation, and the imperative of ensuring privacy and security.  

 

 4.1 Strategic Digital Transformation 

 The transformative influence of Artificial Intelligence (AI) on marketing communications is evident 

in its impact on strategic digital transformation. This theme delves into two interconnected sub-themes: 

Strategies and Strategic Decision-Making, and Digital Marketing, exploring the fundamental changes AI 

introduces to the pillars of modern marketing communications practices. The sub-theme Strategies and 

Strategic Decision-Making explores the pivotal domain of strategies and strategic decision-making within the 

dynamic landscape of marketing communications shaped by AI. Four key areas are highlighted, namely (i) 

recalibration of approaches, (ii) data-driven decision-making, (iii) integral role of AI and (iv) creative analytics.  

• Recalibration of approaches: In the context of AI's impact, strategies and strategic decision-making 

signify the recalibration of approaches and decision processes adopted by marketing practitioners. The 

infusion of AI technologies introduces novel tools and methodologies, necessitating a fundamental re-

evaluation of traditional strategies. 

• Data-Driven decision-making: This emphasises the profound changes AI brings to strategic decision-

making in marketing. Haenlein and Kaplan (2019) highlight that AI augments decision-making by 

providing data-driven insights, enabling informed and precise strategic choices.  Wright et al. (2020) 

extend this perspective, showcasing AI's role in operational markets for risk identification, consumer 

research, and aligning business functions with target customers. 

• Integral role of AI: Insights from Martínez-López and Casillas (2013) underscore AI's increasing 

importance in strategic marketing decision management. The study aligns with the research question, 

demonstrating AI's integral role in formulating marketing communications strategies. The presence of 

AI in strategic decision management is validated by contrasting views on its tactical use and its role in 

making strategic decisions, highlighting how AI actively influences marketing communications 

strategies. 

• Creative analytics: The concept of "Creative Analytics" proposed by Eriksson et al. (2020) extends 

AI's role beyond rational processes to impact creative aspects in marketing strategy formulation. 

Chintalapati and Pandey (2021) highlight that adapting AI-enabled marketing practices improves 

innovation in marketing strategies and campaigns across all functional areas of marketing. 

 

 The sub-theme Digital Marketing explores the transformative influence of AI on digital marketing 

within the dynamic landscape of marketing communications. Five key areas are highlighted, namely: (i) 

foundational research; (ii) paradigm shift in client experiences, (iii) AI-driven digital marketing strategies; (iv) 

impact factors and (v) shaping the future.  

• Foundational Research: Digital marketing, profoundly impacted by the AI revolution, has been 

scrutinised by researchers such as Murgai (2018), Khokhar and Chitsimran (2019), and Krsteva (2016). 

This foundational research sets the stage for understanding the depth of AI's influence on digital 

marketing practices, emphasising the need for in-depth exploration into the opportunities and 

challenges presented by this integration (Chintalapati and Pandey, 2021). 

• Paradigm Shift in Client Experiences: The integration of AI into digital marketing strategies marks a 

paradigm shift in client experiences across platforms, especially on social media giants like Facebook 

and Instagram. Platforms leverage AI to analyse user information meticulously, tailoring offers to align 

with individual preferences and needs. 
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• AI-Driven Digital Marketing Strategies: Building upon the transformative impact outlined in the first 

sub-theme; the sub-theme Digital Marketing focuses on AI-driven digital marketing strategies. Haleem 

et al. (2022) emphasise the efficiency and accuracy of AI-driven digital marketing and data analysis 

strategies, surpassing human capabilities. AI's concentration on user retention and lead conversion is 

evident through intuitive AI chatbots, intelligent email marketing, interactive web design, and various 

digital marketing services. 

• Factors Determining Impact: This facet of the study explores the factors determining the impact of AI 

on digital marketing. Forrest and Hoanca (2015) and Dumitriu and Popescu (2020) highlight AI's 

efficiency in determining customer-centric content and its ability to process vast data points on the 

internet exemplify its impact on digital marketing, allowing marketers to target the right audience 

promptly and effectively. 

• Shaping the Future: The integration of AI in marketing, coupled with marketing automation, translates 

data into meaningful interactions, influencing favourable business outcomes. AI's influence extends to 

shaping the future of digital marketing, leveraging the Internet of Things (IoT), and connected devices, 

this emphasises the imperative for marketers to adapt to the transformative potential of AI in the ever 

evolving and dynamic digital marketing communications ecosystem. 

 The examination of strategies and strategic decision-making as well as digital marketing within the 

context of AI's influence underscores the profound impact on marketing communications. The recalibration of 

traditional approaches, the introduction of data-driven decision-making, and the paradigm shift in client 

experiences highlight AI's transformative potential. As AI-driven digital marketing strategies become 

increasingly efficient and accurate, marketers must adapt to the evolving landscape, leveraging AI's 

capabilities for enhanced customer engagement, predicting consumer behaviour, and automating strategic 

marketing decisions. This theme emphasises the imperative for marketers to not only recognise but actively 

embrace the transformative potential of AI in shaping the future of marketing communications. 

 

 4.2 Customer Experience Enhancement 

 Theme 2, Customer Experience Enhancement, focuses on understanding how Artificial Intelligence 

has influenced contemporary marketing trends and practices. This theme focuses on two pivotal sub-themes, 

namely Personalisation and Automation, aiming to uncover the impact of AI on reshaping the dynamics of 

marketing communications. Research Question 2 directs the exploration: How has the introduction of Artificial 

Intelligence influenced contemporary marketing trends and practices? The sub-theme personalisation focuses 

on how Artificial Intelligence (AI) influences contemporary marketing trends and practices by exploring the 

areas of digital experiences, content surge, AI-powered chatbots and virtual assistants, advanced algorithms 

and predictive analytics, convergence of personalisation and AI and AI's future role.  

• Enriching Digital Experiences: AI is identified as a key player in enriching digital experiences by 

delivering personalised content, contributing to the future of digital marketing based on trust-building 

and individualised consumer interactions (Rabby et al., 2021). 

• Addressing Content Surge: With the exponential growth of content across various media, the demand 

for extreme personalisation has increased. AI-powered content recommender systems respond to this 

need by employing narrative science methodologies (Karimova and Shirkhanbeik, 2019; Kose et al., 

2017). 

• Impact of AI-Powered Chatbots and Virtual Assistants: AI-powered chatbots and virtual assistants 

have a revolutionary impact on customer service, offering personalised and instant support. 

Additionally, AI-driven recommendation systems significantly enhance customer experiences by 

providing personalised product suggestions and tailored content (Girdhar, 2023). 

• Advanced Algorithms and Predictive Analytics: AI empowers marketers to deliver highly personalised 

content and experiences through advanced algorithms that analyse customer data, predict preferences, 

and tailor messages. This not only amplifies engagement but also influences conversion rates (Nolden, 

2023). 

• Convergence of Personalisation and AI: The study by Kumar et al. (2019) explores the convergence 

of personalisation and AI, distinguishing between firm-controlled personalisation using customer data 
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and customer-decided customisation. Examples like the "recommended for you" section in platforms 

like Amazon illustrate diverse ways personalisation operates. 

• AI's Popularity and Future Role: AI's popularity in personalisation stems from its deep-learning, data-

driven approach. The success of personalisation initiatives in an AI-driven environment depends on 

the volume and quality of customer information, the ability to generate insights, and effective 

implementation. Kumar et al. (2019) predict that AI will continue to play a transformative role in 

personalisation, creating superior brand experiences and fostering brand trust. 

 

 Automation, within the broader realm of AI, plays a pivotal role in reshaping marketing practices. It 

involves the use of AI algorithms and technologies to automate routine tasks, interpret customer intents, and 

optimise service processes. The exploration of the sub-theme Automation in Customer Interactions seeks to 

understand the influence of AI on modern marketing. 

• Continuous Learning and Interpretation of Buying Intents: Chintalapati and Pandey (2021) highlight 

AI's capacity to continuously learn and interpret customer buying intents, leading to unprecedented 

levels of automation and personalisation. 

• Role of AI-Assisted Service Process Automation: AI-assisted service process automation, as presented 

by Huang and Rust (2018), extends beyond efficiency gains, providing opportunities for enhanced 

performance and productivity. 

• Intersection of AI, Automation, and Continuous Learning: AI operates at the intersection of 

automation and continuous learning, driving data-focused analytics and decision-making processes. 

Technologies like deep learning, genetic algorithms, and natural language processing contribute to 

automating activities involved in collecting, storing, managing, and retrieving information (Kumar et 

al., 2019). 

• Marketing Automation: Siddiqui and Malviya (2022) elaborate on marketing automation, emphasising 

its role in automating essential company needs, including email newsletters and social media post 

scheduling. 

• Augmented vs. Automated AI: The distinction between augmented and automated AI is introduced, 

highlighting the consensus that AI should augment rather than automate, underlining the importance 

of human involvement in decisions involving any margin of error (Siddiqui and Malviya, 2022). 

 

 The exploration of sub-themes personalisation and automation emphasise the influence of AI on 

reshaping marketing communications. AI serves as the cornerstone for personalisation, influencing present 

practices and paving the way for an AI-driven future where businesses leverage its capabilities for unparalleled 

customer engagement and brand loyalty. Additionally, automation emerges as a critical facet in the AI-driven 

transformation of marketing communications, showcasing dynamic and multifaceted roles from automating 

routine tasks to influencing decision-making processes. These insights align with the overarching research 

question, providing a holistic understanding of how AI reshapes the marketing communications landscape. 

 

 4.3  Ethical and Privacy Concerns 

 The infusion of Artificial Intelligence into marketing communications has ushered in transformative 

capabilities, empowering businesses to understand consumer behaviours, automate processes, and optimise 

efficiency. However, this technological progression introduces a host of ethical and privacy concerns that 

warrant meticulous exploration. This analysis, aligned with Research Question 3—focusing on the potential 

pitfalls and challenges posed by AI in marketing communications—delves into two vital sub-themes: Ethical 

Issues and Bias, and Privacy and Security. 

 In the dynamic landscape of marketing communications, the infusion of Artificial Intelligence 

introduces a complex interplay of technological capabilities and ethical considerations. Understanding the 

ethical dimensions is paramount as organisations deploy AI-driven tools to shape consumer experiences. The 

sub-theme Ethical Considerations scrutinises the ethical concerns associated with AI in marketing and sheds 

light on the implications for businesses and consumers alike. 
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• Consumer Trust and Transparency: The cornerstone of AI-driven marketing ethics lies in fostering 

and maintaining consumer trust. As AI algorithms analyse vast datasets to inform personalised 

marketing strategies, transparency in data usage becomes imperative. Consumers, rightfully, seek to 

comprehend how their data is utilised, necessitating clear communication from marketers. The work 

of Martin and Murphy (2016) emphasise the ethical importance of organisational transparency, 

aligning with consumer expectations and legal mandates. 

• Algorithmic Bias and Fairness: The omnipresence of algorithms in AI introduces the risk of bias, a 

concern echoed in studies like Villasenor (2019). Algorithmic bias occurs when the AI model, often 

inadvertently, favours specific demographics or perpetuates existing societal prejudices. Addressing 

this ethical dilemma requires continuous scrutiny of the algorithms, meticulous dataset curation, and 

ongoing efforts to mitigate biases. The study by Angwin et al. (2016) on biased risk assessments in the 

criminal justice system provides a poignant example.  

• Societal Impact and Inclusivity: AI's impact on society transcends individual interactions, prompting 

ethical considerations on a broader scale. The concept of the digital divide, as highlighted by United 

Nations Educational, Scientific and Cultural Organization (UNESCO), underscores the ethical 

responsibility of marketers to ensure that AI-driven strategies do not inadvertently contribute to social 

inequalities. Ethical marketing practices should strive for inclusivity, considering the diverse needs 

and circumstances of different consumer segments. 

 

 In the era of AI-driven marketing, the innovative use of consumer data raises profound privacy and 

security concerns. The sub-theme Privacy and Security explores the importance of safeguarding consumer 

information, exploring the challenges and ethical considerations associated with the intersection of AI, big 

data, and individual privacy. 

• Data Privacy and Regulatory Landscape: The marriage of AI and big data equips firms with 

unprecedented insights into consumer behaviour (Wilson, 2018). However, this data-driven power 

comes with the responsibility to navigate privacy concerns. Many government and states Consumer 

Privacy Acts exemplify the legal frameworks dictating data protection practices. Balancing the need 

for data access with regulatory compliance is a delicate task to avoid stifling innovation while 

respecting user privacy. 

• Job Security and Ethical Data Use: As AI permeates marketing strategies, job security concerns arise 

among marketing professionals. The evolving nature of AI applications, such as OpenAI's ChatGPT, 

prompts questions about the future of marketing roles (Wong, 2023). Ethical considerations in data 

use become paramount — marketers must not only protect their clients' privacy but also obtain explicit 

consent for data utilisation (Siddiqui and Malviya, 2022). Respecting consumer preferences and 

ensuring ethical data practices become integral to maintaining trust. 

• Privacy-Personalisation Paradox: The privacy-personalisation paradox encapsulates the intricate 

trade-off consumers face between privacy concerns and the allure of personalised recommendations 

(Aguirre et al., 2015). Understanding this paradox requires insights into individual and contextual 

factors influencing consumer decisions. The evolving nature of this trade-off across different product 

categories and changing consumer attitudes over time necessitates ongoing research to inform 

responsible AI-driven marketing strategies. 

• Data Breaches and Unintended Consequences: The proliferation of AI applications heightens the risk 

of data breaches and unintended consequences (Fowler, 2019). For instance, the integration of facial 

identification AI into devices like the Ring doorbell raises concerns about unauthorised access and 

potential misuse of recorded data. Research in this sub-theme aims to illuminate potential risks and 

offer insights into pre-emptive measures and crisis management strategies for businesses adopting AI-

driven technologies. 

 Sub-theme 2 highlights the intricate relationship between AI-driven marketing and privacy-security 

considerations. Drawing on ethical data practices and the evolving landscape of consumer preferences, this 

exploration highlights the need for a balanced approach. Businesses embracing AI in marketing must be 

vigilant custodians of consumer privacy, ensuring that innovation aligns with ethical standards and regulatory 

requirements. As AI solidifies its presence in marketing communications, ethical and privacy considerations 

take centre stage. The sub-themes of Ethical Issues and Bias, and Privacy and Security, underline the need for 

a nuanced approach to AI integration, emphasising ethical frameworks, unbiased algorithms, and a delicate 

equilibrium between data-driven insights and individual privacy.  
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5. Conclusion and Recommendations  

 The symbiotic relationship between AI and marketing communications is complex, requiring a 

thoughtful and balanced approach. As businesses navigate this evolving landscape, understanding the 

multifaceted roles of AI is essential. The tripartite model introduced by Huang and Rust (2020) offers a 

strategic framework for organisations to categorise AI capabilities into 'mechanical AI,' 'thinking AI,' and 

'feeling AI.' Leveraging these capabilities across the marketing spectrum, from research and strategy formation 

to execution, can drive meaningful transformation. This study's findings place emphasis on the need for 

continuous exploration and adaptation in response to the evolving dynamics of AI in marketing 

communications. Businesses should prioritise developing robust strategies for AI integration into their 

marketing operations. Strategic decision-making, encompassing digital marketing initiatives, should be 

informed by AI-driven insights. Organisations must invest in understanding and adopting AI tools that 

facilitate data-driven decision-making, ensuring they stay ahead in the competitive landscape. AI's introduction 

has significantly impacted customer experience. To harness its potential, businesses should invest in AI 

technologies that facilitate personalisation and adopt automated systems to optimise customer interactions. 

Organisations should also prioritise ethical considerations in the development and deployment of AI 

technologies. Mitigating biases, ensuring transparency, and safeguarding consumer privacy are crucial. By 

embracing the recommended strategies and prioritising ethical considerations, businesses can position 

themselves to thrive in an AI-driven future. Ongoing research and industry collaboration will be crucial in 

shaping the responsible and effective integration of AI into the fabric of marketing communications. 

 

 
 Author Contributions: N Ramlutchman guided K Gayaparsad in writing the introduction and 

conclusion and recommendations sections. N Ramlutchman assisted in writing the literature, 

methodology and discussion of themes sections.    

  Funding: This research received no external funding. 

  Conflicts of Interest: The authors state that they have no conflicts of interest. 

 

 

References  

 

Aguirre, E., Mahr, D., Grewal, D., de Ruyter, K., and Wetzels, M., 2015. Unraveling the Personalisation 

Paradox: The Effect of Information Collection and Trust-Building Strategies on Online Advertisement 

Effectiveness. Journal of Retailing, 91(1), pp. 34–49. https://doi.org/10.1016/j.jretai.2014.09.005  

Angwin, J., Larson, J., Mattu, S., and Kirchner, L., 2016. Machine bias: There's software used across the 

country to predict future criminals. And it's biased against blacks. ProPublica. [online] Available at: 

https://www.propublica.org/article/machine-bias-risk-assessments-in-criminal-sentencing [Accessed 

12 October 2023].  

Balducci, B., and Marinova, D., 2018. Unstructured data in marketing. Journal of the Academy of Marketing 

Science, 46(4), pp. 557–590. https://doi.org/10.1007/s11747-018-0581-x  

Braun, V., and Clarke, V., 2006. Using Thematic Analysis in Psychology. Qualitative Research in Psychology, 

3(2), pp. 77–101. https://doi.org/10.1191/1478088706qp063oa  

Chatterjee, S., Ghosh, S.K., Chaudhuri, R., and Nguyen, B., 2019. Are CRM systems ready for AI integration? 

The Bottom Line, 32(2), pp. 144–157. https://doi.org/10.1108/bl-02-2019-0069  

Chintalapati, S., and Pandey, S.K., 2021. Artificial Intelligence in Marketing: A Systematic Literature Review. 

International Journal of Market Research, 64(1), pp. 38–68. 

https://doi.org/10.1177/14707853211018428  

Chung, T.S., Wedel, M., and Rust, R.T., 2015. Adaptive personalisation using social networks. Journal of the 

Academy of Marketing Science. 44(1), pp. 66–87. https://doi.org/10.1007/s11747-015-0441-x  

Creswell, J.W., and Creswell, J.D., 2018. Research design: Qualitative, quantitative, and Mixed Methods 

Approaches (5th ed.). London: Sage Publications 

Dumitriu, D., and Popescu, M.A.M., 2020. Artificial Intelligence Solutions for Digital Marketing. Procedia 

Manufacturing, 46, pp. 630–636. https://doi.org/10.1016/j.promfg.2020.03.090  

Ekström, A., 2023. The Rise of AI: How It Will Change the Future of Marketing. LinkedIn. [online] Available 

at: https://www.linkedin.com/pulse/rise-ai-how-change-future-marketing-antti-ekstr%C3%B6m 

[Accessed 13 September 2023].  



Gayaparsad, K. and Ramlutchman, N., 2024. The Influence of Artificial Intelligence (AI) in Transforming Marketing Communications: 
A Theoretical Review. Expert Journal of Marketing, 12(1), pp.46-57. 

56 

Eriksson, T., Bigi, A., and Bonera, M., 2020. Think with Me, Or Think for Me? On the Future Role of Artificial 

Intelligence in Marketing Strategy Formulation. The TQM Journal, 32(4), pp. 795–814. 

https://doi.org/10.1108/tqm-12-2019-0303 

Forrest, E., and Hoanca, B., 2015. Artificial Intelligence: Marketing’s Game Changer. In T. Tsiakis (Ed.), 

Trends and Innovations in Marketing Information Systems (pp. 45–64). Pennsylvania: IGI Global 

Fowler, G., 2019. The doorbells have eyes: The privacy battles brewing over home security cameras. The 

Washington Post. [online] Available at: https://www.sltrib.com/news/business/2019/02/01/doorbells-

have-eyes/ [Accessed 3 September 2023].  

Gans, J. S., 2016. Keep calm and manage disruption. MIT Sloan Management Review, 57(3), pp. 83-90. 

Girdhar, R., 2023. The Impact of AI (Artificial Intelligence) on Marketing Techniques. New Zealand 

Herpetology, 12(3), pp. 5830-5833. 

Haenlein, M., and Kaplan, A., 2019. A brief history of artificial intelligence: On the past, present, and future 

of artificial intelligence. California Management Review, 61(4), pp. 5-14. 

Haleem, A., Javaid, M., Qadri, M., Singh, R., and Suman, R., 2022. Artificial intelligence (AI) applications 

for Marketing: A Literature-Based Study. International Journal of Intelligent Networks, 3(3), pp.119-

132. https://doi.org/10.1016/j.ijin.2022.08.0  

Huang, M. H., and Rust, R. T., 2020. A Strategic Framework for Artificial Intelligence in Marketing. Journal 

of the Academy of Marketing Science, 49(1), pp. 30-50. 

Huang, M.-H., and Rust, R. T., 2018. Artificial Intelligence in Service. Journal of Service Research, 21(2), pp. 

154–173. https://doi.org/10.1177/1094670517752459  

Karimova, G. Z., and Shirkhanbeik, A., 2019. Marketing Artificial Intelligence: Creating the AI Archetype for 

Evoking the Personality Trust. Academy of Marketing Studies Journal, 23(4), pp. 1–13. 

Kelly, S. D., 2019. What computers can't create? MIT Technology Review, 122(2), pp. 68–75. 

Khokhar, P., and Chitsimran., 2019. Evolution of Artificial Intelligence in Marketing, Comparison with 

Traditional Marketing. Our Heritage, 5, pp. 375–389. 

Kose, U., Sert, S., and Kose, U., 2017. Improving Content Marketing Processes with the Approaches by 

Artificial Intelligence. Ecoforum, 6 (1), pp.1–8. https://doi.org/10.48550/arXiv.1704.02114  

Krsteva, M.S.T., 2016. Artificial intelligence in marketing and advertising. International Journal of Science 

and Arts, 85. 

Kumar, V., Rajan, B., Venkatesan, R., and Lecinski, J., 2019. Understanding the Role of Artificial Intelligence 

in Personalised Engagement Marketing. California Management Review, 61(4), pp.135–155.  

Liao, T., 2014. Augmented or augmented reality? The Influence of Marketing on Augmented Reality 

Technologies. Information, Communication and Society, 18(3), pp. 310–326. 

https://doi.org/10.1080/1369118x.2014.989252  

Longoni, C., Bonezzi, A., and Morewedge, C. K., 2019. Resistance to Medical Artificial Intelligence. Journal 

of Consumer Research, 46(4), pp. 629–650. https://doi.org/10.1093/jcr/ucz013  

Martin, K. D., and Murphy, P. E., 2016. The Role of Data Privacy in Marketing. Journal of the Academy of 

Marketing Science, 45(2), pp.135–155. https://doi.org/10.1007/s11747-016-0495-4  

Martínez-López, F. J., and Casillas, J., 2013. Artificial Intelligence-Based Systems Applied in Industrial 

Marketing: An Historical Overview, Current and Future Insights. Industrial Marketing Management, 

42(4), pp. 489–495. https://doi.org/10.1016/j.indmarman.2013.03.001  

Maxwell, A. L., Jeffrey, S. A., and Lévesque, M., 2011. Business Angel Early-Stage Decision Making. Journal 

of Business Venturing, 26(2), pp. 212–225. https://doi.org/10.1016/j.jbusvent.2009.09.002  

Misra, K., Schwartz, E. M., and Abernethy, J., 2019. Dynamic Online Pricing with Incomplete Information 

Using Multiarmed Bandit Experiments. Marketing Science, 38(2), pp. 226–252. 

https://doi.org/10.1287/mksc.2018.1129  

Mogalakwe, M., 2006. The Use of Documentary Research Methods in Social Research. African Sociological 

Review, 10(1), pp. 221-230. 

Murgai, A., 2018. Transforming Digital Marketing with Artificial Intelligence. International Journal of Latest 

Technology in Engineering, Management and Applied Science, 7(4), pp.259–262. 

Nolden, C., 2023. How AI is Changing Marketing Communications. Burrelles. [online] Available at: 

https://burrelles.com/how-ai-is-changing-marketing-communications/ [Accessed 3 September 2023].  

Overgoor, G., Chica, M., Rand, W. and Weishampel, A., 2019. Letting the Computers Take Over: Using AI 

to Solve Marketing Problems. California Management Review, 61(4), pp. 156–185. 

https://doi.org/10.1177/0008125619859318  



Gayaparsad, K. and Ramlutchman, N., 2024. The Influence of Artificial Intelligence (AI) in Transforming Marketing Communications: 
A Theoretical Review. Expert Journal of Marketing, 12(1), pp.46-57. 

57 

Pascucci, F., Savelli, E. and Gistri, G., 2023. How Digital Technologies Reshape Marketing: Evidence from a 

Qualitative Investigation. Italian Journal of Marketing, 2023, pp. 27–58. 

https://doi.org/10.1007/s43039-023-00063-6  

Rabby, F., Chimhundu, R., and Hassan, R., 2021. Artificial Intelligence in Digital Marketing Influences 

Consumer Behaviour: A Review and Theoretical Foundation for Future Research. Academy of 

Marketing Studies Journal, 25(5), pp. 1-7. 

Raisch, S., and Krakowski, S., 2021. Artificial Intelligence and Management: The Automation-Augmentation 

Paradox. Academy of Management Review, 46(1), pp.192–210. https://doi.org/10.5465/2018.0072  

Robson, C., 2016. Real World Research: A Resource for Social Scientists and Practitioner-Researchers. (4th 

ed.). London: Blackwell Publishers Ltd. 

Roetzer, P., 2017. The 5P’s of Marketing Artificial Intelligence. Marketing Artificial Intelligence Institute 

blog. [online] Available at: https://www.marketingaiinstitute.com/blog/the5ps-of-marketing-artificial-

intelligence [Accessed 20 September 2023].  

Siddiqui, B., and Malviya, A. K., 2022. Elucidating the Role of Artificial Intelligence in Enhancing Digital 

Marketing. Aweshkar Research Journal, 29(2), pp. 10–22.  

Verma, S., Sharma, R., Deb, S., and Maitra, D., 2021. Artificial Intelligence in Marketing: Systematic Review 

and Future Research Direction. International Journal of Information Management Data Insights, 1(1), 

p. 100002. https://doi.org/10.1016/j.jjimei.2020.100002  

Villasenor, J., 2019. Artificial Intelligence and Bias: Four Key Challenges. Brookings Education. [online] 

Available at: https://www.brookings.edu/blog/techtank/2019/01/03/artificial-intelligence-and-bias-

four-key-challenges/  [Accessed 10 October 2023]. 

Vollero, A., and Palazzo, M., 2015. Conceptualising Content Marketing: A Delphi Approach. Mercati and 

Competitività, (1), pp. 25–44. http://dx.doi.org/10.3280/MC2015-001003  

Wilson, S., 2018. Big Privacy: The Data Privacy Compact for the Era of Big Data and AI. ZDNET. [online] 

Available at: https://www.zdnet.com/article/big-privacy-the-data-privacy-compact-for-the-era-of-big-

data-and-ai [Accessed 13 September 2023].  

Wong, J., 2023. Artificial Intelligence is Revolutionising Marketing. Here's What the Transformation Means 

for the Industry. Entrepreneur. [online] Available at:  https://www.entrepreneur.com/science-

technology/why-artificial-intelligence-is-revolutionizing-marketing/446087 [Accessed 13 September 

2023].  

Wright, C., Allnutt, J., Campbell, R., Evans, M., Forman, R., Gibson, J., Jolly, S., Kerlin, L., Lechelt, S., 

Phillipson, G., and Shotton, M., 2020. AI in Production: Video Analysis and Machine Learning for 

Expanded Live Events Coverage. SMPTE Motion Imaging Journal, 129(2), pp. 36–45. 

https://doi.org/10.5594/JMI.2020.2967204 

Yau, K.-L.A.; Saad, N.M.; Chong, Y.-W., 2021. Artificial Intelligence Marketing (AIM) for Enhancing 

Customer Relationships. Applied Sciences, (11)18, pp. 8562. https://doi.org/10.3390/app11188562  

 

 

 

 

 
 

 

 
Disclaimer/Publisher’s Note: The views, statements, opinions, data and information presented in all publications belong 

exclusively to the respective Author/s and Contributor/s, and not to Sprint Investify, the journal, and/or the editorial team. Hence, 

the publisher and editors disclaim responsibility for any harm and/or injury to individuals or property arising from the ideas, 

methodologies, propositions, instructions, or products mentioned in this content. 

http://creativecommons.org/licenses/by/4.0/

