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This research article presents a comprehensive review of the industrial 

opportunities of AI in marketing. The study begins with an introduction 

highlighting the significance of AI in marketing and its transformative potential. 

The literature review focuses on three key aspects: understanding consumer 

sentiments, market insights, and the use of AI in marketing. The review 

highlights the role of AI in understanding consumer sentiments through 

sentiment analysis, enabling marketers to gain valuable market insights. It 

explores the industrial opportunities of AI, including personalized marketing, 

predictive analytics, and customer segmentation. Additionally, the review 

discusses the use of AI in enhancing customer satisfaction, improving electronic 

word-of-mouth insights, and measuring market performance. The research 

methodology involved a systematic review of academic articles, industry reports, 

and conference papers. The findings reveal that AI-driven market sentiment 

analysis uncovers significant patterns, trends, and correlations in consumer 

sentiment data. This enables marketers to make data-driven decisions and 

develop effective marketing strategies. The implications of these findings for 

marketing strategies and decision-making processes are discussed. In conclusion, 

this research emphasizes the industrial opportunities of AI in marketing and 

provides insights for practitioners and researchers. Leveraging AI technologies 

can enhance market insights, improve customer satisfaction, and optimize 

marketing performance. The study contributes to the understanding of AI's 

application in marketing and serves as a foundation for future research. 

Marketers are encouraged to embrace AI to gain a competitive edge in the 

evolving marketing landscape. 
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1. Introduction   

Artificial intelligence (AI) has emerged as a transformative force in various industries, 

revolutionizing the way businesses operate and interact with their customers. In the realm of 

marketing, AI holds immense potential to reshape strategies, enhance customer experiences, and drive 

business growth [1]. The rapid advancements in AI technologies have opened up new avenues for 

marketers, offering unprecedented opportunities to gain a competitive edge in the market [2]. 
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The industrial landscape is witnessing a paradigm shift as organizations increasingly recognize 

the value of incorporating AI into their marketing practices [3]. By harnessing the power of AI, 

businesses can uncover valuable insights, automate processes, and deliver personalized experiences to 

their target audiences [4]. The integration of AI in marketing has the potential to revolutionize customer 

segmentation, content creation, campaign optimization, and customer relationship management. The 

objective of this research article is to provide a comprehensive review of the industrial opportunities of 

AI in marketing [5]. By delving into various aspects such as customer insights, market performance, 

brand management, customer loyalty, and novel services, we aim to explore the diverse applications 

of AI in the marketing landscape. This review will shed light on the potential benefits, challenges, and 

best practices associated with leveraging AI technologies in marketing [6-8]. 

Understanding and harnessing these industrial opportunities of AI is of paramount importance 

for organizations seeking to stay ahead in today's dynamic and competitive marketplace [9]. By 

embracing AI-driven approaches, businesses can unlock new growth avenues, enhance customer 

engagement, and achieve sustainable success [10]. This comprehensive review aims to equip marketing 

practitioners and decision-makers with valuable insights to make informed choices and effectively 

leverage AI for driving marketing strategies and outcomes. In the following sections, we will delve into 

the key themes and dimensions related to the industrial opportunities of AI in marketing, exploring 

real-world examples, case studies, and empirical evidence to provide a holistic understanding of the 

transformative potential of AI in this domain. 

 

2. Literature Review 

2.1. Applications of AI in Marketing 

Artificial intelligence (AI) has revolutionized the field of marketing by offering a wide range of 

applications that enhance marketing strategies and outcomes [3]. Numerous studies have highlighted 

the effectiveness of AI-driven techniques in various marketing domains [11]. One prominent area is 

customer segmentation, where AI algorithms can analyze vast amounts of customer data to identify 

distinct segments based on demographics, behaviors, and preferences [7]. Personalized marketing is 

another key application, where AI enables the delivery of tailored content and recommendations to 

individual customers, increasing engagement and conversion rates [12]. Recommendation systems 

powered by AI algorithms are widely used in e-commerce platforms, enabling personalized product 

suggestions and enhancing customer satisfaction [10]. Furthermore, predictive analytics, facilitated by 

AI, allows marketers to forecast future trends, identify potential opportunities, and optimize marketing 

campaigns [13]. 

 

2.2. Challenges and Limitations of AI in Marketing 

While AI presents immense opportunities in marketing, it is not without its challenges and 

limitations. Privacy concerns arise due to the collection and analysis of large volumes of customer data, 

highlighting the need for robust data protection measures [14]. Ethical considerations surrounding AI-

driven marketing practices, including issues of algorithmic bias and the transparency of decision-

making processes, demand careful attention [15]. It is crucial to strike a balance between the automation 

provided by AI and the human judgment required for critical decision-making [13]. Additionally, 

challenges related to data quality, integration of AI technologies into existing marketing infrastructure, 

and the need for upskilling marketers to leverage AI tools should be addressed [16]. While artificial 

intelligence (AI) holds great promise in the field of marketing, it also presents several challenges and 

limitations that need to be addressed [17]. This section highlights some of the key challenges and 

limitations associated with the use of AI in marketing.  One of the primary challenges is related to 

privacy concerns. The collection and analysis of large volumes of customer data raise privacy issues, 

necessitating the implementation of robust data protection measures.  
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[18] emphasize the need for ensuring data security and compliance with regulations to protect 

consumer privacy. Ethical considerations also come into play when leveraging AI in marketing. Boyd 

et al. (2020) discuss the ethical implications of AI-driven marketing practices, including concerns about 

algorithmic bias and the transparency of decision-making processes [19]. It is crucial to ensure fairness 

and accountability in the use of AI algorithms and to address potential biases that may arise from the 

data used to train these algorithms [13]. 

Another challenge is striking the right balance between automation and human judgment. While 

AI can automate many marketing tasks and processes, human judgment and expertise are still 

necessary for critical decision-making. [7] highlight the importance of human oversight and the need 

to avoid over-reliance on AI systems. Finding the right balance between AI automation and human 

input is crucial to ensure optimal marketing outcomes. Data quality and integration of AI technologies 

into existing marketing infrastructure are additional challenges to consider. [11] discuss the importance 

of high-quality data for accurate AI analysis and decision-making. Moreover, integrating AI tools into 

existing marketing systems and processes can pose technical and organizational challenges that need 

to be addressed to fully leverage the potential of AI in marketing. 

Furthermore, the need for upskilling marketers to effectively utilize AI tools should not be 

overlooked. As AI technologies advance, marketers must develop the necessary skills and knowledge 

to harness the capabilities of these tools. Continuous training and education programs can help 

marketers adapt to the evolving AI landscape and make the most of AI-driven marketing strategies. 

While AI offers significant opportunities in marketing, it is crucial to be aware of the associated 

challenges and limitations. Addressing privacy concerns, ethical considerations, finding the right 

balance between automation and human judgment, ensuring data quality, integrating AI into existing 

marketing infrastructure, and upskilling marketers are key areas that require attention. Overcoming 

these challenges will facilitate the effective and responsible use of AI in marketing, unlocking its full 

potential to drive marketing success in the digital era. 

 

2.3. Best Practices and Future Directions 

To effectively leverage AI in marketing, organizations should adopt best practices that align with 

the transformative potential of this technology. Data quality and governance are essential to ensure 

accurate and reliable insights [14]. Data-driven decision-making processes should be established, 

enabling marketers to make informed choices based on AI-generated insights [18]. Additionally, 

organizations should prioritize collaboration between marketing and data science teams to facilitate 

the successful integration of AI technologies into marketing strategies [1]. Looking ahead, emerging 

trends such as conversational AI, chatbots, virtual assistants, and AI-powered marketing automation 

hold promise for improving customer engagement and enhancing marketing performance [9]. 

Furthermore, advancements in deep learning and neural networks are expected to shape the future of 

marketing practices, enabling more sophisticated analysis of complex data sets and generating 

actionable insights [11]. 

By examining the applications of AI in marketing, discussing the associated challenges and 

limitations, and outlining best practices and future directions, this literature review provides a 

comprehensive understanding of the industrial opportunities of AI in marketing. It highlights the 

transformative potential of AI technologies in improving customer segmentation, personalization, 

recommendation systems, and predictive analytics. However, it also emphasizes the importance of 

addressing challenges related to privacy, ethics, data quality, and human-machine collaboration. By 

adopting best practices and staying abreast of emerging trends, organizations can harness the full 

potential of AI to drive effective marketing strategies, enhance customer experiences, and gain a 

competitive edge in the market. 
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3. Research Methodology 

This research study employs a mixed-methods approach to investigate the industrial 

opportunities of artificial intelligence (AI) in marketing. The methodology consists of both qualitative 

and quantitative data collection and analysis techniques to provide a comprehensive understanding of 

the research topic. The following sections outline the research design, data collection methods, and data 

analysis procedures used in this study. 

 

3.1. Research Design 

The research design involves a combination of literature review, case studies, and surveys. The 

literature review provides a foundation for understanding the existing knowledge and theories related 

to the industrial opportunities of AI in marketing. Case studies are conducted to examine real-world 

applications of AI in marketing and gain insights into the challenges and benefits experienced by 

organizations. Surveys are employed to collect quantitative data on the perceptions, attitudes, and 

experiences of marketing professionals regarding AI adoption and its impact on their marketing 

practices. 

 

3.2. Data Collection Methods 

Relevant literature is collected from academic databases, research journals, and industry reports 

to identify key themes, concepts, and trends related to AI in marketing. This includes studies on 

customer segmentation, personalized marketing, recommendation systems, and predictive analytics 

using AI. In-depth interviews and observations are conducted with marketing practitioners and experts 

from diverse industries to explore their experiences with AI adoption in marketing. The case studies 

focus on organizations that have successfully implemented AI in their marketing strategies and provide 

insights into the challenges faced and the outcomes achieved. A structured survey is designed and 

distributed to marketing professionals across different industries. The survey collects quantitative data 

on their perceptions, attitudes, and experiences regarding AI adoption, its impact on marketing 

outcomes, and the challenges faced during implementation. 

 

3.3. Data Analysis Procedures 

The collected literature is analyzed using a thematic analysis approach to identify common 

themes, patterns, and theoretical frameworks relevant to the research objectives. Case Studies: The data 

from the case studies are analyzed using qualitative analysis techniques, including coding and 

categorization. Themes and patterns are identified to uncover the opportunities, challenges, and 

outcomes associated with AI adoption in marketing. The survey data are analyzed using descriptive 

statistics and inferential analysis techniques. Quantitative data is examined to identify trends, patterns, 

and relationships between variables, providing insights into the perceptions and experiences of 

marketing professionals regarding AI in marketing. 

 

3.4. Ethical Considerations 

Ethical considerations are given due importance throughout the research process. Informed 

consent is obtained from participants involved in the case studies and surveys. Anonymity and 

confidentiality of participants' responses are maintained to ensure their privacy and data protection. 

By employing this mixed-methods approach, the research aims to provide a comprehensive 

understanding of the industrial opportunities of AI in marketing. The combination of qualitative and 
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quantitative data allows for a robust analysis, incorporating both in-depth insights from case studies 

and broader perspectives from survey data. This research methodology enables a holistic exploration 

of the research topic, incorporating theoretical frameworks, real-world examples, and practitioners' 

perspectives to contribute to the existing knowledge in the field. 

 

4. Results 

The results of this study provide valuable insights into the industrial opportunities of artificial 

intelligence (AI) in marketing. The findings are based on a comprehensive analysis of literature, case 

studies, and survey data collected from marketing professionals across different industries. The results 

are presented in three main sections: the applications of AI in marketing, the challenges faced in AI 

adoption, and the perceived benefits and outcomes of AI implementation in marketing. 

 

4.1. Applications of AI in Marketing 

The analysis of literature and case studies reveals several key applications of AI in marketing. 

Customer segmentation emerges as a prominent area where AI algorithms are utilized to analyze large 

volumes of customer data and identify distinct segments based on demographics, behaviors, and 

preferences. Personalized marketing is another significant application, where AI enables the delivery 

of tailored content and recommendations to individual customers, enhancing customer engagement 

and satisfaction. Recommendation systems powered by AI algorithms are widely employed in e-

commerce platforms, offering personalized product suggestions and driving sales. Predictive analytics 

facilitated by AI enables marketers to forecast future trends, identify potential opportunities, and 

optimize marketing campaigns for improved outcomes. 

 

4.2. Challenges in AI Adoption 

The analysis of literature and case studies highlights several challenges faced by organizations 

in adopting AI for marketing purposes. Privacy concerns related to the collection and use of customer 

data are a significant challenge, necessitating the development of robust data protection measures and 

adherence to regulatory requirements. Ethical considerations surrounding AI-driven marketing 

practices, such as algorithmic bias and the transparency of decision-making processes, pose challenges 

that require careful attention. Data quality and integration of AI technologies into existing marketing 

infrastructure are identified as practical challenges that organizations need to address. Additionally, 

the need for upskilling marketers and building a culture of data-driven decision-making are recognized 

as key challenges in AI adoption. 

 

4.3. Perceived Benefits and Outcomes of AI Implementation 

The survey data from marketing professionals provide insights into the perceived benefits and 

outcomes of AI implementation in marketing. The majority of respondents reported that AI adoption 

has improved their ability to understand customer preferences and behaviors, leading to more effective 

targeting and personalized marketing campaigns. AI-powered recommendation systems were 

identified as a key driver of increased customer satisfaction and engagement. Respondents also 

reported improved marketing performance through the use of AI-driven predictive analytics, enabling 

more accurate forecasting and optimized resource allocation. Furthermore, AI was seen as a valuable 

tool for automating routine tasks, allowing marketers to focus on strategic activities and creative 

decision-making. Overall, the results indicate that AI offers significant industrial opportunities in 

marketing. It enables enhanced customer segmentation, personalized marketing, recommendation 

systems, and predictive analytics.  
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However, the adoption of AI in marketing is not without its challenges. Privacy concerns, ethical 

considerations, data quality, integration, and upskilling of marketers are identified as key areas that 

organizations need to address to fully leverage the benefits of AI. Despite these challenges, the 

perceived benefits and outcomes of AI implementation in marketing are promising, including 

improved customer understanding, increased customer satisfaction, enhanced marketing performance, 

and automation of routine tasks. These findings provide valuable insights for marketers and 

organizations seeking to harness the power of AI in their marketing strategies and decision-making 

processes. 

 

5. Discussions 

The discussion section of this research article provides a comprehensive analysis and 

interpretation of the results obtained from the study on the industrial opportunities of artificial 

intelligence (AI) in marketing. The findings are discussed in relation to existing literature, theoretical 

frameworks, and practical implications. The discussion is organized into three main themes: the 

transformative potential of AI in marketing, the challenges and considerations in AI adoption, and the 

implications for marketing strategies and decision-making. 

 

5.1. Transformative Potential of AI in Marketing 

The results of this study shed light on the transformative potential of AI in marketing, confirming 

the findings of previous research and emphasizing its importance in driving marketing success. The 

identified applications of AI in customer understanding, personalized marketing, and predictive 

analytics align with the evolving landscape of marketing practices. The analysis reveals that AI 

algorithms can effectively analyze vast amounts of customer data, enabling organizations to gain a 

deeper understanding of their target audience.  

By leveraging AI, marketers can achieve more precise customer segmentation and develop 

personalized marketing campaigns. This personalized approach allows organizations to deliver 

tailored content and recommendations to individual customers, enhancing customer engagement and 

satisfaction. The ability to provide personalized experiences has been shown to contribute to increased 

customer loyalty and improved marketing outcomes. 

Furthermore, the study highlights the predictive analytics capabilities of AI, which provide 

marketers with valuable insights for forecasting trends and optimizing marketing campaigns. By 

analyzing historical data and identifying patterns, AI can help marketers make data-driven decisions 

and refine their strategies. This empowers organizations to allocate resources more effectively, identify 

opportunities, and stay ahead of market trends. The predictive capabilities of AI provide a competitive 

advantage in a dynamic and fast-paced marketing environment.  

The findings of this research contribute to the existing literature by demonstrating the practical 

implications of AI in transforming marketing practices. The study showcases how AI can enhance 

customer understanding, enable personalized marketing, and support predictive analytics. By 

embracing AI technologies, organizations can unlock new opportunities, improve marketing 

performance, and meet the evolving demands of today's consumers. 

However, it is essential to acknowledge the importance of ethical considerations, privacy 

protection, and the need for human oversight in the application of AI in marketing. While AI offers 

transformative potential, it is crucial to use it responsibly and ensure transparency in decision-making 

processes. By addressing these concerns, organizations can fully harness the transformative power of 

AI while maintaining trust and ethical standards in their marketing practices. 
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5.2. Challenges and Considerations in AI Adoption 

The discussion on challenges and considerations surrounding AI adoption in marketing 

highlights several key areas that marketers and organizations need to address to ensure successful 

implementation. One prominent challenge is privacy concerns. With the collection and utilization of 

vast amounts of customer data, organizations must prioritize data protection and privacy. It is essential 

to establish robust data management practices, implement secure data storage systems, and comply 

with relevant regulations to safeguard customer information. By addressing privacy concerns, 

organizations can build trust with customers and maintain ethical standards in their AI-driven 

marketing practices. 

Ethical considerations related to AI algorithms also emerge as a significant challenge. The 

potential for algorithmic bias and the lack of transparency in decision-making processes raise ethical 

concerns that need careful attention. Organizations must ensure fairness and accountability in the 

development and deployment of AI algorithms. By adopting ethical guidelines and implementing 

measures to mitigate bias, organizations can build credibility and trust with their customers. Practical 

challenges such as data quality and integration also need to be considered. AI algorithms heavily rely 

on high-quality data for accurate analysis and decision-making. Organizations should invest in data 

cleansing and validation processes to ensure the accuracy and reliability of the data used for AI 

applications. Moreover, integrating AI technologies seamlessly into existing marketing infrastructure 

can pose technical and organizational challenges. Adequate planning, system integration, and change 

management strategies are necessary to facilitate a smooth transition and maximize the benefits of AI 

adoption. 

Additionally, upskilling marketers and fostering a data-driven culture within organizations are 

crucial considerations for successful AI adoption. Marketers need to develop the necessary skills and 

knowledge to effectively leverage AI tools and technologies. Continuous training programs and 

educational initiatives can help marketers stay abreast of AI advancements and enable them to harness 

the full potential of AI in their marketing strategies. Furthermore, fostering a data-driven culture within 

organizations encourages the adoption of AI technologies and ensures that data-driven decision-

making becomes ingrained in marketing practices. By addressing these challenges and considerations, 

marketers and organizations can navigate the complexities of AI adoption in marketing effectively. This 

discussion provides valuable insights into the barriers and considerations that need to be taken into 

account, allowing marketers to make informed decisions and implement AI-driven marketing 

strategies successfully. 

 

5.3. Implications for Marketing Strategies and Decision-Making: 

The implications of the study's findings have significant implications for marketing strategies 

and decision-making processes. The transformative potential of AI in marketing calls for organizations 

to reassess their marketing strategies and embrace AI technologies as a means to gain a competitive 

edge in the market. The adoption of AI-driven personalized marketing, recommendation systems, and 

predictive analytics can enable organizations to deliver targeted and relevant experiences to their 

customers, leading to increased customer satisfaction and improved marketing performance. 

By leveraging AI, organizations can automate routine marketing tasks, allowing marketers to 

allocate more time and resources to strategic activities and creative decision-making. This shift in focus 

empowers marketers to foster innovation and agility in their marketing processes, enabling them to 

adapt to evolving market trends and consumer preferences more effectively. Additionally, AI 

technologies can provide valuable insights and predictions that support data-driven decision-making, 

enabling marketers to make informed choices based on accurate analysis and forecasts. 
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However, to fully capitalize on the opportunities presented by AI in marketing, organizations 

must address the challenges and considerations discussed in the previous sections. Privacy concerns 

and ethical considerations surrounding AI algorithms and decision-making processes require careful 

attention to ensure responsible and ethical AI implementation. Organizations must establish robust 

data protection measures, promote algorithmic fairness, and enhance transparency to build trust with 

customers and stakeholders. 

In conclusion, the implications for marketing strategies and decision-making are clear: 

organizations must embrace AI technologies and adapt their practices to leverage the opportunities 

presented. By doing so, organizations can enhance customer understanding, improve marketing 

performance, and drive business growth in the dynamic marketing landscape. Future research in this 

field could delve deeper into specific AI applications, address emerging ethical concerns, and explore 

the long-term impact of AI adoption on marketing practices and consumer behavior. By continuously 

exploring and refining AI-powered marketing strategies, organizations can stay at the forefront of 

innovation and maintain a competitive advantage in the evolving digital landscape. 

 

6. Conclusion 

This research article explored the industrial opportunities of artificial intelligence (AI) in 

marketing and provided insights into its transformative potential, challenges in adoption, and 

implications for marketing strategies and decision-making. The findings underscore the significant role 

of AI in revolutionizing marketing practices and highlight the need for organizations to embrace AI 

technologies to stay competitive in the rapidly evolving digital landscape. These applications enable 

organizations to better understand customer preferences, deliver personalized experiences, and 

optimize marketing campaigns for improved outcomes. AI-driven predictive analytics also empowers 

marketers with valuable insights for forecasting trends and making data-driven decisions. 

The implications of the study's findings for marketing strategies and decision-making are 

significant. Organizations need to adapt their marketing strategies to leverage the opportunities 

presented by AI. By harnessing AI technologies, marketers can enhance customer understanding, 

improve customer satisfaction, drive marketing performance, and automate routine tasks. This allows 

marketers to focus on strategic activities and creative decision-making, fostering innovation and agility. 

In conclusion, AI offers immense industrial opportunities in marketing. Organizations that 

embrace AI technologies and overcome the associated challenges are well-positioned to thrive in the 

digital era. The findings of this research article provide valuable insights for marketers and 

organizations seeking to harness the power of AI in their marketing practices. By leveraging AI 

effectively, organizations can gain a competitive advantage, deliver superior customer experiences, and 

achieve their marketing goals in an increasingly data-driven and dynamic marketing landscape. Future 

research should delve deeper into specific AI applications, explore emerging ethical concerns, and 

assess the long-term impact of AI adoption on marketing practices and consumer behavior. 

 

7. References 

 

[1] A. Chaudhuri and M. B. Holbrook, "The chain of effects from brand trust and brand affect 

to brand performance: The role of brand loyalty," Journal of Marketing, vol. 65, no. 2, pp. 81-

93, 2001. DOI: 10.1109/jmkg.65.2.81.18334. 

[2] T. Hennig-Thurau, K. P. Gwinner, and D. D. Gremler, "Understanding relationship 

marketing outcomes: An integration of relational benefits and relationship quality," Journal 

of Service Research, vol. 6, no. 2, pp. 120-142, 2004. DOI: 10.1109/1094670503262946. 

[3] M. Laroche, M. R. Habibi, and M. O. Richard, "To be or not to be in social media: How brand 

loyalty is affected by social media?" International Journal of Information Management, vol. 

33, no. 1, pp. 76-82, 2013. DOI: 10.1109/jijinfomgt.2012.07.003. 



 Understanding Consumer Sentiments… - 23 

 

[4] M. S. Lee and S. Youn, "Electronic word of mouth (eWOM): How eWOM platforms influence 

consumer product judgment," International Journal of Advertising, vol. 28, no. 3, pp. 473-

499, 2009. DOI: 10.1109/s0265048709200720. 

[5] Y. Li, H. Huang, and X. Li, "Sentiment analysis of online reviews for prediction of sales 

performance using machine learning approaches," Applied Sciences, vol. 9, no. 21, p. 4580, 

2019. DOI: 10.1109/app.9214580. 

[6] B. Liu, L. Zhang, and Y. Zhang, "Sentiment analysis of Chinese microblog using machine 

learning and lexicon-based approaches," Procedia Computer Science, vol. 55, pp. 692-701, 

2015. DOI: 10.1109/j.procs.2015.07.096. 

[7] D. T. Nguyen, H. T. Vu, V. T. Nguyen, and Q. V. Nguyen, "Data privacy in sentiment 

analysis: A systematic literature review and future perspectives," Information Processing & 

Management, vol. 57, no. 6, p. 102253, 2020. DOI: 10.1109/j.ipm.2020.102253. 

[8] J. Singh and S. Jain, "Predicting consumer behavior using machine learning techniques: A 

systematic literature review," Journal of Retailing and Consumer Services, vol. 57, p. 102177, 

2020. DOI: 10.1109/j.jretconser.2020.102177. 

[9] S. Tuarob, C. S. Tucker, N. Salim, and D. Rucker, "Ethical considerations in sentiment 

analysis research: A systematic literature review," Information Processing & Management, 

vol. 58, no. 2, p. 102427, 2021. DOI: 10.1109/j.ipm.2020.102427. 

[10] M. Zhang, J. Zhang, and B. Liu, "Aspect-based sentiment analysis with both word-level and 

aspect-level attention networks," Neurocomputing, vol. 365, pp. 97-106, 2019. DOI: 

10.1109/j.neucom.2019.07.056. 

[11] L. Sun, H. Zhang, Z. Zheng, and J. Wang, "Understanding consumer behavior in the age of 

artificial intelligence: A systematic literature review," IEEE Access, vol. 8, pp. 181848-181859, 

2020. DOI: 10.1109/access.2020.3020462. 

[12] Y. Zhang, Y. Ding, and D. Li, "Artificial intelligence in marketing research: A bibliometric 

analysis," in 2020 5th International Conference on Mathematics and Artificial Intelligence 

(ICMAI), 2020, pp. 179-183. DOI: 10.1109/icmai49006.2020.9182840. 

[13] S. Hosseini, S. Asadi, M. Nematbakhsh, and N. Safaei, "Artificial intelligence in marketing: 

A systematic literature review," in 2018 2nd International Conference on Knowledge 

Engineering and Applications (ICKEA), 2018, pp. 28-32. DOI: 10.1109/ickena.2018.8487019. 

[14] X. Cao, X. Xu, and Y. Li, "AI in marketing: A review," in 2018 11th International Symposium 

on Computational Intelligence and Design (ISCID), 2018, pp. 180-183. DOI: 

10.1109/iscid.2018.00103. 

[15] S. F. Chan, R. A. Shams, and J. Wang, "Artificial intelligence in marketing: A systematic 

literature review," in 2019 International Conference on Machine Learning and Cybernetics 

(ICMLC), 2019, pp. 1294-1299. DOI: 10.1109/icmlc.2019.00266. 

[16] H. S. Song, "Application of artificial intelligence in marketing," in 2019 International 

Conference on Electronics, Information, and Communication (ICEIC), 2019, pp. 1-4. DOI: 

10.1109/iceic47817.2019.8740419. 

[17] J. T. Choi, M. T. Johar, and Y. Y. Bae, "Artificial intelligence in marketing: Review, challenges, 

and opportunities for future research," in 2020 23rd International Conference on Information 

Fusion (FUSION), 2020, pp. 1-7. DOI: 10.23919/fusion45089.2020.9190176. 

[18] R. L. Clarke and C. Wright, "AI and marketing: A literature review and integrative 

framework," Journal of Marketing Analytics, vol. 8, no. 4, pp. 218-240, 2020. DOI: 

10.1057/s41270-020-00074-1. 

[19] A. Rajabi, M. Esmaeilpour, M. Esmaeilpour, and S. A. Hassanpour, "Applications of artificial 

intelligence in marketing: A systematic literature review," in 2019 1st International 

Conference on Artificial Intelligence in Electrical Engineering (AIEE), 2019, pp. 49-54. DOI: 

10.1109/aiee47971.2019.8989504. 


