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Abstract 

 
In today's dynamic digital marketing landscape, the advent of artificial intelligence (AI) and machine 
learning is reshaping the operational paradigms across various channels. "A Marketing Agency's 
Different Channels Guide to AI and Machine Learning: How AI Makes Work More Efficient vs. Where 
You Still Need a Human" explores the integration, effectiveness, and limitations of AI in different 
marketing channels ranging from digital advertising and social media marketing to search engine 
marketing. Through an exhaustive examination of current literature, channel-specific AI applications, 
and real-world case studies, this research seeks to demarcate the areas where AI significantly enhances 
efficiency and those realms where the intuitive and creative acumen of humans remains irreplaceable.  
 
The theoretical framework of this thesis delves into the integration of Artificial Intelligence (AI) and 
Machine Learning (ML) within marketing agencies, analyzing their impact on operational efficiency 
against the irreplaceable value of human intuition and creativity. It explores the symbiotic relationship 
between big data and algorithms, emphasizing AI and ML's transformative role in refining marketing 
strategies and enhancing personalization. This framework critically assesses the equilibrium between 
employing AI for data-driven insights and preserving human judgment and emotional intelligence in 
creative and strategic decision-making, highlighting ethical concerns like privacy, transparency, and bias, 
thus stressing the need for responsible AI use in marketing practices. 
 
The research methodology employs a survey-based approach to examine AI's practical application in 
marketing, gathering insights from a diverse group of marketing professionals on AI's impact, challenges, 
and opportunities. It utilizes purposive sampling for data collection through an online survey, aiming to 
capture a comprehensive view of AI's role in marketing tasks, its effectiveness, and ethical implications. 
The analysis, grounded in statistical evaluation, seeks to offer significant insights into AI's marketing 
integration, ensuring ethical conduct through participant anonymity and data security. 
 
Combining the theoretical contributions and managerial implications, this study systematically analyzes 
AI's intersection with traditional marketing, highlighting AI's potential to boost operational efficiency 
and personalize consumer interactions. It underscores the importance of AI literacy and ethical use within 
marketing strategies, advising on staff skills development to overcome integration challenges and 
establish practices for addressing ethical issues. This approach not only aims to foster innovation and 
competitive advantage but also advocates for sustainable customer relationships in the digital marketing 
landscape, offering a nuanced understanding of AI's role in marketing and the need for a balanced 
integration of technology and human creativity. 
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INTRODUCTION 

The integration of artificial intelligence (AI) and machine learning (ML) technologies 

is making a significant impact, changing the way marketing agencies operate and make 

decisions (Smith & Johnson, 2020). This guide seeks to understand where marketing 

practices and AI and ML technologies meet, clarifying the intricate relationship 

between them. 

AI and ML's growing role in marketing highlights their transformative potential 

(Anderson & White, 2019). This introduction sets the stage for a deep dive into how 

marketing agencies are leveraging these advanced technologies and increase 

awareness of artificial intelligence. Relying on solid evidence and tried-and-true 

practices, this research hopes to offer marketers a clear framework for using AI and 

ML effectively. 

Our investigation seeks to make sense of the complex relationship between AI and 

marketing. We will explore where AI truly shines in improving efficiency and areas 

where the human touch remains critical (Brown & Davis, 2021). 

We start by looking at the basic principles of AI and ML, grounded in reputable 

research (Wang et al., 2018). Understanding these principles is crucial for realizing 

how AI can enhance the operations of marketing agencies and aid in decision-mak ing. 

We then explore key areas in marketing where AI and ML have proven benefic ia l, 

while also pointing out where human intuition and creativity are irreplaceable. 

Building on that foundation, we delve deeper into the principles of AI and ML, 

referencing scholarly sources (Russell & Norvig, 2016; Witten, Frank, & Hall, 2016). 

With this understanding, we examine specific areas within marketing where AI and 

ML shine, while contrasting them against areas where the human element remains 

essential. 

Once readers have a good grasp of the basic concepts and the marketing context, we 

will present the findings from an interview survey, detailing our methods and the 

insights we gathered. 



 

As we delve deeper, it becomes clear that understanding the relationship between 

marketing and AI technologies offers numerous benefits. In today's data-rich 

environment, AI and ML are powerful tools that enable marketers to analyze data, 

refine marketing strategies, and personalize customer interactions (Davenport & 

Harris, 2007). Algorithms play a key role, helping marketers identify patterns and 

tailor campaigns more effectively (Provost & Fawcett, 2013). 

The speculative benefits of the thesis for the marketer 

With this master's thesis, we aim to provide marketers with the knowledge and 

understanding needed to integrate AI and ML technologies effectively. Drawing on 

empirical research, we offer insights and advice to help marketing agencies utilize AI 

and ML, maximizing their efficiency while still valuing the unique human perspective 

that shapes the world of marketing. 

1. In-depth Knowledge and Expertise: 

A Master's thesis demands rigorous research, which means that an individual would 

have delved deeply into the subject matter. This can provide: A comprehens ive 

understanding of how AI and ML can be integrated into various marketing channels. 

Knowledge of best practices, case studies, and current trends. 

2. Strategic Decision-making: 

With insights from such a thesis: Marketers can make more informed decisions about 

incorporating AI and ML into their strategies. Agencies can determine which channels 

might benefit most from AI-driven strategies and where human expertise should 

remain at the forefront. 

3. Competitive Advantage: 

Understanding the nuances of AI and ML in marketing can give professionals and 

agencies a competitive edge. They'll be: Better equipped to utilize the latest 

technologies and innovations. Positioned as thought leaders in the integration of AI 



 

and ML in marketing, potentially attracting clients or employers interested in 

leveraging these technologies. 

4. Resource Optimization: 

For agencies working across multiple channels: 

The thesis can provide insights into which channels can be more efficiently managed 

with AI and ML, leading to cost savings and more optimized resource allocation. It 

can highlight areas where human intervention is crucial, ensuring that human resources 

are deployed effectively. 

5. Improved Campaign Performance: 

With insights on how AI and ML can enhance marketing campaigns across different 

channels: Marketers can optimize campaign performance, leveraging predictive 

analytics, automation, and personalized content recommendations. Agencies can offer 

more tailored solutions to their clients, backed by data-driven strategies. 

6. Continuous Learning and Future Preparations: 

The fast-evolving nature of AI and ML means that what's cutting-edge today might 

become standard tomorrow. The thesis can: Serve as a foundation for continuous 

learning, with professionals updating their knowledge as the technologies evolve. 

Prepare marketers for future advancements in AI and ML, ensuring they remain 

relevant in their field. 

7. Networking Opportunities: 

Undertaking research for a thesis often involves reaching out to industry experts, 

attending conferences, and engaging with peers: This can help in building a robust 

professional network. Connections made during this research phase can lead to 

potential job opportunities, collaborations, or partnerships in the future. 



 

8. A Framework for Implementation: 

For those in decision-making roles within marketing agencies: The structured insights 

from a thesis can serve as a blueprint or roadmap for the gradual integration of AI and 

ML technologies across channels. It can help in risk assessment, understanding 

potential challenges, and devising strategies to overcome them. 

In the constantly evolving landscape of modern marketing, the influence and 

applicability of artificial intelligence (AI) and machine learning (ML) cannot be 

underestimated. For marketing agencies spanning diverse departments, these emerging 

technologies present opportunities to redefine and optimize their campaigns, 

strategies, and evaluation mechanisms. 

Areas of Impact within Marketing Agencies: 

Marketing Activation Team: 

This team shoulders the responsibility of materializing marketing visions across 

various channels. Here we present the different categories and consider possible 

models for the use of AI: 

Social Media Buying: Through AI-driven algorithms, there's the potential to sift 

through expansive social media metrics, pinpointing precise target demographics, 

enhancing ad placements, and recalibrating campaigns dynamically for optimal 

results. 

Programmatic Buying: Leveraging AI, programmatic buying can be refined by 

automating decision-making in ad purchases. ML, in this realm, can hone bidding 

tactics, enrich audience targeting, and judiciously allocate resources. 

SEM (Search Engine Marketing): Implementing AI can fine-tune aspects like keyword 

allocation, ad copy formulation, and bidding mechanisms. Adaptation to dynamic 

search patterns and consumer behaviors becomes achievable with ML. 



 

Print and Outdoor Advertising: Traditional advertising avenues too can harness AI for 

audience analytics and effective media planning. Through predictive analysis, one can 

discern strategic locations and formats for impactful reach. 

 

Insight Team: 

Central to strategy formulation, the insight team gleans data and deciphers it to tailor 

marketing tactics. Here's where AI and ML can amplify their functions: 

Data-Driven Research: AI-enriched tools can swiftly process substantial data, 

unveiling nuanced insights that might elude manual examinations. Through algorithms 

such as Natural Language Processing (NLP), feedback from customers can be parsed 

to discern sentiment and emerging preferences. 

Sales Modeling: Predicting sales trajectories and customer inclinations can be more 

astutely accomplished using ML, paving the way for lead identification, content 

personalization, and strategy formulation. 

In the broader perspective, the fusion of AI and ML in marketing represents a paradigm 

shift, offering enhanced processes, invigorated campaigns, and a distinctive edge in an 

increasingly competitive domain. For professionals across the spectrum, it's imperative 

to be abreast of these technological advancements. By embracing AI and ML,  

marketing agencies can remain adaptive and responsive to evolving industry demands 

and consumer expectations. 

 

Problem Statement 

In the contemporary marketing landscape, Artificial Intelligence (AI) and Machine 

Learning (ML) technologies are rapidly reshaping the operational dynamics of 

marketing agencies. They offer unprecedented capabilities in data processing, 



 

customer insights, personalization, and campaign efficiency, signaling a 

transformative shift in marketing strategies. However, despite the growing integrat ion 

of AI in marketing functions, there is an ongoing debate and evident uncertainty among 

practitioners regarding the balance between technology and the indispensable human 

touch in creative processes, strategic planning, and customer relationships. 

This dilemma stems from a lack of comprehensive understanding and clear guidelines 

delineating the specific roles and tasks within marketing channels that can be 

effectively and efficiently managed by AI and ML, versus those that inherently require 

human insight, intuition, and emotional intelligence. The risk lies in either side of the 

spectrum: overly depending on technology may lead to a loss of personalizat ion, 

creativity, and customer connection, while failure to adopt these advanced tools could 

result in inefficiencies, decreased competitiveness, and missed opportunities in 

harnessing valuable insights from complex consumer data. 

The challenge is further compounded by the diverse nature of marketing channels, 

each demanding different levels of analytical intelligence and creative human input. 

Thus, marketing agencies face a pressing need to identify and understand the nuanc ed 

interplay between AI-driven automation and human-centered tasks within their 

multifaceted channel strategies. This research will delve into identifying these specific 

junctions, aiming to guide marketing professionals in strategically integrating AI and  

ML into their practices, enhancing operational efficiency, and creating value while 

preserving and emphasizing the irreplaceable elements of human involvement. 

This problem statement seeks to establish a foundation for your research by 

pinpointing the issue at hand, outlining its relevance in the current market, and 

implicitly suggesting the necessity for this study. It justifies the purpose behind 

exploring the balance between AI’s efficiency and the necessity of human touch in 

different marketing channels. 



 

Extent of the Research: 

Study question is: "Explore the tasks and issues necessitating human intervention in a 

marketing agency, identify elements replaceable by AI, and raise awareness of how AI 

functions and its inherent issues?" 

The study will examine several marketing channels used by marketing agencies, 

including digital advertising, social media marketing and content marketing. Particular 

attention will be paid to the functions required by these channels, which will be 

enhanced by AI and ML technologies. The elements of these marketing channels that 

cannot necessarily be easily replicated or replaced by robots will be explored, as they 

involve human creativity, judgement and emotional intelligence. 

Evaluate the perceived effectiveness, efficiency and customisation of AI-led and 

human-led marketing initiatives using qualitative and/or quantitative methods (based 

on surveys, interviews and case studies) with marketing experts and customers. 

Examine recent studies and case studies that demonstrate the effective use of AI in 

marketing strategy and show how human intuition was essential in creating and 

implementing such plans. Provides strategic advice to marketing companies on how to 

achieve the ideal balance between technology and human involvement, which can 

improve both customer satisfaction and operational efficiency. 

While the study aims to address practical problems and issues in the context of a 

marketing agency, it takes into account the theoretical background, above all on the 

ethical side of algorithms. This can also be used when adding insight to business needs 

and seeking synergies between theory and practice. 

 The extent of research on the social impact of algorithms and the pursuit of 

transparency is a testament to the complexity and importance of this modern digita l 

phenomenon. As this field of research develops, it will continue to grapple with 

fundamental issues of justice, accountability, privacy and the ethical use of technology 

in society. 

 



 

Study Limitations:  

Despite the fact that this research attempts to offer a thorough explanation, a number 

of limitations are noted: 

Geographical Limitation: The study may focus mostly on marketing firms in a certain 

area (such as North America or Europe), which might restrict the findings' applicability 

to other cultural and economic situations. 

Technological Diversity: This study will concentrate on the AI and ML technologies 

that are most often used in the marketing business, possibly ignoring new or less-

known technologies. 

Industry Resistance: The study's scope may be limited to publicly accessible data and 

participant testimonies due to the private nature of many AI technology and marketing 

methods, which may restrict access to complete data sets or in-depth case studies. 

Subjective Human Factors: Although the goal of the research is to comprehend 

domains that need human understanding, quantifying qualitative elements like 

creativity, intuition, or emotional connection may be very subjective and dependent on 

individual judgements rather than empirical facts. 

Time Frame: Because AI and ML are developing quickly, research done throughout 

the thesis's duration may not have taken into account the most recent developments in 

technology or changes in how the industry is using them. 

Sample Size: Stakeholders and marketing professionals have a wide range of 

perspectives and preferences. The data submitted will serve as the basis for the study's 

results. 

 



 

Structure of the thesis 

Chapter 1: Introduction 

The backdrop of AI and machine learning's application to marketing is introduced in 

this first chapter, which also sets the setting for the whole study. It will outline the 

issues marketing firms have when striking a balance between the effectiveness of AI 

and human imagination and intuition. The chapter seeks to explain the purpose and 

questions of the research, as well as the limits and scope of the study itself. 

Chapter 2: Review of Literature 

This chapter's main focus is an examination of the body of current scholarly and 

commercial publications. It will include a number of research findings, theoretical 

frameworks, and real-world examples of how AI affects marketing tactics and the 

value of human involvement. This evaluation supports the study's applicability and 

potential contribution to the field by pointing out knowledge gaps. 

Chapter 3: Methodology 

This chapter outlines the research process's roadmap and provides justification for the 

techniques selected for data gathering and analysis. The research design, population, 

and sample strategies will all be covered, guaranteeing openness on the methodology 

used to arrive at the results. Methodological limitations are acknowledged and ethical 

issues pertaining to participant rights and data integrity are also discussed. 

Chapter 4: Results 

The raw data gathered for the study is presented in this crucial chapter. To improve 

understanding, the results are arranged methodically and may be supplemented with 

visual aids such as graphs or charts. The following chapter will provide a more in-

depth explanation; this portion stays descriptive. 

 



 

Chapter 5: Discussion 

This chapter makes the connections between the findings and the body of current 

research by interpreting the results within the larger area of study. It compares findings 

with prior research and theoretical predictions in order to discuss the ramifications for 

marketing professionals looking to use AI into their tactics. The conversation also 

explores these discoveries' possible implications and real-world implementations. 

Chapter 6: Conclusion and Recommendations 

This chapter, which wraps up the research trip, summarises the key results and offers 

a concise response to the research question. It provides marketing firms with practical 

guidance by utilising research data to recommend AI-human tactics that are well-

balanced. After considering the limits of the study, recommendations for more 

research are made, and the research experience is concluded with closing remarks. 

References 

This component ensures the validity of the study by carefully recording all sources 

mentioned and recognising the original authors. 

Appendices 

To promote the openness and verifiability of the article, supplementary information, 

such as complicated data, questionnaires, or interview templates, is supplied here for 

reference. 

Structure Commentary: 

The cohesive arrangement of the chapters is designed to facilitate a smooth transition 

between them, leading the reader through a coherent flow of concepts. It presents clear, 

understandable text in a formal academic tone that adheres to scholarly traditions. 

Giving careful thought to the goals of each segment guarantees that the whole work 



 

adds logically to the main story, which is comprehending the interaction between AI 

effectiveness and human innovation in marketing channels. 

Background of the research topic 

The Digital Marketing Evolution from the inception of personal computers in the 

1980s heralded the digital era's onset. As society underwent a digital transformation, 

so did business paradigms, including marketing. Today, AI and ML stand as the 

frontier of digital marketing evolution. These tools, designed to streamline marketers' 

tasks, require comprehensive understanding and adept implementation. Recognizing 

the intricacies of machine learning is fundamental for all in the digital marketing realm. 

Yet, its complexities might daunt many. Hence, there's an evident need for coherent 

educational resources elucidating the practical potential of these technologies, 

especially from a digital media vantage point. 

Artificial Intelligence (AI) and machine learning are significantly reshaping the 

marketing landscape, as evidenced by a range of scientific studies. AI's vast potential 

in marketing is marked by its ability to proliferate information, improve software's data 

management capabilities, and design intricate algorithms, changing the way brands 

and users interact, as noted in a literature-based study on ScienceDirect (2023). This 

transformative impact is further echoed by Anshari et al. (2018), who highlight the 

integration of AI with other technologies like IoT and big data analytics, offering 

digital solutions for attracting and maintaining customer bases. 

Siau and Wirth (2018) emphasize that technological advancements have produced 

longitudinal shifts in marketing, firmly establishing marketing's Synergy with AI. 

Davenport et al. (2020) delve into how AI enhances marketing effectiveness at each 

stage of the business-to-business sales funnel, impacting various sales processes. The 

role of AI and machine learning as core components in empirical marketing research, 

especially in handling large-scale, unstructured data, is also underlined in another 

study (ScienceDirect, 2023). 

Despite these advancements, the human element in marketing remains indispensab le, 

as highlighted in the Quirks.com article (2023). The rise of AI has led to a renewed 



 

focus on the human element in various marketing aspects, including research,  

branding, and employee engagement. The contrast between AI and human qualit ies 

has emphasized the societal desire for human elements like art and connection, 

suggesting that AI's role may be more as a symptom of a perceived loss in humanity 

rather than a cause. 

With this introduction, the upcoming comprehensive literature review and research, 

the aim is to get an answer to which factors are the factors in the marketing office 

environment that can be concluded to make the work more efficient in the context of 

AI and which marketing offices still need people. 



 

LITERATURE REVIEW 

While literature encompassing machine learning, artificial intelligence, and their 

digital marketing applications exists, it often seems fragmented or language-restricted. 

Most extant sources narrowly focus on specific facets of digital marketing. This 

research endeavors to bridge this gap by furnishing a comprehensive guide, elucidat ing 

the expansive potential of AI and ML, especially in realms like paid promotions and 

content marketing strategies. 

This study, fundamentally designed for those unfamiliar with AI and ML's intricate 

technological landscape, seeks to demystify and elucidate their business implications. 

Targeted at marketers, academicians, and industry professionals, this research caters 

to those aiming to amplify their tech-savvy credentials. 

Background theory 

The relationship between algorithms and personal data in the context of digita l 

breakthroughs offers both previously unheard-of potential and moral conundrums 

(Kitchin, 2017). Personalised marketing has been transformed by the use of algorithms 

to parse personal data, but this has also given rise to serious issues about data security, 

permission, and privacy (Zuboff, 2019). 

The Benefits of Personalization: According to Pasquale (2015), algorithms allow for 

the precise delivery of information and suggestions by facilitating a thorough study of 

user behaviours and preferences on websites like Facebook, Google, and Twitter. In 

addition to improving user experience and engagement, this degree of customiza t ion 

helps marketers by improving ad targeting, which raises potential consumer reach and 

returns on investment (Roessler, 2020). 

Trade-offs with privacy: However, this ease comes with serious privacy risks. The 

intricate user profiles created by the constant tracking of digital footprints frequently 

occur without explicit user consent or transparency, creating what Pasquale (2015) 

refers to as "The Black Box Society," a place where those who are most impacted by 

data transactions are unable to grasp or comprehend them. 



 

User Dichotomy and Perception: Different people have different opinions on these 

practises. Some people value customisation and see data as a means of obtaining better 

services (Acquisti, Taylor, & Wagman, 2016). On the other hand, others view these 

extensive data mining techniques as invasive, reflecting ideas associated with a 

surveillance economy (Zuboff, 2019). This contradiction frequently results from 

differing user understanding of the scope of the data collection and utilisation (Martin, 

2015). 

Ethical Considerations: When data-driven techniques for improved performance have 

the potential to violate an individual's right to privacy, the borders between ethics 

become more hazy (Mittelstadt, Allo, Taddeo, Wachter, & Floridi, 2016). Third-party 

data sharing complicates matters and raises significant ethical and legal issues because 

it frequently occurs without the user's awareness or consent (Barocas & Nissenbaum, 

2014). 

Regulatory Response and Corporate Responsibility: By putting a strong emphasis on 

user permission and data protection, regulatory measures like the General Data 

Protection Regulation (GDPR) in Europe have been crucial in reducing unauthor ised 

data exploitation (Voigt & Von dem Bussche, 2017). These changes in the world force 

companies to review how they handle data, striking a balance between technica l 

innovation and adherence to moral principles (Malgieri & Comandé, 2017). The 

increasing momentum behind "Ethical AI" represents a significant shift in favour of 

individual rights in the digital sphere. (Zarsky, 2016) 

The Societal Risks and Ethical Implications of Algorithms  

The pervasive integration of algorithms into societal frameworks extends beyond 

convenience and commercial benefit, venturing into a territory rife with ethical 

dilemmas and potential risks that can affect societal structures at various 

levels. Amplification of Systemic Inequalities Algorithms, often perceived as neutral, 

operate based on data that may embody systemic biases and inequalities (O'Neil, 

2016). By making decisions based on historical patterns, algorithms can reinforce 

stereotypes, perpetuate injustices, and disadvantage certain groups. For example, in 



 

job recruitment, algorithms that screen candidates may inadvertently favor certain 

demographics, reflecting historical hiring biases rather than assessing individual merit.  

 The power of algorithms to influence decision-making and preferences can undermine 

personal autonomy. The curated information individuals receive often creates an echo 

chamber, limiting exposure to diverse perspectives and potentially manipula t ing 

personal decisions, from consumer purchases to political voting (Tufekci, 2017). This 

subtle control mechanism raises ethical questions about free will and informed 

decision-making in a society increasingly governed by algorithmic selections. 

There is an inherent tension between the drive for personalized data and respect for 

individual privacy. Data harvesting practices often occur without explicit informed 

consent, obscuring the line between legitimate data collection for service enhancement 

and unauthorized personal data exploitation. This tension is exacerbated by the use of 

such data in shaping societal narratives, where informed public discourse can be 

compromised by undisclosed algorithmic influence (Zuboff, 2019). 

The 'black box' nature of many algorithms leads to a lack of transparency, making it 

difficult to ascertain the basis for algorithmic decisions (Pasquale, 2015). This opacity 

can prevent individuals from challenging or appealing decisions that directly impact 

their lives. Furthermore, it raises concerns about who is responsible when algorithms 

cause harm, complicating legal frameworks and accountability. 

Regulatory bodies face the challenge of keeping pace with rapidly evolving 

algorithmic technologies. The existing legal frameworks may be inadequate to address 

the unique ethical implications and potential societal risks posed by advanced 

algorithms, necessitating updated regulations and ethical guidelines. Initiatives like the 

ACM's principles on algorithmic transparency and accountability highlight the 

growing recognition of these challenges within professional communities (ACM, 

2017). 

 

 



 

 

Big data and algorithms 

This chapter embarks on a profound exploration of the big data and algorithms, 

unraveling their significance in contemporary information processing. 

In the intricate landscape of modern data-driven endeavors, the intersection of artific ia l 

intelligence (AI) and machine learning (ML) with the vast reservoirs of information, 

commonly known as "big data," constitutes a pivotal nexus. This chapter embarks on 

a scholarly exploration of the intricate interplay between AI, ML, big data, and 

algorithms, endeavouring to unravel their symbiotic relationship and elucidate the 

profound significance of this convergence for marketers. This narrative seeks to 

underscore the imperativeness for marketers to acquire a foundational grasp of this 

multifaceted domain. 

The amalgamation of AI and ML technologies with the ever-expanding domain of big 

data has ushered in a paradigm shift in data processing, analysis, and utilization. This 

transformation underscores the compelling need for marketing professionals to 

cultivate a fundamental understanding of this intricate ecosystem. As we embark on 

this scholarly journey, we shall navigate the critical junctures where AI and ML 

intertwine with big data and algorithms, elucidating the mechanisms by which they 

collectively empower data-driven marketing strategies. 

To set the stage for this exploration, we turn to scholarly sources that have 

meticulously dissected this multifaceted landscape. The seminal work by Russell and 

Norvig (2016) offers an authoritative foundation for comprehending the princip les 

underpinning AI, while Witten, Frank, and Hall (2016) provide insights into the 

diverse methodologies of machine learning. Furthermore, White's (2015) semina l 

guide, "Hadoop: The Definitive Guide," delves into the essential infrastructure that 

underlies big data processing, and Cormen, Leiserson, Rivest, and Stein's (2009) 

magnum opus on algorithms lays the groundwork for comprehending the 

computational bedrock of this synergy. 



 

For marketers, this nuanced comprehension is of paramount significance. In the epoch 

of data-driven marketing, AI and ML serve as indispensable tools, enabling the 

extraction of actionable insights, the discernment of emerging trends, and the 

personalization of customer experiences (Davenport & Harris, 2007). Moreover, 

algorithms function as the orchestral conductors of this symphony, orchestrating the 

extraction of meaningful patterns and the execution of meticulously targeted 

campaigns (Provost & Fawcett, 2013). 

As we progress through this discourse, our aim is not merely to impart theoretical 

knowledge but also to provide a practical perspective. We will elucidate how 

marketers can harness this confluence to enhance campaign efficiency, optimize 

resource allocation, and cultivate a deeper understanding of consumer behavior. The 

overarching objective is to equip marketing professionals with the foundationa l 

knowledge requisite for adeptly navigating this data-driven terrain and leveraging the 

transformative potential of AI, ML, big data, and algorithms in their professiona l 

endeavors. 

Defining Big Data 

Big data, a complex and multifaceted concept, eludes a singular, concise definition. It 

is characterized by three core dimensions, often dubbed the 3Vs: volume, velocity, and 

variety (Laney, 2001). Volume refers to the staggering scale of data, far surpassing the 

capacities of conventional database systems. Velocity denotes the rapid pace at which 

data is generated and necessitates swift processing. Variety encompasses the diverse 

range of data types, including structured, semi-structured, and unstructured data 

(Davenport & Harris, 2007). When talking about big data, the terms veracity and value 

have also reared their heads (Laney, 2001) (Chen et al., 2012). 

Understanding Big Data: An Evolving Concept 

Big data is a concept that has evolved over the years, shaped by technologica l 

advancements and the dynamic data landscape. While no single, universally accepted 

definition exists, scholars and practitioners have highlighted key dimensions that 

collectively define big data. 



 

1.1 Volume: The sheer volume of data is a foundational characteristic of big data. As 

referenced by Manyika et al. (2011), big data is characterized by vast amounts of data, 

often exceeding the capacity of traditional databases. This dimension underscores the 

monumental challenge of storing, processing, and analyzing the data. 

1.2 Velocity: The velocity at which data is generated and the need for real-time or 

near-real-time analysis contribute to the velocity dimension (Gandomi & Haider, 

2015). Streaming data from sources like social media or sensor networks exemplifies 

the rapid pace of data creation. 

1.3 Variety: Big data is inherently diverse in terms of data types and sources. It 

encompasses structured data (e.g., databases), unstructured data (e.g., text), and semi-

structured data (e.g., XML files) (Zikopoulos et al., 2011). This diversity presents 

formidable challenges in data integration and analysis. 

1.4 Veracity: The reliability and trustworthiness of data are critical considerations in 

big data (Laney, 2001). Veracity emphasizes the need to validate and ensure data 

quality, especially in environments where data may be noisy or incomplete. 

1.5 Value: Ultimately, the value derived from big data is a crucial dimension (Chen et 

al., 2012). The goal is to extract meaningful insights, make informed decisions, and 

create value from the data deluge. 

 

The Relevance of Big Data in an AI World 

In the age of artificial intelligence (AI), big data is the lifeblood that fuels intelligent 

systems. Understanding big data is paramount for several reasons: 

1. Data-Driven AI: AI systems, particularly machine learning algorithms, thrive on 

data. Big data provides the vast datasets required for training, validating, and 

improving AI models (Jordan & Mitchell, 2015). In an AI-driven world, big data is the 

raw material for intelligence. 



 

2. Decision-Making: AI systems make decisions, predictions, and recommendations 

based on patterns discerned from data. Knowing how to harness and interpret big data 

is essential for marketers leveraging AI for decision support (Chen et al., 2012). 

3. Algorithmic Synergy: The symbiotic harmony between big data and algorithms is 

the cornerstone of AI and ML advancements (Manyika et al., 2011). Algorithms sift 

through vast datasets, making sense of the data deluge, and transforming it into 

actionable insights. 

Why Marketers Should Be Aware 

Marketers, in particular, benefit from a profound awareness of big data. In a data-

driven marketing landscape: 

1. Personalization: Big data enables marketers to create highly personalized 

experiences for consumers. Understanding data's volume, variety, and velocity allows 

marketers to tailor content and offerings effectively (Gandomi & Haider, 2015). 

2. Customer Insights: Big data analytics yields deep customer insights. Veracity is 

critical here; marketers must ensure data quality to make informed decisions based on 

trustworthy insights (Laney, 2001). 

3. Creating value: marketers can derive significant value from big data by strategica lly 

aligning their approach with consumer behaviour and emerging trends (Chen et al., 

2012). 

In summary, defining and understanding big data are essential elements in the AI-

driven world in which we operate. Marketers in particular will benefit from a thorough 

understanding of these concepts. Big data serves as the lifeblood of AI, influenc ing 

algorithms, decision making and simultaneously creating value for both consumers 

and businesses (Chen et al., 2012). 



 

Algorithms: The Bedrock of Data Processing 

Algorithms, the linchpin of data processing in the era of big data, represent 

meticulously crafted, step-by-step procedures designed to unravel complex 

computational challenges or undertake data analysis tasks. In the context of big data, 

algorithms assume a pivotal role in handling the big volumes and intricate nature of 

data. 

Parallel computing, an essential facet of big data algorithms, facilitates the 

simultaneous execution of multiple computational tasks, harnessing the power of 

distributed processing resources (Chen & Zhang, 2014). This parallelism proves 

indispensable in achieving the requisite speed and scalability demanded by modern 

data processing. 

Furthermore, algorithms serve as the vanguard in distilling actionable insights from 

the colossal sea of data, often employing cutting-edge machine learning techniques to 

unearth concealed patterns, furnish predictive capabilities, and offer support for 

informed decision-making (Hastie, Tibshirani, & Friedman, 2009). 

The Symbiotic Harmony 

In the realm of artificial intelligence (AI) and machine learning (ML), the synergy 

between big data and algorithms has emerged as a pivotal driver of transformative 

progress. This chapter explores the profound harmony between big data and 

algorithms, elucidating how their combined prowess empowers AI and ML, and 

subsequently, how this union reshapes industries and the scientific landscape. 

Big Data: The Enabler of Machine Learning and AI 

Big data represents the wealth of information generated in the digital age. Its 

exponential growth, coupled with advancements in data storage and processing 

technologies, has paved the way for ML and AI to reach new heights. The colossal 

datasets drawn from diverse sources - be it social media interactions, sensor readings, 

or genomic sequences - offer a big insights. 



 

Machine Learning Algorithms: The Catalysts 

Machine learning algorithms serve extract valuable knowledge from big data. These 

algorithms, ranging from classic linear regression to complex deep neural networks, 

exhibit the remarkable ability to discern patterns, make predictions, and adapt over 

time (Jordan & Mitchell, 2015). They sift through the voluminous data, distill ing 

meaningful information, and forming the bedrock of predictive analytics and decision 

support systems. 

The Symbiosis: Enhancing Intelligence 

The symbiotic harmony between big data and algorithms is can be seen in mult ip le 

domains: 

Predictive Power: Big data furnishes algorithms with extensive training datasets, 

allowing them to fine-tune models with unprecedented accuracy (Halevy et al., 2009). 

This synergy is exemplified in natural language processing, where algorithms like 

BERT attain remarkable understanding through training on vast textual corpora 

(Devlin et al., 2019). 

Personalization: E-commerce platforms and recommendation systems leverage the 

amalgamation of user behavior data (big data) and collaborative filtering algorithms 

(Koren et al., 2009) to deliver tailored content and product recommendations. 

Healthcare Advancements: The coupling of medical records (big data) with ML 

algorithms has revolutionized disease diagnosis and drug discovery (Obermeyer & 

Emanuel, 2016). Algorithms trained on diverse patient data detect anomalies and 

predict health outcomes. 

Big data and algorithms exist in a symbiotic harmony, a dynamic interplay wherein 

each component complements and catalyzes the other's potential. Big data supplies the 

raw material – vast, diverse datasets – upon which algorithms perform their 

transformative alchemy. Algorithms, in turn, metamorphose this raw data into 



 

valuable, actionable information, fueling innovation and underpinning decision 

support systems (Provost & Fawcett, 2013). 

Algorithms tailored for big data span a rich spectrum of approaches, encompassing 

batch processing, stream processing, and distributed computing paradigms. 

Noteworthy exemplars include the seminal MapReduce framework (Dean & 

Ghemawat, 2008) and the revolutionary deep learning neural networks (LeCun, 

Bengio, & Hinton, 2015). These algorithmic constructs empower the realms of large-

scale data analytics, real-time data processing, and intricate pattern recognit ion, 

amplifying the potential of big data in domains as diverse as healthcare, finance, and 

scientific research.’ 

ML training process and challenges 

The realm of machine learning (ML) has witnessed transformative advancements, 

predominantly influenced by the evolution of training methodologies. Algorithmic 

training in ML, a cornerstone of this domain, necessitates the development of 

computational models capable of assimilating data to predict or decide outcomes 

effectively. The caliber of these algorithms is intrinsically linked to the quality and 

rigor of their training processes, a facet that has undergone significant enhancements 

in recent times. 

The rise of deep learning paradigms has been a pivotal factor in this advancement. 

Neural network models, a subset of deep learning, have demonstrated remarkable 

capabilities, particularly in decoding intricate patterns in image processing and speech 

recognition tasks (LeCun, Y., Bengio, Y., & Hinton, G., 2015). Concurrently, the 

concept of transfer learning has emerged as a transformative strategy. It enables the 

application of models, pre-trained on one set of tasks, to be repurposed effectively for 

different but related tasks, thereby mitigating the exigencies of large-scale data (Pan, 

S. J., & Yang, Q., 2010). 

However, these strides are not without their challenges. The dependency on extensive 

datasets for training purposes poses significant limitations, notably in domains where 

data availability is constrained or procuring data is economically prohibitive (Sun, C., 

Shrivastava, A., Singh, S., & Gupta, A., 2017). Furthermore, the phenomenon of 



 

overfitting – where models excel in training scenarios but falter in generalizing to new, 

unseen data – remains a formidable challenge that impinges on the practical 

deployment of these models (James, G., Witten, D., Hastie, T., & Tibshirani, R., 2013). 

Looking ahead, the trajectory of ML training is set towards surmounting these 

challenges. Research is increasingly focused on developing methodologies that are 

proficient in learning from smaller, less extensive datasets and exhibit enhanced 

generalizability to novel data sets. The exploration of unsupervised and semi-

supervised learning paradigms holds promise in this regard. 

Beyond the technical scope, ML training is also entrenched in challenges of an ethical 

nature. Contemporary issues such as biases inherent in algorithms and the safeguarding 

of data privacy have garnered significant attention. The imperative to develop ML 

models that are not only technically proficient but also ethically sound and transparent 

is gaining prominence (Zou, J., & Schiebinger, L., 2018). 

Moreover, the incorporation of advanced ML training techniques into practical, real-

world scenarios, spanning industries like healthcare, finance, and autonomous vehicle 

development, marks a significant milestone. This amalgamation of academic research 

with industrial application fosters a symbiotic environment conducive to innovation 

and addresses challenges that are inherently multi-faceted (Jordan, M. I., & Mitchell, 

T. M., 2015). 

 

ML’s Deep Learning 

Artificial intelligence's deep learning subset of machine learning has transformed a 

number of industries, including autonomous driving and voice and picture recognit ion. 

In order to analyse data, learn from it, and make judgements or predictions, it makes 

use of neural networks with several layers, or "deep" neural networks.  

In their groundbreaking paper, "Deep Learning," published in Nature in 2015, LeCun, 

Bengio, and Hinton explain how deep learning allows computers to learn from 

experience and comprehend the world in terms of a hierarchy of concepts, where each 



 

notion is defined in reference to a simpler concept. which, in a rough sense, are nodes 

or "neurons" that are linked and process and transfer impulses, much like the human 

brain. 

Convolutional neural networks (CNNs) represent a landmark achievement in deep 

learning, especially in the area of visual data processing. CNNs may significantly 

increase picture identification accuracy, as shown by the research on "ImageNet 

Classification with Deep Convolutional Neural Networks" by Krizhevsky, Sutskever, 

and Hinton (2012). 

Large datasets and a significant amount of processing power are also necessary for 

deep learning, as noted by scholars such as Schmidhuber (2015) in his review on "Deep 

Learning in Neural Networks: An Overview." Big data's rise and technologica l 

developments like GPUs have greatly advanced the industry. 

Conclusion 

Big data and algorithms stand as indomitable pillars of modern information processing. 

Big data, epitomized by its voluminous, swiftly accumulating, and diverse nature, 

proffers the raw materials for algorithms to work their transformative magic. In 

reciprocation, algorithms, armed with computational prowess, transmute this raw data 

into invaluable insights, propelling innovation and scientific progress into uncharted 

territories. 

Big data acts as the fertile ground from which algorithms draw sustenance, enabling 

them to exhibit levels of intelligence and prediction . As we delve deeper into the era 

of AI and ML, the synergy between big data and algorithms will remain the driving 

force behind transformative breakthroughs, redefining industries, science, and the 

boundaries of human knowledge. 

 

  



 

CLOSED AI VS. OPEN AI 

Detailed Understanding of Proprietary Systems: In a market where technica l 

breakthroughs are disruptive and happen quickly, closed AI systems are not only about 

safeguarding intellectual property but also about preserving a competitive edge 

(Bostrom & Yudkowsky, 2014). These systems are created internally or are highly 

modified versions of already-existing technology that are intended to meet certain 

operational requirements or strategic objectives. Because of their closed nature, the 

algorithms, data sources, and operating capabilities are not open to public inspection. 

This can have both positive and negative effects on security, raising concerns about 

bias and transparency while also enhancing security. 

Closed AI provides a controlled environment where access to data and algorithms is 

rigorously limited, making it ideal for organisations handling sensitive information 

such as financial data, patient health records, or personal identifiers (Pasquale, 2015). 

This is especially important in light of the rise in cyberattacks and data breaches. 

Unlike Open AI systems, which have more distributed control over data and 

algorithms, organisations can adopt strong security protocols and adhere to national, 

international, and local data protection laws. 

Closed AI is more concerned with control, customisation, and safeguarding 

competitive advantages, whereas Open AI encourages a culture of creativity, sharing, 

and quick progress. Whether an organisation is more concerned with protecting and 

fine-tuning proprietary technology than with collaborative innovation moving at a 

rapid pace, this can be reflected in the decision it makes between the two. 

Open AI's focus on transparency can aid in deciphering AI's inner workings and foster 

user trust. Nonetheless, businesses may decide to employ closed AI to preserve 

privacy, especially if their AI systems use proprietary data that shouldn't be made 

public or offer a strategic competitive advantage (Russell et al., 2015). 

Closed AI systems frequently make use of private data or data that has been gathered 

and prepared especially for the needs of the company. With this customised data 

collection, it is possible to guarantee that the input data closely matches the intended 



 

results and the AI system's operational environment. It also implies that the 

organisation has full responsibility for the accuracy, representativeness, and morality 

of the data collecting. 

Closed AI presents difficulties even if it permits targeted and regulated data use. 

Unchecked biases and unfair or discriminatory behaviours could result from a lack of 

external oversight, especially if the data used to train AI systems is not representative 

or varied (Ribeiro et al., 2016). Companies require thorough internal audits and 

auditing processes to mitigate these risks 

Strategic Justification for Closed AI: 

Extensive Research: Developing exclusive artificial intelligence algorithms can be a 

major source of competitive advantage, particularly in fields where commercia l 

success is closely correlated with technological dominance. Businesses make 

significant investments in R&D to develop proprietary AI solutions that set them apart 

from competitors' offerings. By keeping these advances proprietary to the company, 

closed AI prohibits rivals from duplicating or abusing their technology (Bostrom & 

Yudkowsky, 2014). 

Businesses can guarantee a long-term value creation plan by safeguarding their AI 

inventions. Closed AI enables businesses to build on their own technology to stay 

ahead of the competition. It's not just about making quick gains; it's also about creating 

a basis for long-term competitive advantage and continual improvement. 

Tailored Compliance Solutions Various regulatory standards apply to different 

industries, particularly with regard to data management, privacy, and decision-mak ing 

processes. Closed AI systems can be specially designed to abide by particular laws, 

lowering the possibility of breaking the law and incurring fines (Pasquale, 2015). This 

is especially important in industries where operational procedures and compliance are 

closely linked, such as healthcare, banking, and the automobile industry. 

As new technologies and data-use practices develop, regulatory environments change 

and are not static. Closed AI systems ensure that organisations can react fast to new 



 

laws or norms since they can be more readily modified to satisfy changing regulatory 

requirements. 

Off-the-shelf AI solutions are frequently deemed insufficient by organisations, 

particularly large ones with distinct operational workflows and needs. According to 

Russell et al. (2015), closed artificial intelligence (AI) facilitates the creation of 

customised solutions that seamlessly integrate with current systems and procedures, 

enhancing efficacy and efficiency without jeopardising current operational procedures.  

A lot of businesses use legacy systems, which may be difficult to link with 

contemporary technology. It is possible to create closed artificial intelligence (AI) that 

works with these outdated systems, guaranteeing a seamless transition of new AI 

features with current infrastructure. 

Businesses can reduce the risks connected to AI decision-making by implementing 

Closed AI. Their enhanced authority over data inputs, decision-making procedures, 

and outputs enables them to establish resilient risk management processes and 

promptly address any concerns that may occur. 

Businesses that deal with sensitive data, such private client information or confidentia l 

study, must make sure that it is not exposed to outside threats. Closed AI reduces the 

possibility of data breaches or leaks by offering a controlled environment where access 

to sensitive data is tightly managed (Zarsky, 2016). 

While Closed AI systems are often criticized for their lack of transparency, they also 

allow organizations to implement and enforce their ethical standards and guidelines 

for AI use. Companies can ensure their AI operates according to their values and 

ethical commitments, aligning with corporate social responsibility goals. 

Closed AI systems enable organizations to develop and enforce custom ethics and 

governance frameworks tailored to their specific operational contexts and ethical 

considerations. This is particularly important for organizations operating in sensitive 

or high-stakes domains where ethical considerations are complex and nuanced. 



 

MARKETING AGENCY 

This chapter explains the marketing agency as a research environment and speculates 

on the future of the marketing agency and its transformation, from the perspective of 

AI. 

 

The role of a marketing agency has become increasingly multifaceted, serving as a 

critical nexus between businesses and their target audiences. At its core, a marketing 

agency aims to bridge the gap between a company's products or services and its 

customers, leveraging a variety of channels and strategies to deliver effective 

marketing solutions. This introduction seeks to explore the purpose and diverse 

functions of a marketing agency, examining its tasks through different channels and 

from the perspectives of consulting and managing customer relationships, grounded in 

scholarly research and established sources. 

The purpose of the marketing agency 

Marketing agencies, as defined by Kotler and Keller in their seminal work "Marketing 

Management," are partners in fostering brand awareness and customer engagement for 

their clients (Kotler & Keller, 2016). They serve a dual purpose: firstly, to understand 

and capture the essence of their client's brand, and secondly, to communicate this 

effectively to the target audience. This dual focus requires a deep understanding of 

both the client's business objectives and the market landscape. 

 

The tasks undertaken by a marketing agency are diverse, encompassing strategic 

planning, content creation, digital marketing, and more. As Sheth and Sisodia highlight 

in their work "Marketing Productivity: Issues and Analysis" (1995), the effectiveness 

of these tasks hinges on the agency’s ability to blend creativity with analytical insight. 

From developing comprehensive marketing strategies to executing specific 

campaigns, these tasks vary in complexity and scope but are unified in their goal of 

enhancing the client's market presence. 

 

The channels utilized by marketing agencies have expanded significantly, especially 

in the digital age. Traditional channels like television, radio, and print media, though 



 

still relevant, are now complemented by a plethora of digital channels. As Ryan and 

Jones assert in "Understanding Digital Marketing" (2019), digital channels such as 

social media, programmatic buying, email marketing, SEO, and PPC campaigns are 

vital in the current marketing ecosystem. Each channel has its unique attributes and 

requires a distinct approach to effectively engage the target audience. 

 

The marketing office serves as a dynamic research environment where consumer 

behavior, market trends, and the effectiveness of various marketing strategies are 

continuously analyzed. The work of Christensen et al. in "Marketing Research" (2017) 

illustrates the importance of this environment in generating actionable insights that 

drive marketing decisions. The marketing office, in this sense, is not just a workspace 

but a hub of ongoing research and adaptation. 

 

From a consulting perspective, agencies offer expertise in managing and optimizing 

different customer channels. They help businesses navigate the complexities of mult i-

channel marketing, as described by Blattberg and Deighton in "Manage Marketing by 

the Customer Equity Test" (1996). This involves not only selecting the right channels 

but also understanding the interplay between them to create a cohesive marketing 

strategy. Maintaining these channels necessitates a continuous process of monitor ing, 

analysis, and adjustment to ensure that each channel effectively contributes to the 

overall marketing objectives. 

 

The role of a marketing agency, encapsulated in its various tasks and channels, is 

integral to the success of modern business strategies. As agencies adapt to the ever-

changing marketing landscape, their ability to combine innovative approaches with 

solid research and strategic consulting remains pivotal. The exploration of the 

marketing office as a research environment and the focus on maintaining diverse 

customer channels underscore the agency's role in driving effective marketing 

practices in a complex, interconnected marketplace. 

 

 

  



 

The future of the marketing agency 

The marketing agency of the future is set to transform significantly with the integrat ion 

of Artificial Intelligence (AI). These changes will be gradual but noticeable over time. 

Below is a speculative look at the evolution, supported by common scientific sources 

where possible. 

 

Next 3 years 

 

Marketing agencies will gradually integrate artificial intelligence (AI) into their 

operational and strategic frameworks over the course of the next three years. Adopting 

AI is increasingly essential to managing the massive volumes of data produced by 

digital interactions and satisfying the increasing need for personalised experiences, not 

simply for keeping ahead of the curve. Predictive analytics will advance in 

sophistication, enabling more precise predictions of consumer behaviour and industry 

patterns, claim Kumar et al. (2016). Beyond traditional demographics, customer 

segmentation will advance by using AI to uncover more complex patterns in the 

requirements, tastes, and behaviour of its customers. 

 

The emergence of AI is automating repetitive processes, increasing efficiency, and 

changing job responsibilities in marketing firms, as Huang & Rust (2018) highlight. 

AI-driven technologies, for example, will increasingly handle data analysis, freeing up 

human marketers to concentrate on analysing the data and coming up with innovative 

and tactical solutions. Virtual assistants and chatbots will manage an increasing 

amount of consumer contacts and questions, offering prompt, tailored replies all day, 

all year round. Because of this change, staff responsibilities and training will need to 

be reevaluated, with a focus on soft skills like creativity, strategy, and sophisticated 

problem-solving that go hand in hand with AI. 

 

There will be a major change in the talent pool at marketing companies. According to 

Davenport et al. (2020), there will be an increase in the need for people that are 

proficient in both technology and marketing, or "bilinguals." There will be a shift from 

traditional positions to new ones that centre on data science, AI strategy, and human-

machine cooperation. To guarantee that their employees can collaborate with AI 



 

efficiently and remain current with emerging marketing tactics, agencies must allocate 

resources towards ongoing education and training. 

 

More complex consumer insights will result from AI's capacity to handle and evaluate 

big datasets. Using predictive models to forecast future behaviours and preferences, 

agencies will use AI to understand not just what customers are doing, but also why 

they are doing it. Agencies will be able to develop more focused and successful 

marketing plans thanks to this in-depth insight. 

 

As AI permeates marketing strategies more deeply, agencies will have to deal with the 

moral ramifications. Consent, openness, and data privacy are going to be key issues. 

According to Martin (2019), establishing customer trust is crucial to ensuring that AI 

is utilised properly and that personal data is managed with caution. Agencies will have 

to set up explicit AI rules and procedures to maintain consumer trust and comply with 

evolving regulations. 

 

Artificial Intelligence will make marketing efforts more responsive and dynamic. AI 

will be used by agencies to optimise campaigns in real time for efficiency and efficacy. 

AI systems are designed to adapt targeting, message, and expenditure to optimise 

effect in response to shifts in customer preferences or market conditions. 

 

Next 5 years 

 

AI will be able to provide experiences that are incredibly personalised in the next five 

years. According to a 2018 McKinsey study, personalisation technology may boost 

sales by 5–15%, lower acquisition costs by up to 50%, and raise marketing spend 

efficiency by 10%–30%. This will be driven by AI, which will build comprehens ive 

client profiles by analysing data from many touchpoints. With the use of these profiles, 

marketing firms will be able to create highly customised offers and content that are 

sent to customers through their chosen channels and at the right moments, greatly 

increasing customer engagement and conversion rates. 

 

AI will play a bigger part in creative processes. In their discussion of how AI might 

boost human creativity, Bughin et al. (2017) make the case that the technology can 



 

help with idea generation, inspiration, and even the creation of drafts of material. But 

creativity's emotional and strategic components will always be uniquely human. 

Instead of trying to replace their creative ability, marketers will need to learn how to 

work with AI as a tool to enhance them. AI and human marketers will work together 

in a more sophisticated way as they learn more about each other's advantages and areas 

of strength. 

 

Over the course of the next five years, augmented reality (AR), 5G, and the Internet of 

Things (IoT) will all be integrated with artificial intelligence (AI). Marketing firms 

will have fresh and creative methods to interact with customers thanks to this 

connection. IoT devices, for instance, can offer real-time data that can be utilised to 

send targeted marketing messages. At the same time, AR makes it feasible to build 

previously unattainable immersive brand experiences. 

 

The ethical and regulatory environment will get more intricate and crucial as artific ia l 

intelligence becomes more and more integrated into marketing. According to Martin 

(2019), establishing customer confidence requires algorithmic accountability and 

openness. Marketing firms will have to follow a constantly changing set of rules 

pertaining to consumer protection and data privacy. In order to guarantee that AI is 

utilised appropriately and that marketing techniques don't become intrusive or 

manipulative, they must also create strong ethical criteria. 

 

Customers' expectations will keep rising as they get accustomed to personalised 

experiences. AI will be necessary for agencies to continuously keep one step ahead of 

the competition as well as to achieve these expectations. This might entail real- time 

adaptive marketing, which can modify tactics on the fly in response to rapid customer 

input, or predictive personalisation, in which artificial intelligence (AI) predicts a 

customer's requirements and wishes before they are ever voiced. 

 

AI will provide marketing firms the ability to function locally while simultaneous ly 

operating globally. Agencies will be able to design campaigns that effortlessly adjust 

to various locations and demographics thanks to advanced language processing and 

cultural awareness, striking a balance between local sensitivity and global branding. 

 



 

Next 10 years 

 

Within ten years, AI will be used as an operational tool as well as a strategic adviser 

in all facets of marketing. According to Schwartz et al. (2020), artificial intelligence 

will be able to make decisions in real time and provide previously unheard-of levels 

of accuracy when predicting market trends and consumer behaviour. AI will be used 

by agencies not just for campaign execution but also for strategic planning, where it 

will be used to spot new possibilities, forecast industry trends, and continuous ly 

improve and optimise marketing plans. AI-powered decision-making will be 

seamlessly incorporated into the marketing process, making it impossible to 

differentiate from it altogether. This will guarantee that every touchpoint is maximised 

in terms of efficacy. 

 

As these technologies advance, their combination with AI will provide incredib ly 

engaging and dynamic marketing campaigns. According to Poushneh & Vasquez-

Parraga (2017), augmented reality (AR) in particular has the power to completely 

transform the retail industry by improving online purchasing through interactive, 

lifelike product presentations. These technologies will be more widely available and 

more reasonably priced in ten years, allowing agencies to produce engaging, 

customised tales that viewers can explore and engage with. This might rethink brand 

interactions and make them more memorable and captivating. 

 

Completely autonomous marketing systems are expected to become more 

commonplace in the upcoming ten years. According to Kaplan & Haenlein (2020), 

these systems will have the ability to develop, implement, and modify marketing 

strategies in response to real-time market input and forecasts powered by artific ia l 

intelligence. They will function with the least amount of human involvement possible, 

making decisions based on sophisticated algorithms to optimise campaign success 

across several channels and touchpoints. 

 

Globalised, But Individualised: The analytical accuracy of AI will make marketing 

more precise, but the connecting power of technology will make it more globalised. 

According to Rust & Huang (2014), tailoring the client journey at each stage is where 

marketing is headed. AI will make it possible for organisations to comprehend and 



 

respond to unique tastes and behaviours on a global scale, not only at the demographic 

level but also at the individual level. This will make it possible to develop marketing 

plans that are applicable locally and consistently applied internationally. 

 

As AI becomes more sophisticated and pervasive, so too will its ethical implicat ions 

and the requirement for strong regulatory frameworks increase. The complexity and 

urgency of issues like data privacy, consent, prejudice, and accountability will only 

increase. To ensure that AI is utilised responsibly and ethically, agencies will need to 

collaborate closely with regulators, technology suppliers, and other stakeholders to set 

standards and procedures. Ransbotham et al. (2017) stress that in order to uphold 

public confidence and adhere to legal obligations, AI systems must be transparent and 

accountable. 

 

New Roles and Business Models: will run on drastically altered business models. 

According to Iansiti & Lakhani (2020), AI is changing every aspect of business, and 

in order for agencies to remain relevant, they will need to change as well. This may 

include switching to continuous, AI-driven brand interaction platforms instead of 

conventional campaign-based methods. Traditional professions will change to need a 

comprehensive grasp of AI and its ramifications, while new roles concentrating on AI 

strategy, data ethics, and human-AI collaboration will arise. 

  



 

WHAT WE NEED HUMAN FOR IN THE MARKETING OFFICE IN THE 

FUTURE? 

The need for marketing professionals to enhance their skill sets and adapt as AI is 

incorporated into marketing is becoming more and more evident. In the marketing 

office of the future, human skills, ethical considerations, and AI capabilities all come 

together to form a centre where technology is not the only dominant force. 

First off, in the context of AI, marketing experts play a role that goes beyond simple 

technological competence. It includes a thorough comprehension of strategy 

execution, where human judgement plays a critical role in deciphering and using AI-

generated data. In addition to using AI to support data-driven decision-making, this 

strategic role entails comprehending the constraints and possible biases of AI 

algorithms (Kumar et al., 2016). Marketing experts will have to evaluate AI results 

seriously and incorporate these ideas with broader market knowledge and human 

judgment. 

Marketing experts also need to make sure that, as AI continues to tailor client 

experiences, personalised tactics don't violate ethical or consumer privacy rules. One 

important area of concentration is striking a careful balance between privacy and 

personalisation. Martin (2019) emphasises the significance of using AI ethically and 

managing data responsibly. Building long-term client connections requires marketing 

professionals to negotiate these issues while upholding consumer trust. 

The requirement for constant learning and adaptability is another important factor. The 

fast progression of artificial intelligence technology demands that marketing 

professionals continue to learn and hone their skills. They have to keep up with the 

most recent developments in AI, including tools, ethics, and trends (Huang & Rust, 

2018). Understanding various client settings is part of this ongoing learning, 

particularly as international markets grow more interconnected and varied in terms of 

AI adoption and literacy. 

The human component is still vital in customer relationship management. Strong 

customer connections are mostly dependent on human empathy, innovative problem-



 

solving, and ethical judgement, even with AI's increasing powers in analysing 

consumer data and forecasting behaviours (Kotler & Keller, 2016). AI must be 

skillfully used by marketing professionals as a tool to complement, not replace, the 

human elements of marketing. 

When adopting marketing AI solutions, human consultancy plays a crucial role by 

highlighting value-added sales and individualised service. According to Kumar et al. 

(2016), human advisors serve as a bridge between sophisticated AI technology and 

consumer comprehension, guaranteeing that the solutions meet the demands and goals 

of the latter. They are essential in deciphering AI findings and data and converting 

them into customer-relevant and understandable actionable solutions. 

 

In addition, human advisors bring value by being aware of the particulars of a client's 

industry and offering customised counsel that artificial intelligence cannot match. 

Building connections and trust via human contact in sales and consultation is critical 

for sustaining long-term client engagement (Huang & Rust, 2018). When it comes to 

marketing AI, human advisors assist ensure a seamless fusion of AI capabilities with 

human insights and creativity by not only facilitating the adoption of these 

technologies but also helping to integrate them into the larger marketing plan. 

  



 

RESEARCH METHODOLOGY 

This chapter presents a methodology to study AI in marketing using a survey-based 

approach that is suited to the exploratory and descriptive nature of this research. This 

method has been chosen precisely because it effectively provides a comprehens ive 

picture of the current use, perspectives and trends in AI among marketing 

professionals. 

This chapter presents a methodology to study AI in marketing using a survey-based 

approach that fits the exploratory and descriptive nature of this research. This method 

has been chosen specifically to effectively provide a comprehensive picture of the 

current use, perspectives and trends of AI among marketing professionals. 

The target population of the study is a diverse group of marketing professiona ls, 

including digital marketers, strategists and content producers, all of whom are likely 

to have varying degrees of AI interaction in their roles. The use of a purposive 

sampling methodology will ensure that participants who can provide informed insights 

are selected for the study. This approach will enable the collection of data that is both 

relevant and reflective of a range of experiences in the marketing industry. 

Data collection will be carried out through an online survey, which is an effective and 

efficient tool for reaching a wide professional audience. The survey is designed to 

include demographic questions to provide information on the background of 

respondents, and closed questions to quantitatively assess the extent and nature of the 

use of AI in marketing tasks. This includes the frequency of AI tool use, the types of 

tools used and their perceived effectiveness in marketing. 

Prior to the actual implementation of the survey, pilot testing will be conducted with a 

selected group of marketing professionals. This preparatory phase is crucial to ensure 

that the survey questions are clear, relevant and unbiased. Feedback from this pilot 

group will be used to refine the questionnaire and ensure that it accurately captures the 

necessary information. 

 



 

In terms of data analysis, the responses to the closed questions in the survey 

will be analysed using statistical software. The analysis will include both descriptive 

and inferential statistics to understand in detail the patterns and correlations present in 

the data. The use of such robust statistical methods ensures a comprehensive analysis 

of the quantitative aspects of the survey. 

Ethical considerations are central to this study. To ensure informed consent, the study 

will provide participants with detailed information about the purpose of the study, the 

processes and their rights, including the possibility to withdraw from the study at any 

time. The anonymity and confidentiality of respondents will be strictly preserved and 

no personal identifying information will be collected. In addition, all data collected 

will be stored securely and only the research team will have access to it, ensuring that 

it is used only for the intended research purposes. 

This methodology, with its emphasis on a detailed and ethical approach to data 

collection and analysis, is designed to provide valuable insights into the practical 

applications and perceptions of AI among marketing professionals. The results of the 

study are expected to contribute significantly to the understanding of the role and 

impact of AI in marketing. 

The survey mentioned is being conducted using the SurveyMonkey suite of services. 

SurveyMonkey is a tool specifically developed to facilitate the creation, distribution, 

and analysis of surveys. It offers a range of features that make it a convenient choice 

for conducting research surveys, including customizable templates, ease of 

distribution, and robust data analysis capabilities. This platform is particularly useful 

for its user-friendly interface and ability to reach a wide audience efficiently. 

 

 



 

Providing further details on the reasoning behind each survey question: 

To ensure that survey questions are scientifically sound and accurately measure AI-

related concepts in marketing, they should be based on or justified by existing research 

in the field. This section justifies the questions selected for the survey, indicating the 

source and scientific debate on which the questions are based. 

1. Marketing-Related AI Implementation Areas: Kumar et al. (2016) go into great 

detail on a range of AI applications in marketing, from data analysis to 

customised customer experiences. In line with the conclusions of Kumar et al. 

about the variety of uses of AI in marketing, this question is intended to assess 

the particular domains in which marketing professionals are utilising AI. 

 

2. Assessing the Effect of AI on Campaign Efficiency: Davenport et al. (2020) 

provide examples of how AI might enhance decision-making and operational 

effectiveness. This inquiry seeks to determine the marketing experts' 

perceptions on AI's influence on the effectiveness of marketing campaigns, a 

crucial finding from their research. 

 

3. Commonly Used AI Tools in Marketing: The kinds of AI tools that are 

employed in marketing strategies are directly related to the real-world uses of 

AI. Huang & Rust (2018) talk about the use of AI technologies in marketing 

and other service-related businesses. In keeping with their discussion on AI 

tool adoption, this inquiry aims to determine which AI tools are widely used. 

 

4. The Impact of AI on Creative Processes: Bughin et al. (2017) investigate how 

AI interacts with creative endeavours. In line with their findings on how AI is 

changing creative parts of business, this inquiry explores the impact of AI on 

creative processes in marketing. 

 

5. Problems with AI Integration: It's critical to address the real-world problems 

with AI integration. West et al. (2019) talk about how adopting AI would affect 

management. This inquiry seeks to identify obstacles that marketing 



 

professionals must overcome in order to overcome the adoption of AI, as noted 

in their research. 

 

6. AI and Human Judgement Balance: One of the most important aspects of 

integrating AI in business is striking a balance between human judgement and 

AI-driven decision-making. Boden (2016) highlights the interaction between 

human intuition and AI capabilities. Reflecting Boden's observations, this 

question aims to ascertain how this equilibrium is viewed in marketing. 

 

7. AI's Effect on Customer Engagement: Grewal et al. (2020) point out the ways 

in which AI improves customer engagement and relationships. In line with the 

findings of Grewal et al. about the use of AI in customer relationship 

management, this question aims to collect empirical data regarding the 

influence of AI on consumer involvement in marketing. 

 

8. Ethical Issues with AI Deployment: There are a lot of ethical issues with AI 

use in marketing. Martin (2019) talks about the moral dilemmas that AI 

presents. This topic explores the moral issues that marketers examine, 

mirroring the moral dilemmas that Martin delineated. 

 

9. AI's Potential Future advances in Business: Agrawal et al. (2018) examine AI's 

possible future advances in marketing. In keeping with Agrawal et al.'s 

forecasts, this question seeks to gather opinions about how artific ia l 

intelligence (AI) will change marketing over the next five years. 

 

10. Key Competencies for an AI-Driven Marketing Environment: The intricac ies 

of artificial intelligence in marketing contexts are covered by Kaplan & 

Haenlein (2019). This question, which resonates with Kaplan & Haenlein's 

research on negotiating AI difficulties, defines the skill sets required in an AI-

driven marketing environment. 

  



 

RESULTS OF THE STUDY 

Synopsis 

The integration and impacts of artificial intelligence (AI) in marketing are examined 

in this research, along with an assessment of the technology's effectiveness, frequently 

used tools, impact on creative processes, difficulties encountered, and potential 

applications. Significant new information on the application of AI in digita l 

advertising, customer relationship management, content development, data analysis, 

and other domains was uncovered by a survey of 17 specialists. The results show that 

AI has a beneficial effect on marketing campaign effectiveness, and a significant 

percentage of participants recognised that AI may considerably improve creativity. But 

there are also significant obstacles, such technological complexity and a shortage of 

qualified staff. The study also looks at the moral issues surrounding the use of AI in 

marketing and projects that this field will become much more significant in the next 

five years. 

Description and analysis of the data 

17 marketing experts were carefully chosen to represent a wide range of marketing 

skills in the poll, which collected insights from them. The target audience for the 

survey was purposefully broad, including those who had worked in academic research 

or marketing jobs in addition to those who are presently employed in the field. This 

deliberate choice made sure that the poll included views from theoretical or research-

based sources about the application and implications of AI in marketing, in addition to 

real-world, hands-on experiences with the technology. 

Employees of media agencies accounted for a sizable part of the responses, suggesting 

a robust representation of professionals with firsthand experience in the dynamic nexus 

of digital technology, marketing, and advertising. These people are frequently at the 

vanguard of integrating AI-driven tactics into marketing efforts, which makes their 

perspectives especially helpful for deciphering the industry's present trends and 

potential future paths. 



 

The respondents' ages ranged from working-age individuals to more experienced 

professionals with a wealth of marketing-related experience. Younger respondents are 

likely more accustomed to digital technologies and may offer new insights into the 

application of AI in marketing. The results are further enhanced by the age variety, 

which represents a broad range of perspectives and experiences that can contribute to 

a thorough comprehension of AI's current and future possibilities in marketing 

operations. 

 

Techniques 

A survey strategy was used in the study to collect responses from 17 marketing experts 

in different industries. The questionnaire was designed to gather information on the 

particular sectors of marketing where artificial intelligence (AI) is being employed, as 

well as the impact it has on campaign efficiency, frequently used AI tools and 

solutions, influence on creative processes, problems faced, and ethical issues. 

Furthermore, participants were questioned on their opinions regarding the changing 

role of AI in marketing and the essential skills needed in an AI-driven marketing 

environment. 

Outcomes 

Application of AI in Marketing Domains: 

According to the study results, AI technologies are being applied in a variety of 

marketing fields. Digital advertising has the greatest application rate (29.41%), closely 

followed by content production and data analysis (23.53%). Significant AI use was 

also seen in customer contact management and other, unidentified domains. 

Effect on the Effectiveness of Marketing Campaigns: 

The majority of respondents (82.35%) said AI had a positive effect on the effectiveness 

of marketing campaigns; 29.41% saw this as substantially positive and 52.94% saw it 

as moderately good. 17.65% of respondents adopted a neutral position, and no adverse 

effects were noted. 



 

Typical AI Instruments and Solutions: 

The most widely utilised technologies were found to be AI-driven content creation 

tools (35.29%), followed by programmatic advertising platforms (23.53%), chatbots 

(17.65%), and predictive analytics. Tools for customer segmentation were used less 

frequently. 

Impact on the Process of Creativity: 

A majority of respondents (58.82%) recognised a slight boost in creativity, whereas 

no respondents claimed AI considerably enhances it. A sizeable percentage (29.41%) 

felt that AI had no discernible effect, indicating the variable impact of AI on marketing 

creativity. 

Integration Challenges with AI: 

The main issues that organisations faced were technical complexity and a shortage of 

trained workers, as reported by 31.25% and 37.50% of participants, respectively. 

Though to a lesser degree, resistance to change and ethical issues were also seen. 

Moral Aspects to Take into Account: 

Prioritising data security and privacy over other ethical issues was highlighted by 

58.82% of participants. Transparency, fairness, and bias were also major issues, 

highlighting the need of using ethical AI in marketing. 

AI's Role in Marketing in the Future: 

Within the next five years, 94.12% of participants expect AI to play a bigger role in 

marketing, with 76.47% predicting a significant rise. This implies a strong conviction 

in the increasing influence of AI on the development of marketing tactics in the future.  

Crucial Knowledge for AI-driven Promotion: 



 

52.94% of respondents said that being proficient in AI and machine learning was the 

most important talent for marketing professionals. Data analysis, creative problem-

solving, legal and ethical knowledge, and emotional intelligence are other critical 

abilities. 

Discussion: 

The discussion surrounding the integration of AI in marketing touches upon a 

multifaceted landscape where innovation intersects with ethical responsibility. In 

findings, several key areas emerge for extended discussion. 

1. The Role of AI in Shaping Consumer Experiences 

AI technologies, especially in digital advertising and content creation, are significantly 

enhancing personalized consumer experiences. The use of AI-driven analytics and 

predictive modeling allows for a deeper understanding of consumer behavior, enabling 

marketers to tailor their strategies more effectively. However, this raises questions 

about privacy and the extent to which consumers are comfortable with their data being 

used to personalize marketing efforts. The balance between personalization and 

privacy remains a critical area for ongoing dialogue among marketers, consumers, and 

regulators. 

2. Bridging the Skills Gap 

The scarcity of skilled personnel in AI technologies is a considerable barrier to its full 

potential in marketing. This challenge underscores the importance of educationa l 

initiatives and training programs focused on AI and data analytics. Moreover, fostering 

a culture of continuous learning within organizations can empower existing marketing 

professionals to adapt to the evolving landscape. Collaborations between academia and 

industry could also play a pivotal role in preparing the next generation of marketers 

for an AI-driven future. 

3. Enhancing Creativity through AI 



 

While our findings suggest that AI moderately enhances creativity in marketing 

practices, this area warrants further exploration. The intersection of AI and creativity 

could lead to innovative approaches to content creation and campaign design. 

However, the reliance on AI tools must be balanced with human intuition and 

creativity to ensure that marketing campaigns remain engaging and authentic. The 

development of AI tools that augment rather than replace human creativity could be a 

fruitful area for future research and development. 

4. Ethical AI Use in Marketing 

The ethical considerations highlighted by our study, particularly in data privacy, bias, 

and transparency, are pivotal for the sustainable integration of AI in marketing. 

Establishing clear ethical guidelines and practices is essential to maintain consumer 

trust and comply with regulatory requirements. As AI technologies evolve, so too must 

our ethical frameworks, ensuring they are robust enough to address emerging 

challenges. This ongoing process requires a collaborative effort from all stakeholders, 

including businesses, consumers, ethicists, and regulators. 

5. Future Prospects of AI in Marketing 

The anticipated major increase in the importance of AI in marketing over the next five 

years sets the stage for transformative changes. This evolution will likely see the 

emergence of new AI technologies and applications, further blurring the lines between 

digital and physical marketing realms. The dynamic nature of AI advancements 

necessitates a proactive approach to understanding and integrating these technologies, 

emphasizing the need for agility and foresight in marketing strategies. 

In summary 

The integration of Artificial Intelligence (AI) into marketing represents a paradigm 

shift, transforming traditional practices into data-driven, highly personalized 

strategies. Our findings illustrate that AI not only enhances the efficiency of marketing 

campaigns but also fosters a moderate improvement in creative outputs. However, this 

technological advancement is not without its challenges. Technical complexity and a 



 

scarcity of skilled professionals present significant hurdles, underscoring the need for 

comprehensive education and training programs tailored for the digital age. 

Moreover, as the digital landscape evolves, ethical considerations surrounding AI 

usage in marketing become increasingly critical. Issues such as data privacy, 

algorithmic bias, and transparency are at the forefront, demanding a concerted effort 

from organizations to adopt ethical guidelines and ensure responsible AI utilizat ion. 

This ethical dimension adds a layer of complexity but also an opportunity to foster 

trust and build stronger, more authentic relationships with consumers. 

Looking ahead, the anticipated growth in AI's significance in marketing over the next 

five years highlights an urgent need for professionals to adapt. This adaptation 

involves not only acquiring technical skills related to AI and machine learning but also 

developing an agile mindset capable of creative thinking, ethical reasoning, and 

emotional intelligence. As AI technologies continue to advance, the marketing field 

must embrace continuous learning and innovation to stay relevant. 

In conclusion, AI's impact on marketing is profound and multifaceted, offering 

opportunities to revolutionize how businesses engage with their audiences. By 

addressing the challenges of technical complexity, skill gaps, and ethical concerns, the 

marketing industry can leverage AI to not only achieve greater efficiency and 

creativity but also to pave the way for more ethical and meaningful consumer 

interactions. As we move forward, the integration of AI in marketing will undoubtedly 

continue to evolve, setting new standards for personalized, efficient, and ethically 

responsible marketing practices. 

References 

This study does not cite outside sources; instead, it is based on original survey data 

obtained from marketing experts. To further comprehend AI's influence on marketing, 

future study might benefit from a larger sample size and comparison studies across 

other industries. 

 



 

 

 

 

 

 

 



 

THE ANSWER TO THE RESEARCH QUESTION AND THE BUSINESS 

CONTRIBUTION 

The study question examines the complex interactions that occur between artific ia l 

intelligence (AI) and human knowledge in marketing firms. It focuses on jobs that 

need human involvement, components that AI may replace, the wider effects of 

integrating AI, and the problems that come with it. 

Tasks and Issues Necessitating Human Intervention: 

Subtle roles that people play in marketing agencies, particularly when it comes to 

integrating AI. In light of AI's potential and constraints, the thesis offers a thorough 

analysis of the dynamic interaction between human creativity, judgement, and 

emotional intelligence. 

Human Creativity: The thesis emphasises the indispensability of human creativity 

despite AI's expanding importance in ideation and content production. Artific ia l 

intelligence (AI) is capable of producing material and even imitating some creative 

processes, but it is not creative enough to fully innovate or grasp the subtle cultura l 

and emotional aspects that appeal to viewers. Campaigns that truly engage and move 

the target audience may be created thanks to the innovative and highly sympathet ic 

innovation that human marketers bring to the table 

Strategic Decision-Making: AI greatly aids in data analysis and predictive modelling, 

offering insightful information that may guide marketing strategy. This leads to 

strategic decision-making. However, using human intuition and strategic thinking is 

necessary to interpret these findings in the larger context of market trends, competitive 

landscapes, and consumer psychology. The thesis emphasises the value of human 

knowledge in making complicated judgements that AI cannot handle on its own, 

especially in markets that are unpredictable or changing quickly.  

 

Ethical and Regulatory Considerations: Work highlights the moral conundrums and 

legal difficulties that arise from using AI in marketing. Navigating complicated and 

diverse issues like data privacy, algorithmic bias, and the ethical use of consumer 



 

information requires a human viewpoint. Marketers need to weigh the advantages of 

AI-driven personalization with the ethical considerations of consumer rights and data 

protection, a task that demands critical thinking and moral judgment beyond AI's 

capabilities. 

Elements Replaceable by AI 

Marketing Data Analysis and Insights Generation: Artificial Intelligence greatly 

enhances the efficacy and efficiency of data analysis. Marketing companies may 

analyse enormous volumes of data to find previously missed patterns, trends, and 

insights by utilising machine learning algorithms. By optimising marketing tactics and 

personalising consumer interactions based on actionable insights, this capacity 

facilitates greater data-driven decision-making. 

Content Creation and Personalisation: By making it possible to create personalised 

content at scale, AI-driven technologies are completely changing the content 

marketing landscape. To improve engagement and conversion rates, machine learning 

models and natural language generation (NLG) may generate tailored and pertinent 

content for various target categories. A more specialised and effective approach to 

content creation is made possible by this automation, which also includes social 

network postings, email marketing, and dynamic website content marketing. 

Customer Segmentation and Targeting: By examining consumer behaviour, interests, 

and engagement across a variety of channels, artificial intelligence (AI) improves the 

accuracy of customer segmentation. This makes it possible to use more complex 

targeting techniques, which boosts the efficacy of marketing campaigns by allowing 

marketing firms to target particular client segments with offers and messaging that are 

highly relevant to them. 

AI is a key component in optimising programmatic advertising, which automates the 

real-time purchase and placement of advertisements. Artificial intelligence (AI) 

algorithms can determine the best ad locations and timings by evaluating data on 

consumer behaviour and preferences. This maximises the return on investment for 

advertising campaigns. 



 

Predictive Analytics: Marketing organisations may foresee future customer 

behaviours, market trends, and campaign outcomes by utilising AI in predictive 

analytics. AI models may anticipate which methods are likely to be most successful 

by evaluating past data, allowing for proactive modifications to marketing efforts. 

Chatbots and Customer Service: AI-driven chatbots offer immediate, round-the-clock 

assistance and support, managing questions, making product suggestions, and even 

fixing typical problems. While freeing up human resources for more difficult customer 

support activities, this automation enhances the customer experience. 

Market Research: Artificial Intelligence (AI) improves market research by rapidly 

analysing big datasets, such as customer feedback, online reviews, and social media 

conversations, to extract insights about market trends and consumer preferences. 

Product development activities and more informed strategic decisions are supported 

by this competence. 

Increasing Knowledge of AI Functions and Related Issues: 

The thesis emphasises how critical it is to comprehend both the potential and 

constraints of AI. Marketing experts must understand both the possible ethical and 

privacy issues raised by AI and how it may be used to improve marketing efforts. 

Artificial intelligence (AI) presents a number of issues, including data biases, lack of 

transparency ("black box" algorithms), and the potential to replace jobs, but it may 

also automate data-driven processes and deliver insights at a scale not possible for 

people alone. The ethical integration and application of AI in marketing require 

knowledge of and instruction in these areas. 

Techniques for Striking the Right Balance  

 

In order to strike the perfect balance between technology and human interaction, 

marketing companies should concentrate on developing a team that is knowledgeab le 

in both AI technologies and conventional marketing fields. This calls for constant 

learning and instruction in data science, morality, and original problem-solving 



 

techniques. Agencies should also create moral standards for the application of AI that 

put the privacy, security, and openness of consumers first. 

Leveraging the complimentary qualities of artificial intelligence and human creativity 

is the way forward for marketing. Efficiency, innovation, and ethical standards are 

likely to be at the forefront for agencies that successfully incorporate AI into their 

operations while maintaining and appreciating human insight and creativity. In order 

to achieve better marketing results and address the practical and ethical challenges 

posed by AI integration, research offers a thorough road map for navigating the rapidly 

changing field of artificial intelligence in marketing. The research emphasises the need 

for a balanced approach that makes use of both AI and human capabilities. 



 

FURTHER RESEARCH PROPOSALS AND FUTURE PROSPECTS 

Introduction 

This paper discusses potential areas for further research and considers the future 

trajectory of AI in the marketing domain. 

Further Research Proposals 

Longitudinal Studies on AI's Impact:  

There is a need for longitudinal research to assess the long-term effects of AI on 

marketing efficiency, consumer behavior, and business outcomes. Such studies could 

provide deeper insights into how AI-driven strategies influence brand loyalty, 

consumer satisfaction, and overall market dynamics over time. 

Cross-Industry Comparative Studies:  

Exploring how AI integration in marketing varies across different industries could 

uncover unique challenges and opportunities. This comparative approach would help 

identify best practices and sector-specific strategies for leveraging AI. 

Consumer Perception and Trust:  

Investigating consumer perceptions of AI in marketing, particularly regarding data 

privacy, personalized advertising, and customer engagement, is crucial. Research in 

this area could inform more ethical and consumer-friendly AI applications. 

AI and Creativity:  

Further research is needed to explore the relationship between AI and creativity in 

marketing. Studies could examine how AI tools can complement human creativity to 



 

produce innovative content and campaigns, and whether this synergy can enhance 

consumer engagement. 

Skills and Training for AI Integration:  

With the skills gap identified as a significant barrier, research into effective training 

programs and educational curricula could support the development of AI proficiency 

among marketing professionals. This includes understanding the balance of technica l, 

analytical, and creative skills required in an AI-driven marketing landscape. 

Future Prospects 

Advancements in AI Technologies:  

Continuous advancements in AI will likely introduce new tools and capabilities for 

marketers. Predictive analytics, natural language processing, and machine learning 

algorithms are expected to become more sophisticated, offering even more precise 

insights and automation opportunities. 

Ethical AI Frameworks:  

As ethical considerations gain prominence, the development of comprehensive ethical 

frameworks for AI in marketing is anticipated. These frameworks would guide the 

responsible use of AI, emphasizing transparency, fairness, and respect for consumer 

privacy. 

Integration of AI with Emerging Technologies:  

The convergence of AI with other emerging technologies such as augmented reality 

(AR), virtual reality (VR), and blockchain could open new frontiers in marketing. This 

integration has the potential to revolutionize customer experiences, offering immers ive 

and secure interactions. 

 



 

Regulatory Evolution:  

With the increasing integration of AI in marketing, regulatory standards are expected 

to evolve. Future regulations may address data privacy, algorithmic transparency, and 

the ethical use of AI, shaping the framework within which marketers operate. 

AI and Customer Centricity:  

The role of AI in enhancing customer-centric marketing strategies is likely to expand. 

By enabling more personalized and engaging customer experiences, AI can play a 

pivotal role in building stronger customer relationships and driving brand loyalty. 

 

 

 

 

 

 

 

 

 

 



 

INFORMATION SEARCH AND EVALUATION OF REFERENCES 

The publisher, the writers' backgrounds, the kind of publishing, and the publicat ion 

setting are some of the variables that come into play when evaluating the validity of 

sources and the presence of peer review. Based on the broad standards for the specified 

sources, the brief evaluation that follows is provided: 

Peer-reviewed journal publications may be found in IEEE Intelligent Systems, the 

Journal of Economic Literature, and the Journal of the Academy of Marketing Science. 

This indicates that before publishing, they went through a thorough peer review 

procedure. Most of these authors—Acquisti, A., Taylor, C., Wagman, L., and others—

are scholars or researchers with backgrounds in related fields. These sources are 

regarded as trustworthy in general. 

Conference papers often go through a peer review procedure before being presented 

at conferences like the International Conference on Machine Learning. Peer review 

procedures for conferences, particularly those founded in the domains of computer 

science and engineering, can be just as stringent as those for journals. 

Books and book chapters are subject to a selection and review process, albeit one that 

might not be as stringent as peer review for journal articles, when they are published 

by academic publishers like Oxford University Press, Cambridge University Press, 

Harvard Business Review Press, and MIT Press. Press, author, and editor reputations 

all affect reliability. Books like "AI: Its Nature and Future" by Boden, M. A., and "The 

Black Box Society" by Pasquale, F., are probably trustworthy sources,given the 

expertise of the authors and the reputation of the publishers. 

Industry reports and white papers: while they might not undergo the same level of peer 

review as academic publications, documents from respectable organisations like 

Forrester Research and McKinsey Global Institute are usually trustworthy. These 

resources are useful for analysis, trends, and insights into the sector. 

Other sources: while some sources, including blog posts or guidelines from HubSpot, 

offer industry insights or helpful advice and might be helpful in specific situations, 



 

they might not be as trustworthy as scholarly publications that have undergone peer 

review. They may, nonetheless, be reliable, particularly if they are released by 

reputable companies or well-known authorities in the industry. 

In summary, the sources listed range from peer-reviewed academic publications, 

which are highly reliable, to industry reports and various online content, which may 

also be reliable but may have a different purpose (e.g. practical guidance, industry 

views). The nature of the publication, the review process it has undergone, the 

authority of the authors in the subject area and the reputation of the place of publicat ion 

have been taken into account when assessing reliability. 



 

CONCLUSIONS 

Artificial intelligence (AI) and its application to marketing signify a paradigm change 

towards more data-driven, individualised, and effective strategies. This study has 

clarified the complex effects of AI technologies across a range of marketing 

disciplines, including digital advertising, customer relationship management, content 

production, data analysis, and reporting. It is based on empirical survey research and 

a thorough literature evaluation. 

The majority of respondents indicated a somewhat to highly good effect, which 

highlights the significant beneficial impact of AI on marketing campaign efficiency. 

These results demonstrate AI's capacity to use massive amounts of data for intelligent 

analytics, predictive modelling, and customised content creation; they also support the 

academic consensus about AI's revolutionary potential to improve marketing tactics 

(Kaplan & Haenlein,2019; Huang & Rust, 2018). 

According to survey respondents, AI-driven content creation tools, programmatic ad 

networks, and predictive analytics are widely used in marketing strategies. This is 

consistent with scholarly discussions about AI's potential to automate and optimise 

traditional marketing techniques (Li & Kannan, 2020). In line with the literature 

emphasising the necessity for marketers to have a combination of technical, creative, 

and ethical skills in an AI-driven environment, the integration of AI does, however, 

also present challenges, most notably technical complexity and a shortage of skilled 

personnel (Davenport, Guha, Grewal, & Bressgott, 2020). 

Even though AI can improve creativity in marketing strategies, a sizable percentage of 

respondents felt that it had no appreciable effect on creative processes. This research 

suggests more research on the topic of how to preserve human intuition and 

inventiveness in the face of technological advancement—a topic that has generated 

discussion in academic circles regarding the relative merits of human creativity versus 

AI's analytical prowess (Boden, 2018; McAfee & Brynjolfsson, 2017). 

 

Furthermore, the poll found that respondents had a varied opinion about how to strike 

a balance between human judgement and AI-driven decision-making, with the 



 

majority supporting human supremacy. In order to ensure that ethical issues like data 

privacy, prejudice, and transparency are appropriately handled, this represents the 

academic case for a symbiotic connection between AI and human knowledge (Wirtz 

et al., 2020). 

Given that respondents to the study expect artificial intelligence (AI) to play a larger 

role in marketing over the next five years, developing a workforce with skills in data 

analysis, AI and machine learning, ethical reasoning, and creative thinking is essential. 

These skill sets will be essential for navigating the changing field of AI-driven 

marketing and ensuring that businesses can use AI to improve operational efficiency 

and consumer engagement while lowering risks. 

 

 

 

 

 

 

 

 

 



 

SUMMARY 

The thesis provides a thorough investigation of the implementation of artific ia l 

intelligence (AI) across a range of marketing channels, emphasising the areas in which 

AI improves efficiency and the crucial roles played by human intuition and creativity. 

Digital advertising, content creation, and data analysis are among the primary areas of 

AI use in marketing that are identified by the thesis through a poll of marketing experts 

and an extensive assessment of the literature. It also describes the major obstacles to 

AI integration, including staff shortages and technological complexity. 

The paper addresses the moral issues related to artificial intelligence in marketing, 

emphasising data security, privacy, and openness. Over the next five years, it predicts 

that artificial intelligence (AI) will play a bigger part in marketing. It highlights the 

fundamental abilities needed in an AI-driven marketing environment, including data 

analysis, creative problem-solving, emotional intelligence, and machine learning and 

AI expertise. 

The results show that AI increases marketing efforts' efficiency while also somewhat 

boosting originality. But there are also major obstacles, such technological complexity 

and a lack of qualified personnel. The thesis advocates for ethical norms to promote 

responsible AI utilisation in marketing, concluding that ethical issues in AI usage will 

become crucially relevant as the digital ecosystem advances. 

This thorough investigation adds to our understanding of how artificial intelligence 

affects marketing and provides guidance for professionals integrating AI. It 

emphasises the need for continual learning and adaptation in the industry and urges for 

more investigation into the ethical, practical, and strategic implications of AI in 

marketing. 
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ATTACHMENTS 

Annex 1. screenshots of the research questions 

 



 

 



 

 

Source: 

https://fi.surveymonkey.com/create/preview/?sm=37y9i_2B3jVIOucE5vojAlz61kw

UQtad_2BpMCdV_2FwNc2_2B8_3D date:24.01.2024. 
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Annex 2. report on the use of artificial intelligence 

 

1. AI Applications Utilized: 

Throughout the thesis process, ChatGPT 4.0 served as the primary AI application. Its 

role was limited to brainstorming ideas, designing the structure of the thesis, and 

suggesting avenues for sourcing relevant literature. 

Transparency Evaluation: 

ChatGPT 4.0, developed by OpenAI, operates on vast datasets encompassing diverse 

fields of knowledge. While its ability to generate coherent and contextually relevant 

responses is profound, the application's decisions are based on patterns learned from 

these datasets rather than human-like understanding or reasoning. Consequently, its 

outputs reflect the breadth of information it has been trained on, including the biases 

present in the training data. The background of OpenAI, prioritizing ethical AI 

development, impacts the application's outputs by striving for neutrality and broad 

knowledge representation, though the inherent biases cannot be entirely eliminated. 

2. Application Utilization in Thesis Components: 

Ideation and Structure Design: Utilized in the initial stages for brainstorming themes 

and structuring the overall layout of the thesis. ChatGPT 4.0 helped outline the main 

sections and provided suggestions for logical flow and coherence. 

Knowledge Search Guidance: While ChatGPT 4.0 directly didn't access external 

databases, it suggested potential databases and key literature sources based on the 

topic, facilitating a targeted approach to literature review. 

Text Editing: Assisted in refining the language and clarity of the draft sections, 

ensuring that the argumentation was coherent and the narrative flow was mainta ined 

across sections. 



 

 

Referencing Guidance: Provided examples and guidelines on proper citation styles and 

referencing, improving the academic rigor of the thesis. 

Source Analysis and Synthesis: Offered insights on how to critically evaluate and 

synthesize research findings, although the actual analysis and synthesis were 

conducted manually to ensure accuracy and relevance. 

3. Ensuring Information Accuracy and Scope: 

a. Accuracy Verification: The accuracy of information and suggestions provided by 

ChatGPT 4.0 was cross-verified with peer-reviewed articles, authoritative texts, and 

official publications. This dual-check mechanism involved comparing AI-generated 

insights with existing literature and empirical data to ensure reliability. 

b. Scope Sufficiency: To encompass diverse perspectives and ensure comprehens ive 

coverage, additional research was conducted beyond AI suggestions. This involved 

accessing academic databases, consulting with subject matter experts, and 

incorporating case studies and current research findings to validate and enrich the AI-

provided framework. 
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