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A Conceptual Model for Evaluating AI Implementation
in Marketing Strategy: A Comprehensive Study

Abstract

This study introduces a comprehensive conceptual model elucidating the transformative
impact of Al on marketing strategy. The model integrates all marketing processes into a
cohesive unit system, positioning Al-Enhanced analysis at its core. Emphasizing the
reciprocal relationship between Al and marketing, the model envisions a dynamic feedback
loop, fostering adaptive and data-driven strategies. By placing Al at the center, the model
highlights its pivotal role in shaping a seamless and customer-centric marketing landscape.
This framework transcends traditional juxtapositions, offering a holistic vision that propels

the industry toward enhanced efficiency and strategic decision-making.
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1. Introduction

In the dynamic business landscape, Al integration transforms how companies engage
customers and shape marketing strategies. This paper explores Al's potential in elevating
customer-centric and data-driven marketing. Crucial for businesses in a digital era,
understanding Al's influence on marketing is emphasized. The introduction establishes the
foundation, stressing the symbiotic relationship between Al and marketing. It highlights Al's
pivotal role in optimizing practices for heightened customer engagement, data-driven insights,
and effective strategies. The study, in line with Kumar, Rajan, Venkatesan, and Lecinski
(2019), underscores the substantial potential for customer value creation through Al

utilization.
1.1 Definition of Al

Artificial Intelligence (Al) is a dynamic technology, extending beyond robotics to subtly
impact daily life (Hildebrand, 2019). This paper defines Al as software tools emulating
human-like cognitive capabilities (Kumar et al., 2019). Al empowers machines for tasks
requiring human intelligence, seen in Amazon and Netflix addressing high-volume, lower-
value decisions with Al and Big Data (Duan, Edwards, Dwivedi, 2019). Models like GPT-3
excel in understanding and generating human-like text across applications. Al tools learn from
data, refining performance through machine learning, recognizing patterns, deciphering data
relationships, and making predictions based on history. Al's adaptability, driven by
personalized training and fine-tuned algorithms, allows specialization in diverse fields, from

healthcare to language translation (Kumar et al., 2019).
1.2 AI-Driven marketing strategy

Al-Driven marketing strategy involves systematically applying artificial intelligence (AI)
technologies to optimize marketing outcomes. It revolves around employing artificial agents
armed with consumer, competitor, and company knowledge to recommend and execute
marketing initiatives (Overgoor, Chica, Rand, and Weishampel, 2019). Recognizing data and
analytics as strategic assets (Provost & Fawcett, 2013), this approach integrates Al tools for
data analytics, customer segmentation (Huang & Rust, 2021), personalization, predictive
modeling, chatbots, and more. The core goal is to enhance customer engagement, refine
targeting, and foster business growth by automating tasks and optimizing marketing
endeavors. Al contributes by improving market segmentation, targeting, and positioning

strategies through multifaceted data analysis (Huang & Rust, 2021), bridging the gap between
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data-driven and theory-based analyses for enhanced outcomes (Chintalapati & Pandey, 2022).
This study presents a conceptual model, aiming to provide practical implications for both

academia and industry, comprehensively outlining Al's role in every marketing stage.
2. Background of Study

The impact of Artificial Intelligence (AI) on marketing is profound and wide-ranging,
offering businesses unprecedented capabilities to understand consumer behaviors, analyze
market trends, and deliver personalized interactions at scale. Al-powered marketing tools,
noted by Vlaci¢, Carbo, Costa e Silva, and Dabi¢ (2021), are central to understanding
consumer attitudes, beliefs, and behaviors. Customers and businesses benefit as Al aids
decision-making, the purchasing process, and ongoing communication (Golagb-Andrzejak,
2023). Marketing Al, as defined by Overgoor et al. (2019), involves creating artificial agents
proposing and executing marketing actions based on profound knowledge. This integration
not only introduces innovative dimensions to competition but also shapes new value networks
and approaches for organizing global economies (Hildebrand, 2019). Recognizing Al as a
substantial business advantage, 72% of marketers acknowledge its pivotal role (Mustak,
Salminen, Plé¢e, and Wirtz, 2021). Al's influence extends across marketing domains,
impacting customer experience, operations, and decision-making (Chintalapati & Pandey,
2022). A Gartner survey cited by Duan et al. (2019) indicates 59% of organizations are in the
early stages of developing Al strategies, signifying ongoing adoption. To understand Al's
potential in marketing, this study provides a comprehensive overview, emphasizing data
analytics, customer engagement, and content generation as central pillars (Chintalapati &
Pandey, 2022). Kumar, Ramachandran, and Kumar (2021) assert that effective Al
implementation requires data and its analysis, essential for training algorithms. Transparency
in data storage, utilization, and disposal gains significance in an era where data is valuable
(De Bruyn, Viswanathan, Beh, Brock, and Wangenheim, 2022). Organizations embracing
machine learning face shared challenges, emphasizing the significance of Al in contemporary
marketing strategies. Huang and Rust's (2021) strategic framework for Al in marketing is
insightful, yet a comprehensive examination suggests analyzing the entire system as a unified

entity.
3. Gaps and Ideas

Numerous studies underscore Al's impact on marketing, emphasizing that its true potency

stems from computational abilities and automation, particularly through advanced methods
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like deep learning. This is especially evident in tasks such as extensive data collection and
analysis (Provost & Fawcett, 2013; Overgoor et al., 2019). To comprehend fully how Al
influences marketing strategies, it's imperative to view all steps and processes as an integrated

unit, recognizing the pivotal role played by Al's data analysis capabilities.
3.1 Study method and objectives

This study relies on a well-rounded research methodology to gain comprehensive insights
into the integration of Al into marketing strategy. The chosen methodology includes a
literature review and an analysis of real-world applications. The literature review serves as the
theoretical foundation for understanding how Al influences marketing, delving into scholarly
articles, industry reports, and various sources to establish a robust knowledge base. It
examines the evolving trends in Al and their application to marketing, serving as the
theoretical framework for the subsequent discussions. The real-world applications examples
offer practical insights into how organizations are successfully leveraging Al to design

customer-centric marketing strategies.
4. The Basic Marketing Process Model
4.1 The Kotler marketing process model

This section introduces and discusses the marketing process model by Philip Kotler and
Gary Armstrong, which acts as the structural foundation for this study. Kotler's model

comprises five key stages that guide the marketing process (Figure 01):

Construct an

Understanding Design a integrated . Capture value
) . Build profitable
the marketplace customer-driven marketing . . from customers
. relationships and .
and customer marketing program that to create profits
R create customer
needs and strategy delivers super delioht and customer
wants values g equity

Figure 01: Basic marketing process model (Kotler & Armstrong, 2012)

In the initial four phases, organizations strive to gain insights into their customers,
cultivate the delivery of value to customers, and establish enduring customer connections. The
culminating fifth step represents the realization of the benefits derived from the creation of
exceptional customer value (Kotler & Armstrong, 2012) which you are demonstrated in Table

01.
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Step Label Description

Understanding the Analysis In this phase, businesses analyze market intricacies and customer

marketplace and preferences through data analysis, focusing on understanding

customer needs and customer satisfaction and market dynamics.

wants

Design a customer- | Strategy This pivotal stage emphasizes the data from customers in crafting

driven marketing customer-driven marketing strategies. It includes selecting target

strategy customers, defining a compelling value proposition, and outlining
strategic frameworks.

Construct an Implementation | The heart of this phase involves executing marketing programs to

integrated marketing deliver exceptional value. It translates the marketing strategy into

program that action using the marketing mix (Product, Price, Place, and

delivers super Promotion).

values

Build profitable Result This stage focuses on constructing enduring customer relationships

relationships and and delighting customers through effective marketing initiatives,

create customer with a foundation in customer value and satisfaction.

delight

Capture value from | Economic The final step involves capturing value from customers, leading to

customers to create | Results profits and the expansion of customer equity. It emphasizes

profits and customer fostering customer loyalty, increasing share of customer

equity engagement, and enhancing customer equity systematically.

Table 01: Description of Kotler marketing process model
4.2 The impact of AI on marketing processes

This section provides a comprehensive view of Al integration into data-driven and
customer-centric marketing strategies. It delves into the AI-Enhanced marketing process
model, emphasizing the central role of Al-powered analysis (Table 02). The model,
influenced by Overgoor et al. (2019), envisions marketing processes as interconnected,
operating cyclically with feedback loops (Figure 02). Each step is redefined as a new Block in
this model, showcasing Al's nuanced impact throughout the entire process (Table 03). This
holistic approach aims to elucidate the intricate interplay of Al applications across various
stages, emphasizing their significance in different implementation phases, supported by
examples from the real world, The model demonstrates the relations and intersections of all
processes as a single activity. This model contains 5 Blocks (Table 03) and 8 Areas (Table 04)
which are relations between Blocks (Interrelations are area between two Blocks while

Interplays are area between three Blocks).
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Old model New model
Analysis Al-Enhanced Analysis
Strategy Customer-Centric AI-Driven Marketing Strategy
Steps Implementation Blocks Integrated AI-Driven Marketing Program
Results Al-Driven PRM and CRM
Economic results Economic Impact Driven by Al

Table 02: The new model’s blocks

To provide a visual representation of new model, refer to Figure 02.

P
@

Economic Impact AI-Driven PRM
Driven by AI and CRM
AI-Enhanced
Analysis

Customer-Centric

AI-Driven 1 f.ltegrated A I..
; Driven Marketing
Marketing .
Strategy rogram

\/

Figure 02: AI-Driven marketing process model

Blocks Description

Al-Enhanced Al as highlighted by Kumar et al. (2019), surpasses human innovation capabilities,

Analysis offering real-time insights into customer preferences and market trends through data
collection, predictive analytics, and sentiment analysis. This revolution facilitates
intelligent data management for precise customer segmentation and competitive analysis.
Businesses leverage Al's prowess in processing vast data, predicting trends, and analyzing
sentiment, gaining a competitive edge with proactive responses and tailored marketing.
Notable AI-Enhanced analysis tools like Google Analytics and Adobe Analytics aid
marketers in understanding customer behavior, preferences, and trends, facilitating data-
driven marketing strategies.

Customer- In response to the demand for personalized content, Al transforms marketing strategies

Centric Al- (Kumar et al., 2021). Marketers use Al for decisions in segmentation, targeting, and

Driven positioning (Huang & Rust, 2021). Al creates detailed customer profiles, categorizing

Marketing individuals into dynamic segments prioritized for potential revenue (Sterne, 2017).

Strategy Recommendation engines enhance experiences, driving cross-selling and upselling. Al
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conducts competitive analysis, aligns content with expectations, and adjusts positioning in
real-time. This customer-centric Al strategy, exemplified by Salesforce Audience Studio
and HubSpot, maximizes effectiveness and relevance in today's dynamic market.

Integrated Al-
Driven
Marketing
Program

Al transforms corporate operations, predicting product offerings through autonomous
analysis of customer transactions (Kumar et al., 2019). This impact spans product design,
dynamic pricing, distribution, and promotion. Al enables customized product design, real-
time pricing adjustments (Davenport, Guha, Grewal, and Bressgott, 2019), optimized
distribution, and enhanced promotions through personalized campaigns. Examples like
Dynamic Yield and Optimizely highlight AI's role in elevating customer experiences and
shaping modern business practices.

AlI-Driven PRM
and CRM

Al integration with PRM and CRMs is transforming relationships (Kumar et al., 2021). Al
platforms enhance engagement, improve forecasting, and automate marketing (Vlacic et
al.,, 2021). Advanced data mining identifies trends proactively, aligning products precisely
with customer demands (Kumar et al., 2021). This strategy fosters real-time interactions,
eliminating intermediaries. Al shapes customer and partner relationships and influences
the broader business landscape (Kumar et al., 2021). This Block highlights Al's impact on
customer retention, personalized communications, churn prediction, and optimized loyalty
programs. In PRM, Al-driven analytics, collaborative platforms, and secure data sharing
optimize joint decision-making. Examples like Chatfuel, Intercom and Allbound use Al-
driven CRM and PRM with chatbots, enhancing customer service and boosting sales.

Economic
Impact Driven
by Al

Al revolutionizes marketing, enhancing customer satisfaction, loyalty, and optimization
(Kumar et al., 2021). Al-driven initiatives prioritize a data-driven, customer-centric
approach, aiming to capture value, boost profits, and expand market share. Sections delve
into sentiment analysis, loyalty programs, customer lifetime value modeling, churn
prediction, and competitive analysis, showcasing Al's profound impact on economic
results and strategic marketing. Kenshoo and AdRoll exemplify Al-driven economic
impact, optimizing digital advertising ROL

Table 03: The New models block’s descriptions

To obtain a comprehensive understanding of this innovative model, we present

explanations for eight distinct areas as outlined in Table 04.

Area

Description

1-Interrelation between
Customer-Centric Al-
Driven Marketing Strategy
and Al-Enhanced Analysis

Huang and Rust (2021) emphasize Al's role as an analytical powerhouse,
extracting actionable insights from extensive datasets. This integration
enables predictive analytics, fraud prevention, and targeted advertising. The
seamless incorporation of Al-driven insights into the marketing strategy
empowers precise customization. The iterative feedback loop ensures
adaptability in real-time, promoting continuous refinement and business
agility (Davenport et al., 2019).

2-Interrelation between
Integrated AI-Driven
Marketing Program and Al-
Enhanced Analysis

The Integrated AI-Driven Marketing Program and Al-Enhanced Analysis
seamlessly blend data-driven insights into strategies. Al processes vast
datasets, uncovering patterns and market trends (Kumar et al., 2019), guiding
the plan's optimization in channel selection and messaging. The dynamic
feedback loop (Overgoor et al., 2019) ensures adaptability to evolving market
conditions and customer preferences (Davenport et al., 2019). AI-Enhanced
Analysis acts as a strategic compass, enhancing the plan's effectiveness and
relevance in a dynamic landscape, fostering adaptive and customer-centric
marketing.

3-Interrelation between Al-
Driven PRM and CRM and
Al-Enhanced Analysis

The synergy between Al-Driven PRM and CRM and Al-Enhanced Analysis lies
in leveraging rich customer and partner data for personalized interactions,
targeted marketing, and optimized relationships. AI-Enhanced Analysis
enhances CRM and PRM by automating processes, predicting behavior, and
fostering brand trust, particularly in exchange economies (Kumar et al.,
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2019). This dynamic interplay creates a continuous feedback loop, refining
relationship management for a more adaptive and responsive marketing
ecosystem.

4-Interrelation between
Economic Impact Driven by
Al and Al-Enhanced
Analysis

The symbiotic loop between Economic Impact Driven by Al and AI-Enhanced
Analysis, as discussed by Overgoor et al. (2019), is central to the marketing
framework. AI-Powered Analysis processes vast data, offering real-time
insights into customer behavior and market trends. This information shapes
strategies across Customer-Centric Marketing, Integrated Marketing, and
PRM/CRM. Al-driven insights guide decision-making, fostering adaptability.
Economic Results measure the strategies' financial impact, providing feedback
to AI-Powered Analysis for continuous improvement. This iterative process
creates a dynamic, adaptive marketing cycle, maximizing effectiveness and
profitability.

5-Interplay between Al-
Enhanced Analysis and
Customer-Centric Al-
Driven Marketing Strategy
and Integrated AI-Driven

The synergy between Customer-Centric AI-Driven Marketing Strategy,
Integrated AI-Driven Marketing Program, and AI-Enhanced Analysis, forming
a dynamic, data-driven ecosystem. Al Analysis deepens understanding of
customer needs, guiding personalized strategies for product development,
pricing, and positioning. The Integrated Marketing Plan optimizes channels

Economic Impact Driven by
Al

Marketing Program and content based on Al insights, ensuring consistent and effective message
delivery. This agile process, guided by Al, continuously adjusts strategies in
real-time (Davenport et al., 2019), emphasizing a holistic and customer-
centric marketing approach.

6-Interplay between Al- The synergy between AI-Enhanced Analysis, Integrated AI-Driven Marketing

Enhanced Analysis and Program, and AI-Driven PRM and CRM. Al-Enhanced Analysis acts as the

Integrated AI-Driven central hub, offering data-driven insights into customer behavior, market

Marketing Program trends, and performance metrics. This informs the Integrated AI-Driven

and AI-Driven PRM and Marketing Program, optimizing channels, content, and messaging for a

CRM targeted approach. Simultaneously, it enhances CRM/PRM, utilizing
personalized data for tailored interactions (Huang & Rust, 2021). This
interconnected strategy aligns with customer needs, ensuring efficient
execution across channels for improved satisfaction and economic results.

7-Interplay between Al- The link between AI-Enhanced Analysis and AI-Driven PRM and CRM is vital,

Enhanced Analysis and AI- | optimizing customer and partner relationships through personalized

Driven PRM and CRM and | interactions (Huang & Rust, 2021; Davenport et al., 2019). In CRM, Al

discerns individual preferences and predicts future needs, fostering stronger
relationships. In PRM, Al analyzes partner data, optimizing collaboration and
boosting profits while minimizing expenditures. Furthermore, the connection
between AI-Enhanced Analysis and Economic Impact Driven by Al is crucial,
providing insights for evaluating ROI, revenue, and overall profitability.

8-Interplay between Al-
Enhanced Analysis and
Economic Impact Driven by
Al and Customer-Centric
AI-Driven Marketing
Strategy

Al-Enhanced Analysis optimizes marketing through advanced analytics,
extracting insights from customer data, market trends, and campaigns.
Integrated into a Customer-Centric AI-Driven Marketing Strategy, it refines
predictions throughout the customer lifecycle (Kumar et al., 2019). Informed
by Al insights, this strategy aims for personalized experiences and targeted
messaging, impacting Economic Results measured by ROI and revenue
generation. This synergy creates a continuous feedback loop, refining and
enhancing the economic success of customer-centric marketing initiatives.

Table 04: The new model’s areas descriptions

Page | 8




5. Conclusion and Finding

In conclusion, this comprehensive exploration of eight distinct areas unveils a visionary
conceptual model showcasing the seamless integration of Al throughout the entire marketing
process. For academic researchers, this model offers a clear vision of the Al-driven marketing
strategy, serving as a foundation for future in-depth studies into the intricate relationships and
dynamics at play. For managers, the implications are profound. The conceptual model
provides invaluable insights into the tangible impact of Al on marketing strategies. It equips
managers with a nuanced understanding, enabling informed decisions regarding the selection
of tools tailored to their specific needs at each step of the marketing process. This model acts
as a practical guide, empowering managers to navigate the complexities of Al integration and

optimize their marketing approaches effectively.
6. Limitation and Future Research

This research offers valuable insights into Al and marketing strategy but faces limitations
due to the dynamic landscape. It may not comprehensively cover all dimensions, leaving
certain aspects unexplored. Future research could develop a framework for implementing Al
tools in diverse marketing contexts, enriching our understanding of Al applications in

marketing.
7. References

= Chintalapati, S., & Pandey, S. K. (2022). Artificial intelligence in marketing: A
systematic literature review. International Journal of Market Research, 64(1), 38-68.

* Davenport, T., Guha, A., Grewal, D., & Bressgott, T. (2019). How artificial
intelligence will change the future of marketing. Journal of the Academy of Marketing
Science, 48(2), 24-42.

= De Bruyn, A., Viswanathan, V., Beh, Y. S., Brock, J. K. U., & Wangenheim, F. von.
(2022). Artificial Intelligence and Marketing: Pitfalls and Opportunities. Journal of
Interactive Marketing, 51(1), 91-105.

= Duan, Y., Edwards, J. S., & Dwivedi, Y. K. (2019). Artificial intelligence for decision
making in the era of Big Data — evolution, challenges and research agenda.
International Journal of Information Management, 48, 63-71.

» Golagb-Andrzejak, E. (2023). Al-powered Digital Transformation: Tools, Benefits and
Challenges for Marketers—Case Study of LPP. Procedia Computer Science, 219, 397-
404.

Page | 9



= Haleem, A., Javaid, M., Qadri, M. A., Singh, R. P., & Suman, R. (2022). Artificial
intelligence (Al) applications for marketing: A literature-based study. International
Journal of Intelligent Networks, 3, 119-132.

» Huang, M.-H., & Rust, R. T. (2021). A strategic framework for artificial intelligence
in marketing. Journal of the Academy of Marketing Science, 49, 30-50.

» Hildebrand, C. (2019). The Machine Age of Marketing: How Artificial Intelligence
Changes the Way People Think, Act, and Decide. NIM Marketing Intelligence Review,
11, 10-17.

» Kotler, P., & Armstrong, G. (2012). Principles of Marketing: 15th Global edition:
Pearson.

» Kumar, V., Rajan, B., Venkatesan, R., & Lecinski, J. (2019). Understanding the Role
of Artificial Intelligence in Personalized Engagement Marketing. California
Management Review, 61(4), 135-155.

» Kumar, V., Ramachandran, D., & Kumar, B. (2021). Influence of new-age
technologies on marketing: A research agenda. Journal of Business Research, 125,
864-877.

=  Mustak, M., Salminen, J., Plée, L., & Wirtz, J. (2021). Artificial intelligence in
marketing: Topic modeling, scientometric analysis, and research agenda. Journal of
Business Research, 124, 389-404.

= Overgoor, G., Chica, M., Rand, W., & Weishampel, A. (2019). Letting the Computers
Take Over: Using Al to Solve Marketing Problems. California Management Review,
61(4), 1-30.

» Provost, F., & Fawcett, T. (2013). Data Science for Business: What You Need to
Know About Data Mining and Data-Analytic Thinking: /st edition Canada: O'Reilly
Media.

= Sterne, J. (2017). Artificial Intelligence for Marketing: /st edition United States:
Wiley.

»  Vlaci¢, B., Corbo, L., Costa e Silva, S., & Dabi¢, M. (2021). The evolving role of
artificial intelligence in marketing: A review and research agenda. Journal of Business

Research, 128, 187-203.

Page | 10



