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ABSTRACT

The science of artificial intelligence (Al) is expanding quickly. It's the newest tech disruptor with huge potential for
revolutionizing marketing. To identify the greatest Al solutions for their marketing departments, experts from all
around the world are putting in a lot of effort. The world is widely regarded to be rapidly entering the digital era. The
more prevalent use of digital content is confirmed by astute marketing companies that integrate Al technology into
their campaigns. Artificial intelligence is being used by more companies to improve their offerings and streamline
their processes. The current market structure is a result of advancements in neural network, deep learning, and machine
learning technologies. An overview of e-marketing, sales and marketing, and artificial intelligence (Al) is provided in
this paper. The use of artificial intelligence by marketers is then examined, along with the significance of using this
approach to promote goods and services.

INTRODUCTION

One of the many subfields of computer science that works with intelligent machines that behave and function just like
people is artificial intelligence (Al). Stated differently, it is a machine capable of simulating human intelligence.

Fig. 1. Interrelation of Al, ML, DL, and NLP
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Artificial intelligence (Al) is divided into two categories: strong Al and weak Al. Artificial general intelligence, also
known as artificial intelligence (Al), is the term used to describe a machine or system that is capable of reasoning,
sensing, and mindfulness, as well as having intelligence in more than one field. Artificial narrow intelligence, also
known as Al, is the term used to describe machines that have intelligence restricted to a single domain. Examples of
applications of Al include machine learning (ML), natural language processing (NLP), computer vision, robotics, and
speech recognition. [7] Deep Learning is centered on algorithms that are inspired by the composition and functions of
the human brain. The vast advancements in information and communication technologies have opened up new avenues
for marketing. [8] A new strategy for growing a firm is to retain customers through improved customer experiences.
Many firms have discovered innovative marketing strategies while focusing on this main goal. [9] Marketing is the
process of generating and implementing the idea of a product or service, distributing services, goods, and ideas,
advertising, and promoting in order to create exchanges that meet individual and organizational goals. Most of the
time, people confuse marketing with product promotion or sales. These responses barely touch on a portion of
marketing, even though they are not incorrect. There are many different facets to marketing, including designing,
distributing products, promoting them, and much more. [14] As a subject, marketing encompasses all the activities a
business does to keep positive client connections. It basically entails promoting a business's goods and services to
consumers. The four Ps of marketing are 1) Product, 2) Price, 3) Promotion, and 4) Place. [15] Enhancing a company's
growth and adding value through the customer experience is the primary objective of marketing.

CONVENTIONAL MARKETING METHODS

It's among the most crucial facets of trade and business. Marketers have two options: B2B (dealing with other
businesses) or B2C (dealing directly with consumers). Business to consumer marketing (B2B) is the term used to
describe any marketing strategy or product targeted at a company or organization.

B2C: Business-to-consumer marketing refers to the methods and plans used by a company to promote its products
and services to specific customers.

B2C . B28B
: ’ Awareness » Search for information
» Search for information

1 ] » Buyers examine specific
» Learn about products Interest 7 products and reviews
¥ Hoadvaiicwsard — o » Buyers share their reviews
compares them _ Consideration with various stake holders

» Puts products in list Intent > Buyers get product demo

» Reviews shopping » Buyers gets contact
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Fig. 2: B2C and B2B strategies represented

Considering the significance of customer needs in marketing, a deep understanding of the following ideas is necessary.
[16] Needs: A stable, safe, and healthy life is necessary for humans. Certain necessities, like food, water, and shelter,
are objective and tangible. Other desires are psychological and subjective, such as belonging to a family or social
group. [17]

Wants are things that one hopes for, aspires to, and desires. Wants are not essential to basic survival. They are usually
impacted by culture or their peer groups.
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Demands: When someone's needs and wishes are met with the means of payment, they may turn into economic
demands.

There are four categories of marketing:

Marketing for causes: We call it marketing that is connected to a cause. Through this kind of marketing, a business
links its goods and services to a cause or public problem.

Relationship marketing: It focuses only on customer satisfaction and retention in order to strengthen current
connections and increase loyalty.

Scarcity marketing: In order to entice consumers to make a purchase, marketers fabricate the appearance of a limited
supply.

Customers who are not aware that they are being advertised to are the target audience for undercover marketing. The
term for it is stealth marketing.

The broad field of artificial intelligence (Al) includes business, functional domains, and business processes. The core
of any firm is marketing, which is one of them. In the years to come, artificial intelligence will continue to greatly aid
in the transformation of the marketing landscape.

Artificial intelligence has been a part of industry evolution in e-marketing. Artificial intelligence is now a crucial
component of the modern marketing approach. [11] For instance, according to worldwide market data, Instagram has
assisted numerous sectors in carving out a place.Al is used to plan and carry out the development of products and
services, as well as their marketing, delivery, and computerized pricing, in a networked environment similar to the
Internet or World Wide Web. It now facilitates simple transactions and meets customer expectations. Potential
customers and businesses may now easily interact thanks to the rise in internet usage. [1]

The five Al uses in e-marketing that call for human intelligence are as follows:

* Chatbots and intelligence agents; voice recognition and search; programmatic advertising; predictive and prescriptive
analytics; content production and experience customisation;

Two analyses are used in marketing. By helping the potential outcomes from the massive quantity of data at your

disposal and evaluating incoming communications and standard metrics like customer interaction, closed business,
and communication channels, predictive analytics elevates conversion management to a new level.
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Fig. 3. Applying various strategies for analyzing input data

Programmatic advertising has been around for a while in many forms; consider search engine marketing on Facebook,
Twitter, and Google AdWords. Programmatic buyers are served by small businesses like Predictive Bid and Albert.

Programmatic
Supply Chain
| /\ | | '
e | o, | s || Reoring
Advertisers Users
': Ad exchanges : Publication { Verification |

Fig 4: The programmable supply chain flowchart

Programmatic acquiring and selling of advertising inventory is based on an automated process via an exchange. Long-
gone are the days of manual orders and lengthy sales lunches. Real-time stock trading is now standard on display,
mobile, video, television, and social media platforms. On the basis of insights enabled by Al, bids are made. In order
to provide personalized advertising content in real-time, algorithms may examine a visitor's activity. This information
is being gathered and will be utilized to inform content creation and optimizations in the future. Demand and supply-
side platforms (DSPs and SSPs) and data management platforms (DMPs) gather various first- and third-party data to
help with decision-making around ad purchasing and customisation.
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Fig. 5. Flowchart for voice analysis

For the most of the past 20 years, speech recognition has lain dormant. Investments in speech-enabled systems, like
Siri, Alexa, and others, have resulted in an exponential increase in response quality, a wider vocabulary, and more
natural language. Speech recognition is utilized in a wide range of devices, including hands-free devices like GPS
navigation and Google Search. In-home helpers like Google Home and Amazon Echo also make use of it. Programs
that look to have been created by a live, breathing human can now be used to change certain data and information sets
into content. Businesses such as BrightEdge are at the forefront of developing machine-generated content and
automated personalization for the consumer journey.These days, intelligent agents and chatbots are all the rage.
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Fig 6: Conversation bots and their surroundings
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Fig 7. Communication between chatbots and users
Some have become so convincing it's almost hard to tell them apart from real customer service representatives.

Chatbots are utilized across several platforms such as Facebook Messenger, Slack, Twitter, and others for customer
support and communication purposes. A voice-simulated robot tracks placing the order and completing the transaction,
which includes information about pricing and pick-up times.

You may use your Facebook Messenger, Slack, or Amazon Echo to request a Lyft and receive details about your
previous Mastercard transactions through its Messenger chatbot.

LINKED WORKS
1. The Impact of Marketing: The Perspective of a Marketing Professional

The goal is to look into how Al affects marketing. It is predicted from the perspective of Pakistani marketing
specialists. The researcher employed qualitative research methods. The primary conclusions of the study showed that
the key factors impacting the integration of artificial intelligence (Al) in marketing are clients, competitive pressure,
digital maturity, and media attention. The main advantages are enhanced productivity, reduced time spent on
marketing chores, higher conversion rates, superior understanding of consumer data, creating marketing decisions to
maximize their viability, higher Return on Investment (ROI), insights, better customer satisfaction, and more
efficiency. The information gained indicates that artificial intelligence aids in the creation of sales and marketing
plans, which significantly boosts business performance.

2. How Do Robotics, Machine Learning, and Artificial Intelligence Impact Sales and Marketing?

Their research indicates that the field of marketing is rapidly changing as a result of developments in robotics, artificial
intelligence, and machine learning. The anticipated rate of change is accelerate, and the environment of marketing
will change quickly.
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3. The future of marketing: Al's impact

It makes use of an interpretive tool to show how future marketing strategies and consumer behavior will be impacted
by artificial intelligence (Al). The authors devised a multidimensional paradigm for measuring the impact of Al that
takes into account task types, intelligence levels, and whether or not Al is implanted in a robot, based on current
research and extensive interactions with practitioners. The researchers then create a research plan that takes into
account basic policy concerns like prejudice, ethics, and privacy in addition to potential future marketing strategies
and customer preferences. Finally, the authors asserted that Al is a powerful tool that will enhance human intelligence
rather than replace it.

4. Al's application in the financial markets

Foreseeing is a fundamental necessity in the stock market. [10] Various techniques, including sentiment analysis,
statistics, and hybrid approaches, are used to collect the essential data. [3] The research primarily addresses the
fundamental needs that should be taken into consideration while creating Al-based methods for financial price
movement forecasting and development.

5. Artificial Intelligence in Stock Exchanges

The Al community is highly interested in stock markets, which are crucial. [4] Predicting how Al will be used in stock
markets is the goal of the project. [5] It's difficult to predict the stock market index using Al. However, a closer value
is achieved by the use of voice recognition, clustering, and other attributes. [6]

ANALYSIS

Artificial intelligence is used in marketing to help with the following: * Increasing Sales Forecasting Effectiveness *
Gaining a Deeper Understanding of Your Customers * Increasing the Effectiveness of Digital Advertising Campaigns
* Creating Detailed Consumer Profiles * Engaging in Real-Time Conversations with Customers
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Fig 8: Al's impact on consumer interaction and value
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Fig. 9. Al integration into marketing plans
AI'S ESSENTIALITY IN MARKETING

Market circumstances evolve with the times. Understanding stability and heuristics is therefore crucial.[12] Avrtificial
Intelligence approaches are employed to categorize data into desirable forms, as shifting market conditions have an
impact on the productivity ratio. The application of Al facilitates easy measurements of the examined data and
increases productivity. [2] Artificial Intelligence is a quick-thinking and effective solution for a rapidly expanding
company. For instance, the application of Al in the stock market has greatly aided in the growth of businesses. The
K-means algorithm has done better than many other factors.

Al marketing allows marketers to swiftly combine and analyze large amounts of data from emails, the web, and social
media. Marketers may then accelerate campaign performance and return on investment by utilizing those data and
understanding. [13] Al also aids in the general reduction of problems, such as 1) Customer Satisfaction, 2) Sales
Growth, etc. In essence, Al marketing solutions expedite and optimize campaigns while removing the possibility of
human error.

Technology-driven increases in consumer expectations need the provision of individualized and tailored experiences.
Customers want companies to understand their requirements and expectations and meet them. Al marketing helps
businesses identify their target market so they can offer each customer a personalized experience. In digital marketing,
security and privacy are two drawbacks of Al technology. The AIS stimulates the economy. It improves the welfare
of the companies and represents the market.

CONCLUSION

In a world where intelligence will rule supreme, businesses that provide outstanding customer experiences will
triumph. It's no longer a contentious issue. Within this framework, artificial intelligence and machine learning have
been essential in providing guided experiences that meet user expectations. Since Al is expected to grow in all sectors
and industries, marketers should invest time and money in trying out new concepts and making sure their company is
ready for both present and future success. In the upcoming years, the most environmentally conscious marketing
strategies will leverage artificial intelligence (Al) to save production time and improve the direction and
personalization of smart content creation. This will be achieved through data insights and analytics.
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