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Абстракт:  The main point of this paper is to check and analyze 
how this advanced technology in the production and the services 
will influence our lives, from the point of view of the marketing-
the process where the goods or services move from being only 
concept to be actually provided to the customer. To determine 
how artificial intelligence is changing marketing today, we must 
explore various marketing methods, strategies and instruments 
available, which are enabled by artificial intelligence. 
The purpose is to give a brief look at how the entry of robotics, 
including artificial intelligence, machine learning, and advanced 
algorithms, in the sphere of both service and manufacturing will 
affect marketing and how it already does. This will be done by 
providing facts, definitions, data, personal opinion and 
conclusions. 
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Introduction 
It is often said that the future is here. We are living in the age when 
everything seems possible as long as we can imagine it. The phrase that 
the sky is the limit no longer has the same meaning as we see that the 
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sky is just space that gives us even greater scope of possibilities – to study 
other planets by actually sending machines to examine them, to look from 
the dark side of the moon, etc.  
What’s even more interesting is the impact that this new age has had on 
our everyday lives without us even realizing it completely. Everywhere – 
in the news, in the newspapers, on the radio, and on the internet we are 
witnessing how robotics and machines have been occupying our space, our 
territory, and lives while we are drinking our coffee undisturbed, 
planning our next vacation, or while we are cleaning our houses the old-
fashioned way with only a broom and a rag in our hands.  
Although they are relatively new phenomena in human history, their 
entry into our everyday life, work and life is so dynamic that every day we 
witness the change. Titles such as ‘Your Next T-Shirt Will Be Made By a 
Robot’1, ‘Robots Learn to Speak Body Language’2, ‘How to Dig a Hole with 
Two Drones and a Parachute’3, ‘AI Mimics How Humans Visualize 
Objects’4, ‘Machine Learning May Predict If You’re in for a Healthy Old 
Age’5, etc., appear in the public space at unprecedented speed every single 
day. Hardly can we be able to read all of them. Yet, what people do is to 
study these new technologies and their capabilities while they are 
developing at the same time. 
The purpose of this work is to give a brief look at how the entry of 
robotics, including artificial intelligence, machine learning, and advanced 
algorithms, in the sphere of both service and manufacturing will affect 
marketing and how it already does. This will be done by providing facts, 
definitions, data, personal opinion and conclusions. 
The aim of this paper is to examine the impact of artificial intelligence in 
an area where debate over the benefits of or damages from new 
technologies is raising, namely marketing. 
Firstly, when we talk about such technologies and their impact, we need 
to define what they really are.  
According to Encyclopaedia Britannica robotics are connected to the 
‘…design, construction, and use of machines (robots) to perform tasks done 
traditionally by human beings. Robots are widely used in such industries 
as automobile manufacture to perform simple repetitive tasks, and in 
                                                           
1 https://spectrum.ieee.org/robotics/industrial-robots/your-next-tshirt-will-be-made-by-a-robot 

, 01/05/2018;  
2 https://spectrum.ieee.org/video/robotics/robotics-software/robots-learn-to-speak-body-

language , 07/22/2017; 
3 https://spectrum.ieee.org/automaton/robotics/drones/how-to-dig-a-hole-with-two-drones-and-

a-parachute , 01/07/2019;  
4 https://www.sciencedaily.com/releases/2018/12/181220163210.htm  20/12/2018; 
5 https://www.sciencedaily.com/releases/2018/12/181220104715.htm , 20/12/2018; 
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industries where work must be performed in environments hazardous to 
humans. Many aspects of robotics involve artificial intelligence; robots 
may be equipped with the equivalent of human senses such as vision, 
touch, and the ability to sense temperature. Some are even capable of 
simple decision making, and current robotics research is geared toward 
devising robots with a degree of self-sufficiency that will permit mobility 
and decision-making in an unstructured environment6’.  
Yet, the robots used in the industry are not alike humans – the 
resemblance of a robot to a human being can be found visibly in the so-
called androids, the most famous one of them being Sophia, which/who 
became the world’s first android citizen. 
Furthermore, Artificial Intelligence (AI) applies to ‘an area of computer 
science that emphasizes the creation of intelligent machines that work and 
react like humans. Some of the activities computers with artificial 
intelligence are designed for include: speech recognition, learning, 
planning, problem solving’7 while knowledge engineering is what the AI 
mainly aims at. Recently, artificial intelligence has become more and 
more popular with its use in Blockchain technology.  
According to UK-RAS Network on Robotics and Autonomous Systems ‘the 
main idea of converging AI and Robotics is to try to optimise its level of 
autonomy through learning’.8 Some of the ways to measure this are seen 
in its ability to predict the future by performing a task or interacting with 
the surrounding environment.  
The latest report conducted by PwC in this regard points to a similar 
gross value added (GVA) estimate of 14 trillion.dollars to 2035. Table 1 
shows how artificial intelligence will contribute to this growth in the 
future. 
The production will grow by nearly 4 trillion.dollars only from artificial 
intelligence, and many industries will also undergo significant changes: 
 
 

                                                           
6 The editors of Encyclopaedia Britannica, ‘Robotics, technology ‘(2018, 15 November) 

https://www.britannica.com/technology/robotics;  
7 Techopedia, ‘Artificial Intelligence’ https://www.techopedia.com/definition/190/artificial-

intelligence-ai; 
8 UK-RAS White Paper Series on Robotics and Autonomous Systems (RAS), ‘Artificial 

Intelligence and Robotic’ (2017) 
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Table 1:  

Индустрия БДС 2035г.  
(базов сценарий) 

БДС 2035г.  
(вкл. изкуствен  

интелект) 

Произвоство 8.4 трлн.долара 12.2 трлн.долара 

Професионални услуги 7.5 трлн.долара 9.3 трлн.долара 

Търговия на едро и дребно 6.2 трлн.долара 8.4 трлн.долара 

Обществени услуги 4.0 трлн.долара 4.9 трлн.долара 

Информация и комуникация 3.7 трлн.долара 4.7 трлн.долара 

Финансови услуги 3.4 трлн.долара 4.6 трлн.долара 

Строителство 2.8 трлн.долара 3.3 трлн.долара 

Транспорт и съхранение 2.1 трлн.долара 2.9 трлн.долара 

Source: PwC, Will Robots Really Steal our Jobs? 9 

At the same time, artificial intelligence differs from machine learning, 
the latter being a branch of it and ‘a method of data analysis that 
automates analytical model building…based on the idea that systems can 
learn from data, identify patterns and make decisions with minimal 
human intervention’.10 Machine learning specifically concentrates on 
training a machine how to learn. 
Another aspect of today’s developing methods in technology which take 
place in manufacturing are the advanced algorithms defined by Prof. 
Jelani Nelson at Harvard University as ‘a well-defined procedure for 
carrying out some computational task. Typically the task is given, and the 
job of the algorithmist is to find such a procedure which is efficient, for 
example in terms of processing time and/or memory consumption’11.  
Although all these areas sound as if their application is limited to 
technological development and solely jobs related to computers and 
advanced technology. In fact, almost every aspect of our lives is or will 
probably be affected from these innovations as they are interconnected.  
Given the fact that combined, they are able to perform functions just like 
humans do, if not faster, we need to see how they impact work in service 
and manufacturing.  
                                                           
9 PwC, Will Robots Really Steal Our Jobs? An international analysis of the potential long 

term impact of automation (2018) https://www.pwc.com/hu/hu/kiadvanyok/assets/pdf/ 
impact_of_automation_on_jobs.pdf ; 

10 Machine Learning – What it is and why it matters? https://www.sas.com/en_us/insights/ 
analytics/machine-learning.html (2018); 

11 Nelson, J., ‘CS 224: Advanced Algorithms’ http://people.seas.harvard.edu/~cs224/fall14/ 
index.html (2018);  
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Since the Industrial Revolution with the introduction of manufactory and 
the transition from simply agricultural societies to industrialized 
production, machines have taken their place among manpower. 
Currently, for instance, artificial intelligence technologies take place in 
areas such as driving, aviation, online advertising, education, household 
appliances, military applications, and medicine.  
As stated by IBA Global Employment Institute in its report on Artificial 
Intelligence and Robotics and Their Impact on the Workplace from April 
2017 both blue-collar and white-collar sectors will be affected from the 
influence of new technologies. One of the main benefits for both categories 
of employees is that they will not be occupied to perform such hard 
working activities as before.  
In the service sector, for example, ‘algorithms will collect data 
automatically; they will transfer data from purchasers’ to sellers’ systems 
and they will find solutions for clients’ problems. Once an interface 
between the sellers’ and the purchasers’ system has been set up, employees 
are no longer required to manually enter data into an IT system.’ 12 
As for the simple physical work, the report predicts that new high-end 
jobs will be created, but there will be an increase in the low-wage, non-
routine sector as well. The authors suggest that concerning the in-person 
services, ‘creating one high-tech job will create between 2.5 to 4.4 other 
jobs in the local area, mostly in low-skilled and medium-skilled in-person 
services.’ This includes service jobs, such as gardeners, janitors, or home 
health aides.  
According to the research occupations that are about to be eliminated 
from the marketplace are related to accounting, fiscal authorities and 
some clerk related activities. In a few words, high-risk jobs in the future 
are those which include working on a computer and processing and 
interpreting data. While, at the same time, the relatively low pay in the 
lower wage sector will probably create an incentive for the use of robots 
instead of people. 
What’s more, changes will be evident in the way the working process is 
organized.  
‘In the future, in addition to the traditional division of a company into 
departments such as sales, supply chain, production, research and 
development (R&D) and finance, it will be the IT department that will 
gain considerable importance. Under certain circumstances, this will 
require internal reorganisation, because a differentiation must be made 
                                                           
12 IBA Global Employment Institute, ‘Artificial Intelligence and Robotics and Their Impact on 

the Workplace’ (2017, April) 
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between data analysts and traditional IT specialists,’ as indicated by IBA 
Global Employment Institute. 
Moreover, as for the production sector, if robots are to work along with 
humans, it will be a vital requirement for an employee to have the proper 
technical skills. 
Such changes are expected in the single working place as well. With the 
development of cloud computing, more and more jobs will be able to be 
performed from almost everywhere. This may lead to the need to close 
down offices as physical space will not be necessary. Consequently, this 
transformation may lead to creating of virtual spaces and virtual working 
groups which gather through Internet and form a virtual working 
environment. As such, this possible outcome may lead to the reducing the 
importance of social interaction and face-to-face communication.  
One thing for sure is that these technologies have a huge impact on 
providing information and knowledge. This changes the relations between 
people in the workforce but also between companies and customers.  
When answering the question what is the future of marketing, given the 
expected disruption by robotics and artificial intelligence, Markus 
Giesler, chair of the marketing department at York University’s Schulich 
School of Business and director of the Big Design Lab, says: ‘One thing 
that these new technologies will do is make knowledge about customers 
cheaper and more accessible. And when that happens, and being market-
driven becomes less challenging for companies, we will see companies 
become more market-driving to stand out competitively. In this scenario, 
advertising and PR will be less about communicating how an offering 
satisfies an existing consumer need or want and more about creating new 
markets and consumer identities.’13 
A deep understanding of consumer behavior which is crucial for 
marketers is already available and accessible. There are many benefits 
for marketing that come with the latest technologies such as increasing 
revenue through more efficient product marketing, reducing call center 
maintenance costs, reducing recruitment and partner search costs, fraud, 
optimizing pricing, and so on. That is why the understanding of how 
technology works and the structure of the various systems that are going 
to be included in the work place is vital for all those who are going to be 
employed in the labor market in the near future. 
In modern times technology advances at incredible rates - more and more 
robots are incorporated in the production or are used for various services. 

                                                           
13 Conick, H., ‘How Will AI and Robotics Change Marketing?’, American Marketing Associa-

tion (2017, 21 September)   
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While advance self-learning AI is used for programming and completion 
of difficult tasks. There are numerous examples for this and some of them 
will be briefly presented in this work. The technological advancements 
are reshaping the world around us changing everything from the simple 
things in our daily lives to the productions of the large industries and the 
marketing. In this work, I will try to forecast some future changes in 
marketing resulting from the advancements in technology. It is worth 
noting that most of the forecasts will be made based on my limited 
knowledge of robotics, AI and marketing tendencies.  

Innovation 
According to (Aghion, P., Bechtold, S., Cassar L., Herz, H., ‘The Causal 
Effects of Competition on Innovation: Experimental Evidence ‘, (2014) a 
competitive environment, where the competitors are neck-and-neck, is 
beneficial for innovation. While when there is a huge difference between 
competitors this is the opposite.  
So, if competition is a key for innovation we can use Porter's five forces 
analysis model to justify the industries being picked (Error! Reference 
source not found.)  
If we take a look at the automotive industry we can see that threat of new 
entrants, the threat of new substitutes and the bargaining power of 
suppliers is weak. However, the bargaining power of buyers and 
especially the competitive rivalry in the industry are strong (Pratap, 
2018). This means that top firms compete with each other and there not 
that many newcomers. Such neck-and-neck competition means that 
companies will invest heavily in R&D in order to keep a competitive edge. 
If we look at companies that develop artificial intelligence we can see that 
again the threat of new entrants and the bargaining power of suppliers 
are relatively low, while the bargaining power of buyers and the 
competitive rivalry in the industry are strong. The most noticeable 
difference with the automotive industry is the higher threat of 
substitutes, but that could be due to the fact that AI is something in 
development and its full potential is yet to be reached. 

What is artificial intelligence (AI)? 
The term AI seems to be popping up on popular media, social media, 
websites, etc. In practical terms, artificial intelligence is the science of 
programming machines that are aware of their environment, so that they 
react to stimuli the way a human would.14 This technology is a complete 

                                                           
14 Wu, M., Ph.D.; Heller, I., Garrison, A., The future of AI in distribution (2018) 
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game-changer for companies that can afford to use it for their business 
analytics purposes. AI is a very powerful tool even now when it is still a 
developing technology and has thus not reached its full potential yet. This 
is how it has evolved until now: 

• Initially, business intelligence systems provided companies with 
descriptive analytics – which means they gathered business 
operations data and summarized it. 

• As data volumes grew, business intelligence systems started 
creating predictive analytics – using the data they had to make 
assumptions on what future data would be. 

• As technology evolved, prescriptive analytics were created – they 
make recommendations on what they companies should do to 
achieve an optimized goal.  

Reality is far from what we see on the movies – artificial intelligence 
systems do not make decisions on their own. Rather, they aid the humans 
in the decision – making process. 
Still, we cannot deny the fact the artificial intelligence is indeed 
intelligent. What distinguishes it from other types of technology 
developed so far is its ability to ‘learn’. The smartest AIs are based on 
machine learning algorithms that turn data into models. Some of those 
algorithms can mimic the way the human brain learns. What makes 
these AIs so smart is their ability to improve these models by collecting 
performance data and sending it back to the machine learning engine. 
Thus, the AI learns from every experience through this feedback ability. 
For example, an AI focused on prescriptive analytics can learn from its 
own feedback data and thus suggest a more optimized decision every 
time, until it performs better than what experienced human experts can 
do. 
Studies show that marketers recognize the potential AI has – 51% of 
those interviewed currently use AI and an additional 27% are expected to 
implement the technology by the end of 2019. Moreover, artificial 
intelligence tops Salesforce’s list of the fastest growing marketing 
technologies.  
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Figure 1: Fastest Growing Marketing Technologies,  
Salesforce, State of Marketing, 2017 

 

Based on data shared by Louis Columbus, Principal at IQMS, 84% of 
marketing organizations have been implementing or expanding on AI 
and Machine Learning in 2018. Also 75% of enterprises using AI and 
ML enhanced their customer satisfaction by more, than 10% and have 
increased the sales of their products and services.  
That was led to mostly because ML improves awareness of key 
contributions of marketing to the growth of the revenue, also have 
brought accuracy and more real-time results. 
The implementation of Machine Learning revolutionizes, expands and 
brings clarity to acknowledge, what is driving more MQL (Marketing 
qualified leads) and SQLs (Sales qualified leads), how to optimize 
marketing campaigns side by side with improving profitability of pricing.  
There are many other great benefits of using AI and ML, such as 
improved insight into customer behaviors for better positioning of 
marketing strategies, more relevance of the targeted audience, reducing 
the overall marketing cost. The main objective of AI and Machine 
Learning based marketing is to provide intelligent solutions and to better 
understand the customer.  
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Only 2% of iPhone users have never used Siri and just 4% of Android 
users have never used Google Assistant. Meaning, AI-powered voice 
assistants are being used by 97% of mobile users.  

Figure 2 

 

Robots – what are they? 
For us to understand how robots affect our everyday lives, first we need to 
know what they are.  A robot is a machine programmable by a computer, 
capable of carrying out multiple tasks automatically. Robots can be 
guided by an external control device or the control may be embedded 
within. It is noticed in an instant that the robot itself is a machine made 
by mankind to ease us in our daily tasks. There is one huge benefit that 
comes to our attention – the ability to repeat over again the same action 
with the same precision. In modern times, that precision is often needed 
when it comes to manufacturing. 
Artificial Intelligence (AI) and machine learning 

It is important to first understand what Artificial Intelligence (AI) is. 
According to the definition of AI in Oxford dictionary, Artificial 
Intelligence is intelligence exhibited by machines. In computer science, an 
ideal "intelligent" machine is a flexible rational agent that perceives its 
environment and takes actions that maximize its chance of success at 
some goal. AI is the simulation of human intelligence processes by 
machines, especially computer systems. AI is the ability of a system to 
understand and identify data from external sources. The field was 
founded on the claim that human intelligence "can be so precisely 
described that a machine can be made to simulate it". Thus, when a 
machine mimics a human-like behavior e.g. learning, planning, 
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reasoning, problem-solving, the perception of the environment, natural 
language processing etc., then it falls under the category of Artificial 
Intelligence. This leads to the point where people started debating 
whether AI can put humanity in danger. Leaving the philosophical part 
aside, many believe AI will create a risk of mass unemployment. Those 
claims, however, are not backed up by official studies. According to PwC’s 
international jobs automation study, only 1% of the current jobs will 
disappear thanks to automation. The AI is still not ‘smart’ enough to 
make us worried about mass unemployment. Right now, the focus falls on 
AI helping humans in their decision-making skills and productivity. AI 
will probably enter our world in steps. The first, already ongoing, is AI 
that analyzes structured data and performs simple tasks. The second 
step, which is in the beginning already, is AI that performs repeatable 
tasks (such as putting objects in a box) exchanges information 
automatically and analyzes unstructured data in semi-controlled 
environments. The third step of AI will extract and analyze real-time 
data from multiple sources, then make decisions and take physical 
actions with as little human help as possible.  
Machine learning 
The idea of the AI doing everything or almost everything without human 
help, has already been planted. Machine learning is an application of 
artificial intelligence (AI) that provides systems the ability to 
automatically learn and improve from experience without being explicitly 
programmed to do so. It was born from pattern recognition. Machine 
learning focuses on the development of computer programs to find and 
access data and use it to learn for themselves. For example, the electric 
vehicles “Tesla” are relying on AI and machine learning. The car’s 
computer would need to access certain data, so it can understand more 
about the environment around, therefore making it safer for everyone. 
Machine learning is also used in image and voice recognition, prediction 
typing and many others. In a nutshell, these applications of AI, 
specifically machine learning are one of the ways through which this 
technology is improving our lives. 

AI in manufacturing 
“The robots build themselves, test themselves and inspect themselves.”  
This is the beginning of an article on Forbes about AI. It comes to show 
one of many advantages of the robots, when it comes to manufacturing. In 
2019, there is not a single industry without automation in the process. 
Why is AI so crucial for manufacturing? Part of it is the sheer scope of 
possible applications, from real-time maintenance of equipment to virtual 
design that allows for new, improved and customized products, to a smart 
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supply chain and the creation of new business models. It is also certain 
that AI is the key to future success and growth in manufacturing. In a 
survey made by Forbes in 2018 on Artificial Intelligence, almost half of 
the interviewees categorized AI to be ‘critical to success’, while the 
remainder of the people classified it as ‘highly important’. The real benefit 
of AI comes when precision is needed. Even the sharpest-eyed inspector 
would not notice flaws half the width of a hair. On the other hand, 
machine equipped with special cameras will notice it in an instant and 
send a report back to the person responsible for the final decision. Also, 
AI can save up the businesses money. Predictive maintenance as opposed 
to preventive maintenance makes it much easier for the humans to know 
the exact condition the machines are in, due to their reports on a minute-
to-minute basis. While saving the businesses’ money, also AI makes the 
whole process much more time efficient, guaranteeing optimal 
manufacturing performance. Industrial robots can significantly improve 
product quality. Applications are performed with precision and superior 
repeatability on every job. This level of reliability can be difficult to 
accomplish any other way.  Robots are regularly being upgraded, but 
some of the most precise robots used today have a repeatability of +/-
0.02mm. Robots also increase workplace safety. Currently, the main 
disadvantage of the robots in the business is the significant initial cost. 
However, robots are becoming cheaper and better by the day. Newest 
generation AI is designed in a way that different machines can 
communicate more easily with one another, making for easier production 
assembly because the resulting systems are more reliable and flexible. 
Focusing on the topic with the implementation of AI as a smart, human-
like voice assistant has for the smart speakers to become the world’s 
fastest-growing technology segment.  
We can agree that in markets that have enormous amounts of production 
in recent years that there is an inevitable movement of operations and 
manufacturing to low-wage countries like China and India so more profit 
could be made and expenses to be cut.  
Resulting in rising wages in China and India, the manufacturing could 
soon be seen to be brought back in the home markets of a product, mostly 
because the productivity and efficiency AI is bringing will result to a 
lower cost point in the long term, rather than having an offshore 
production and manufacturing in a lower-wage market.  
Base on a report by McKinsey which says that now it is possible to 
automate 30% of activities in 60% of manufacturing jobs being done by 
human in the U.S. and Germany. And it’s not just a matter of replacing 
human jobs.  
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The Artificial Intelligence backed processes and AI-assisted visual 
inspection machines are said to be with 90% more accurate than humans 
also they can be more productive than a human throughout 24 hours of 
work, mostly because AI doesn’t need a break.  
To give an example how Machine Learning have an impact in real-world let 
us discuss a little bit the topic about Tesla Motors and the Gigafactory in 
Nevada that makes a reasonable proportion of what the final product is.  
We will quote a couple of lines from the Reno Gazette Journal about the 
Gigafactory in Reno, Nevada, USA to emphasize on the example: 
“Hallways, production areas and even the offices and conference rooms 
seem to exist in a state of steady vibration that, depending on your 
location in the building, is punctuated by loud warning beeps from 
autonomous vehicles or whirring from robots large and small. 
“It is not elaborate, mahogany offices here, this is where work gets done,” 
said Chris Lister, vice president of operations for the Gigafactory. 
This is where Tesla workers and robots receive cells via autonomous 
vehicles from Panasonic and assemble them into Tesla products. 
The pack and module lines are among the most human-intensive areas of 
the Gigafactory. 
That’s due in part to the nature of some of the components. Pieces that 
are firm and require simple, straight-line movements to install can be 
done by robots. 
But other parts, such as wires and tubing, require manual dexterity and 
higher-level decision-making to install and are better done by humans.” – 
Еnd of quote.  
Tesla is a great example of a company that regulates the use of AI and of 
how it can be implemented among with Machine Learning for safer, 
faster and better automatization of processes that would usually be more 
expensive and time-consuming to be done by human.  
On the self-driving autonomous car market, Tesla still holds the lead in 
America and not globally. The technology has ofcourse improved over the 
years to a level at which is hard for most of rest car manufacturers in the 
market. That is because, as we mentioned earlier, big amount of the 
knowledge of an AI comes from big volumes of analyzed, aggregated, 
various data.  
Tesla has generated probably one of the most driving data so far, mostly 
because they started early into a market of electric autonomous vehicles 
which at that time was barely scraping along and existing.  
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Since Elon Musk (CEO and Founder of Tesla Motors) started with the 
idea of fully electric and autonomous vehicles while other car makers 
were still focusing on luxury, practicality, speed and sales of their 
vehicles which is important, Elon was focusing on improving the AI in the 
vehicles, improving the Algorithms based on which the car would decide 
what to do. 
The AI used in all higher-end Tesla vehicles which have the autonomous 
option (called autopilot) is based on a lot of real-time Machine Learning, 
tiny cameras, motion and precision censors all over the car, which bring 
the data collected for the outside world and that gets aggregated by the 
advanced software algorithms.  
There is a cloud-based database which is connected to the data collected 
from all other vehicles and from the vehicle we’re in, which all combined 
allows the systems of the car to evaluate the route options available for 
the predestined route we have set.  
Still cars are not fully autonomous and human engagement while driving 
is a must. 
Big part of Google’s business is based on user generated searches, data, 
results, Machine Learning and very complicated algorithms and systems 
to support that. Every search we do on the platform, every click we make 
after that or the actions in general we take, help Google improve the 
search experience for us next time and to give us more tailored, suggested 
and personalized results in our next search.  
Another great example, currently owned by Google, is the platform for 
video sharing – YouTube. The developer teams behind the platform use 
wide variety of algorithms and with the help of machine learning, deep 
learning, user generated searches, based on your viewings, subscriptions, 
time you spent on the different types of videos and channels, all that data 
results in a lot more pleasant experience over time for the end user.  
That is also relevant from marketing perspective for the Ads. Since here 
we are discussing how AI, ML and Algorithms will change and is 
changing the way businesses operate, on YouTube and other sorts of 
platforms having similar or bigger scale of engagement and attention, it 
is projected that ads that you are targeted with while watching a video or 
just scrolling through (on Instagram) will be tailored mainly based on 
preferences you have, brands and names you follow.  
Research from Callcredit shows that 96% of senior marketers waste an 
average of five hours and 36 minutes every week trying to improve their 
data analysis processes. That is why 61% of marketers recently have 
noted that AI is and will be the most important aspect of their strategy.  
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Moving into the next example let us also mention that 43% of Millennials 
according to PWC, would pay a premium price for a hybrid human-bot 
customer service channel. 
In the current era of digital transformation and information society, 
where technology takes up almost every part of our life, change is a 
necessity which cannot be overlooked by any existing industry. For 
example, marketers should be eager to invest in and learn more about 
artificial intelligence (AI) – the new trend in the digital era. AI, as a more 
abstract term, is a concept, technology, the next evolution in human 
history. For simplicity, we can define artificial intelligence as the 
possibility for computer systems to mimic human behavior. How is this 
connected with marketing though? How should the current marketers 
adapt to the changes in the business environment in terms of introducing 
innovations if they want to stay in touch with the latest features, 
provided by the expanding new technology, thus giving them precedence 
over competition in their industry? More importantly – what should they 
be doing, if not already, in order to not fall out of the market? Will AI 
technology provide new workplaces for the people or the other way 
around – leave a huge abundance of live workforce behind it? 
We could keep the examples up and going, but to summarize – by data in 
the current context we mean anything that might be connected between 
the customer and the business. Let’s say, the customer types in the google 
search bar “winter skirts”. And he stops at one of the many links 
displayed on the first page in google. He enters our site, he accepts the 
website’s cookies. And from there on any component in the website, with 
which he interacts with, will be served as data to our machine learning 
algorithms. Or in other words, anything which is vital for us to know 
about the customer, depending on our business strategy and business 
needs, will be the data that is served to the AI, which we are using. In the 
current situation, customer’s review and rating will be very appropriate 
as data, served to the algorithm. 
So far, we have looked up at the assets from which tech leads, marketers 
and businesses as a whole, could gain benefit. I will now present some 
statistics from the real world, which may give you a better view at the 
changes that AI has made so far. The stats are taken from world known 
research & consulting companies like Gartner, Accenture, PWC. 

• By 2020, 85% of customer interactions will be handled 
without a human 

• Current AI technology can boost business productivity by 
up to 40% 

• By 2020, 30% of companies worldwide will be using AI in at 
least one of their sales processes 
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According to Gartner, artificial intelligence will create more jobs than it 
eliminates. 

• By 2020, AI will eliminate 1.8 million jobs and create 2.3 million 
• AI will boost profitability by 38% and generate $14 trillion 

of additional revenue by 2035 
• 72% of business leaders say AI can enable humans to 

concentrate on more meaningful work 
• Business execs are turning to AI to cut out repetitive tasks such 

as paperwork (82%), scheduling (79%) and timesheets (78%) 
According to PWC, the AI-powered solutions, which will have the largest 
impact on the businesses, will be Virtual personal assistants (31%), 
Automated data analysts(29%), Automated communications like emails and 
chatbots (28%), Automated research reports and information 
aggregation (26%), Automated operational and efficiency analysts (26%), 
Predictive analytics (26%), Systems used for decision suppor t(21%), 
Robotics(19%), Automated sales analysts(18%), Machine Learning (16%) (15). 
The % is the acceleration. 
As a conclusion to all this I will present the term “artificial intelligence 
marketing”. Many of the info is covered already, but we need this part in 
order to fill up any gaps left, during the overview of the new marketing 
trends. 
Artificial intelligence marketing is a method of leveraging customer data 
and machine learning to anticipate the customer’s next move, so that the 
customer’s journey may be improved. As I already mentioned earlier, 
armed with data insights, marketers can boost their campaign’s 
performance and ROI(Return On Investment). Here are some core 
elements of artificial intelligence marketing, which make AI that 
powerful today: 
Big Data 
We already know what data refers to. “Big Data” however is a concept, 
that refers to a marketer’s ability to segment large sets of data with 
minimal manual work. With this data, marketing teams can ensure that 
the right message(and product) is being delivered to the right person at 
the right time. 

                                                           
15 Brooks, A.B., 2018, “50 Marketing AI & Machine Learning Statistics”, 

www.ventureharbour.com 
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Machine Learning 
Here I put stress on the machine learning platforms, which come in 
handy when marketers want to use the data they have. These platforms 
can help identify trends or common occurrences and effectively predict 
common insights, responses and reactions so marketers can understand 
the root cause and likelihood of certain action repeating. 
Powerful Solutions 
Artificial intelligence marketing solutions understand the world in the 
same way a human would. These solutions can interpret emotion and 
communication like a human, which makes these platforms able to 
understand open form content like social media, natural language and 
email responses (16). 
After all we have looked up at till now, we can safely assume the bright 
future of AI technology in marketing as well as in other industries. 
Companies around the world are steadily implementing the new trends 
AI has to offer, while keeping it simple at first hand in order to adapt to 
the changes. It is said that this new wave of evolution in mankind hides 
danger. What if machines go against humanity itself? Will we be seen as 
a threat to artificial intelligence? Will this all lead to the term 
“transcendence”? Because AI is used nowadays in the arms industry a lot. 
If humans misuse what they currently have the consequences may be 
different than if we are just merely using AI as a “tool” - not so much as a 
substituent. As business changes, so does technology and vice versa. We 
can say that due to competition in the market people are far more 
capable, or so to say – motivated, to keep expanding and widening their 
horizons, which leads to new discoveries. But we shouldn’t give all the 
credit to “capitalism”.  
It is a fact that the 21st century is a time of technological innovation that 
drives the progress of humanity. It is hard to list all the novelties that 
changed human life because they are too many. Starting with the creation 
of Facebook, Twitter and Instagram and going through all forms of 
artificial intelligence and digital innovation, we will understand how 
different is life today compared to that of our predecessors. 
Nowadays, artificial intelligence is being used in a number of areas, for 
most of which one would not even guess if he had not been informed in 
advance. This widespread application is the reason why artificial 
intelligence is of great interest and subject to constant investment from 
the business. 
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Despite the increasing popularity of the topic of artificial intelligence, it 
remains an unfamiliar and incomprehensible area of the technological 
world for many people. However, what is actually artificial intelligence? 
The truth is that this is a branch of computer science that is associated 
with the creation of intelligent machines that have the ability to react 
and perform activities characteristic of people.17 
Today, artificial intelligence is being applied in a number of areas. 
Computer technology, medicine, aviation, finance, human resources, 
music, manufacturing, and service are just some of the areas in which  
artificial intelligence has already penetrated and is developing with 
increasing pace. 
Working in so many areas, artificial intelligence has become part of 
people's lives. Every day, many people are interacting with artificial 
intelligence of some kind, whether at work or when doing daily activities, 
such as buying coffee from a barista robot as Tokyo citizens can do.18 
All the vast possibilities of artificial intelligence bring to the forefront the 
question whether this tendency to promote new technologies and robotics 
influences positively or negatively humanity. There are, ofcourse, many 
supporters of the two theses that argue about the benefit or harm of 
artificial intelligence. 
Undoubtedly, in many areas, artificial intelligence leads to progress in 
science and in people's lives. A very clear and recent example of the 
benefits of artificial intelligence can be found in its application in 
medicine. Researchers have managed to develop an artificial neural 
network that can diagnose skin cancer.19 One application of artificial 
intelligence that turns out to be revolutionary for people. 
Along with its positive effects, artificial intelligence is also considered a 
threat by many. In 2018, even the co-founder of Google, Sergey Brin, in a 
letter, reveals the company's concerns about job closures as a result of the 
increased use of artificial intelligence. Extremely important and thought 
provoking is Brin’s opinion that there is no going back. Technology has 
already been created. However, people should exercise great care when 
using it. Due to its power technology should be used only for the good of 
humanity.20 

                                                           
17 Artificial Intelligence (AI) <https://www.techopedia.com/definition/190/artificial-intelligence-ai> 
18 „Робот бариста сервира кафе в Токио“. 02.01.2015. 

<http://computerworld.bg/47120_robot_barista_servira_kafe_v_tokio> 
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Another interesting and in-depth opinion on the topic is that of Prof. Illah 
R. Nourbakhsh, lecturer at the Institute of Robotics at Carnegie Mellon 
University (USA). According to him, the future of robotization poses a 
number of risks. The tendency of introducing robots in all spheres of 
human life and to develop them to such an extent that people will not be 
able to determine whether the robots are actually controlled by human 
will or act independently, which in turn will make people feel insecure. 
Nourbakhsh believes that progress in the development of robotics will 
bring about the expansion of human capabilities, but at the same time 
will limit human freedom because of how it will change corporate 
marketing. As one of the greatest risks resulting from the development of 
new technologies, researcher points out the fact that machines are 
gradually displacing people from their jobs. This trend has already begun 
thus it cannot be stopped or overcome. This shift is visible in all types of 
professions - from production to administrative work. Illah R. 
Nourbakhsh suggests that technological innovation is always linked to 
the opening up of a new type of employment, but given the rate of 
expansion of robotization and the use of artificial intelligence, those 
newly created jobs will not be able to compensate for the displacement of 
people by robots in more and more professions.21 
The use of artificial intelligence in the field of marketing is gaining 
momentum. Typically, new technologies are being used to support market 
forecasting, process automation, and decision-making. With the 
advancement of technology, the question arises as to whether it is 
possible in the future for robots not only to support marketing work, but 
also to totally displace people and do everything on their own. At this 
stage, this does not seem impossible, given the degree of advancement in 
robots' design. 
People's displacement can easily be confirmed by several examples. 
There are now cases where no human intervention is required and robots 
are capable of doing everything autonomously. It is known that the 
Associated Press periodically publishes about 3000 articles, fully 
prepared, written and edited by robots. The software used makes fewer 
errors than when editing is entrusted to people.22 
The penetration of robotization in customer care service is no longer 
an unrealistic idea. A specific example is OSHbot, a robot tested by 
Lowe's, an American retail company. The idea is to use the robot to assist 
                                                           
21 „Роботите навлизат във всички аспекти от живота ни“. 23.07.2014. 

<https://www.economy.bg/innovations/view/14171/Robotite-navlizat-vyv-vsichki-aspekti-ot-
zhivota-ni> 

22 Miller, Ross. „AP's 'robot journalists' are writing their own stories now“. 29.01.2015. 
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customers and during that time to observe how the latter and employees 
interact with the machine. Interestingly, a large number of customers 
had a positive view of the robot's work. At the same time, employees 
expressed their concern. Despite the fact that the robot managed to help 
them a lot with inventory scanning, it gave them the feeling that it can be 
developed to such an extent that their presence in the store will no longer 
be required and they will lose their jobs.23 
Robots in marketing can be useful because they are able to handle huge 
databases and to make precise and accurate assumptions about customer 
preferences based on various specific criteria. This marketing approach 
should result in increased sales, hence companies' profits will grow. Here, 
again, evidence of the contradictory nature of the use of artificial 
intelligence in marketing can be found. Despite the benefits already 
mentioned above and the fact that robots are faster than humans in 
processing large volumes of data, studies indicate that a large number of 
people are becoming worried about data security . The idea that robots 
are handling an increasing amount of data makes people feel concerned 
about the security of their personal information. Studies conducted in 
Australia in 2017 indicate that 78% of consumers would stop buying from 
a company and would altogether exclude the products it offers from their 
preferences if they find that their personal data is being misused.24 
Regarding the aforementioned employees' concern about the OSHbot 
robot tested by Lowe's, a different perspective can also be considered. 
Robots could do work that is unwanted by people and for which workforce 
is difficult to find. In addition, robots can undoubtedly deal with activities 
that are overwhelming for people, such as processing huge databases or 
performing deep marketing analysis about consumer preferences that 
might be too complex for people to do.25 
Nowadays, modern technologies are able to create, by means of different 
algorithms, an artificial intelligence that can prepare a marketing 
strategy. Moreover, it is not just a marketing strategy, but also one that 
assures the company to be successful. 
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Figure 3 Marketing mix and the artificial intelligence technology 

 

In order to provide quality services and products to the customers, we 
should take into consideration all the new competitors in the market that 
we participate and also, we should always be aware of the new products 
and technologies that are invented. Usually, before we put a product on 
the market, we have to organize an excellent marketing strategy, which 
could take month, because of observation, reviewing surveys and 
statistics or analysis, etc. When we have the artificial intelligence 
technologies, applied at their best, we would be able to: 

• Determine the product type that customer needs due to the 
researches that the different customers will do in the online data 
base and we the robots would be able to predict, by checking this 
data base what are the product specifics that would make it 
indispensable and it would be done in less time than usual.  

• In second place, after we have determined what kind of a product 
we have to create, with its characteristics, we would be able to 
establish a reasonable price which can be dynamic and adjust to 
the individual customer that want to buy it. 

• Once we will have the product ready, we will be able to find easily 
all of the markets available that we could sell it in, since the 
artificial intelligence could take all the barriers off. 

• Having the product, the price and the market, with the artificial 
intelligence, it will be really easy to target the right people to offer 
the product or service and depending on their individual 
preferences, to advise on the product and lead them into buying it.  

When we combine those things, we can represent visually the growth that 
companies would achieve and that the customers will get the best 
experience possible.  
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And when we speak about the marketing mix, we should also put an 
emphasis on the possibility that all those processes could be done only via 
one system-with a small guidance of a person who would control it. All of 
those will have consequences- the costs should be lower, the time 
consumptions should be less and there should be less human mistakes. 
Ofcourse, implementing those types of systems will be an investment by 
the companies, but it would be inevitable if they would want to continue 
developing their business and having their market share. 

Figure 4 How will artificial intelligence affect marketing in 
general? 

 

When we speak about artificial intelligence it is also important to 
mention that there are already some technologies that are incorporated 
within almost all companies that want to have a successful business, 
especially when they are using the online markets as the general source 
of their marketing strategy. According to researches, based on surveys 
made on B2B marketers in 2016, the marketers think that the industries 
will be affected and revolutionized by the artificial intelligence26. Most of 
them think that the artificial intelligence: “offers increased account 
insights, provides detailed marketing campaign metrics, assists in 
identifying more customers and increases daily task efficiency”.  
Since the robots already exist and are used, the goal in the future is to use 
all the potential they have towards all those tasks that can be completed in 
a more mechanical way. The artificial intelligence will facilitate the sales 
process and deals with the most routine procedures such as informative 
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tasks or receipt of documentation. With these applications of artificial 
intelligence in marketing, procedures will be streamlined and a lot cheaper. 
The human capital is basically in charge of the final part, without the 
client actually appreciating the difference27. Robots may also help with a 
small, but actually very important part of every managers life: business 
organization. Basically, different algorithms may have the capacity to call 
meetings, manage calendars, schedule different business trips or analyze 
team data. The artificial technologies will be able to construct visions, ideas 
and possibilities within files that are not structured and it would take a lot 
of time for humans to be able to select the information that they need and 
to analyze it. 
As a conclusion, I think that the AI (artificial intelligence), as scary as it 
might seem, since it is developing very fast, could optimize the procedures 
that are now taking so much time and cost a lot of human efforts. We all 
might just guess what the particular effects would be, but in my opinion, 
it would be good to have faster solution to our daily struggles-from what 
kind of cheese to buy to what kind of a car I should drive. The most 
fundamental benefit of using those technologies is that a lot of the costs 
would be reduced and it would be possible to invest them in new ideas or 
in improvements. Because of the time-saving it would be also possible to 
generate new opportunities and continue developing. With the help of 
artificial intelligence humanity will surpass its own borders.   
As AI evolves, marketers incorporate machine learning tools more and 
more into their strategies and development processes. This enables them 
to achieve better customer segmentation, improve customer interactions, 
create propensity modeling, which is able to make accurate predictions 
about the real world, serve better ads to the customers, thus enabling 
better ad targeting, re-target customers, create detailed consumer profiles 
and overall gain deeper understanding of their industry (28). The result of 
all of this is flexibility and better adjustment to the market. Marketers 
are able to change the way they handle the development process of the 
businesses according to the change of the business environment, all 
thanks to the evolving technology and its incorporation into their 
strategy. They are able to survive the new wave of change, which by no 
means is avoidable, all thanks to the adoption of artificial intelligence. 
Business needs rapidly change, so businesses should prioritize and invest 
in the new trend, which undoubtfully will grant them huge winnings in 
the mid-term and long-term cycle of their existence. 

                                                           
27 Morales A., “Aplicaciones de la Inteligencia Artificial en tus estrategias de marketing”, 

<https://marketerosdehoy.com/tendencias/aplicaciones-inteligencia-artificial-marketing/> 
28  Kushmaro, P.K, 2018, “How AI is reshaping marketing”, www.CIO.com Allen, R.A., 2017, 

“15 applications of AI in Marketing”, www.smartinsights.com 



 30 

Nowadays shopping could be done as easy as waking up next to your 
breakfast in bed and laptop. Consumers have developed high expectations 
for personalized experience. Marketers are forced to improve customer 
interactions and deliver new needs in order to not lose to the competition 
they are facing each day. Businesses need to deliver the right message, 
the right tools, the right goods to the right customer, at the right time. 
This can be accomplished via customer segmentation. Even before the 
wake of AI as part of the new trend in marketing, marketers were 
interested in their customer’s opinion, motivations, habits and hobbies. 
With this information they could focus on specific needs of their audience 
by creating a relationship with them. Today the market is even more 
dynamic with the growing need of goods, thanks to the changing lifestyle 
of the common customer, as a result of the innovations and new 
technologies.  
The idea of creating a comprehensive marketing strategy is no longer 
just a vision of the future, but a reality that is expected to develop and 
spread throughout the world. An example is the Australian company 
Robotic Marketer, which has devoted itself to creating the world's first 
robot capable of developing automated marketing strategies based on 
software robotics, machine learning and artificial intelligence. Here 
comes the question of why a company would pay a robot instead of using 
the traditional methods and employ people to do all the research and 
analysis and create a marketing strategy. Robotic Marketer argue that 
robots will do much better job than humans, for the reasons already 
mentioned, namely that robots are capable of gathering vast amounts of 
information and process it quickly. They state that their robot will better 
analyze information and suggest a winning strategy without missing any 
good opportunities. Customers can get all of this for $ 1,950. Among other 
things, Robotic Marketer promises that the entire marketing strategy can 
be created within minutes.29 
Everything mentioned so far about the capabilities a robot possesses and 
the overall advancement in technology development sounds too 
promising, even at times slightly fantastic. However, we have to accept 
that this idea is no longer just a fiction but a fact proven by the examples 
of specific practices in different business areas that have been described 
in this paper. The concerns people have for the development of artificial 
intelligence and its penetration into all spheres of human life have 
already been mentioned. For users, a potential contact with a robot, most 
commonly performed in the field of customer care services, is proving to 
be of interest, as it is a novelty that until years ago was possible only in 
film productions. At the same time the part of the new technology that 
                                                           
29 <https://www.roboticmarketer.com/> 
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users do not see, the one who processes all the information about them 
and has access to their personal data, scares them. For employees, the 
situation is also bilateral. They feel the benefit of modern technologies in 
their daily work, as robots help them with tasks that were too difficult for 
a human or were performed too slowly. However, the development of 
technology makes them anxious that they could be completely displaced 
by robots in the future. 
The question arises whether, in a field such as marketing, a complete 
displacement of human force could happen. We have already discussed 
that technology is advancing rapidly, and today it is even possible for a 
company to order a robot-made marketing strategy, created in a much 
shorter time than would be possible if human effort was used. 
At this stage, the robotics used in marketing have not yet reached a level 
that is self-governing and autonomous. Still, artificial intelligence in 
marketing has not spread all over the world and become something 
standard. The reasons can be the costs required for the transition, the 
lack of experience and the fears that have already been discussed above. 
Additionally, qualified staff is still required to be able to take care of the 
robots, and often such staff cannot be found very easily. 
It is a fact that today the fears of displacing people from their jobs are 
fully justified because if, until recently, positions in manufacturing were 
the most endangered, technology has now reached such a level that it can 
displace human intervention from more complex positions. A good 
example of this is a Japanese insurance company, which in 2017 replaced 
34 of its employees with IBM's Watson computer system.30 
The results of surveys conducted on the topic and the widespread opinion 
of people coincide with my personal view on the development of modern 
technologies. We are in a situation where the human role in marketing is 
significant and cannot be completely excluded from the marketing 
process. John Travis, Adobe's vice president of brand marketing, claims 
that the marketing process could not be done by robots alone. As an 
argument, he points out that people have qualities that are extremely 
valuable for marketing success and can hardly be replaced by robot 
activity.31 
People have instincts and emotions that help them to interact with each 
other. Procter & Gamble brand director Mark Pritchard says that human 
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creativity cannot be replaced by machines.32 Robots could not realize 
brilliant marketing ideas that could touch the minds of consumers. Ideas 
that affect human emotions and challenge consumers to see them as close 
to themselves. 
Artificial intelligence can deal with many of the marketers' tasks very 
quickly and successfully. Nevertheless, at the current state of its 
development, it cannot achieve the emotional contact between the product 
and the consumer. One of the main barriers that prevents the overall 
replacement of people with robots in the marketing process is people’s 
creativity. Besides processing and analyzing data that can be done by 
robots nowadays, marketing is associated with creativity. As far as my 
personal opinion is concerned, for the moment, people are irreplaceable in 
that area. Research and practice do not know a good example of robots 
that can show creativity and successfully reach to consumers’ emotions, 
which is the guarantee of success. The users themselves do not perceive 
robots in this way, as usually such emotional interaction can only be 
possible between people. 
In my opinion, marketing will always need human intervention because 
of everything mentioned above. Perhaps the robots could imitate human 
activity and behavior, but it is difficult and probably impossible to 
completely replace people and learn their instincts, emotions and 
creativity. 
If we look at the past, we will understand how much humanity has 
achieved today and what incredible progress the new technologies have 
brought. It is important to understand that technological development 
will never stop. It is a constantly evolving process. As people back in time 
have hardly expected what has happened today, likewise we do not know 
how far we can get in the future. 
The development of artificial intelligence and its expansion in all spheres 
of human life will not stop, at the same time prices will fall, and the fears 
of companies and consumers will fade away. Accordingly, barriers to the 
deeper penetration of robotics in marketing will disappear. How then can 
people keep their positions in the field of marketing? What would be the 
solution that would not allow the robots to displace people, even if their 
technological development gave them serious advantages over people? 
Marketers should accept the introduction of artificial intelligence into 
their work and benefit from it. They should not be afraid and try to avoid 
it because if this can still happen today, after a while the development of 
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technology will make it impossible. Marketers will not be prepared for 
that moment and will not be able to act adequately. Eventually, their 
more robust competitors - the robots, will displace them. 
The development of education is also extremely important. Business 
schools that prepare future marketing professionals need to change their 
teaching programs. They need to become more dynamic and innovative so 
that students' knowledge and skills are up-to-date. In this way, future 
marketers will be better prepared for what the future brings. In the end, 
it must be understood that people's skills are difficult to imitate, and 
although technologies tend to displace people from their workplaces, they 
will create a need for well-trained technologists.33 
In conclusion, it has to be emphasized that the development of technology 
cannot be stopped, but it could be guided in the right direction if people 
are prepared for it. In order to avoid some of the most catastrophic 
scenarios, including mass unemployment or even a devastating war, we 
have to refer to the words of Sergey Brin that people should go on the 
path of technological development with extremely great responsibility and 
care for the future.34 
What we will put stress on here is taking customer segmentation to a 
new level. One of the applications of AI in marketing would be creating 
propensity modeling. What is propensity modeling? It is when a machine 
learning algorithm is fed large amounts of data, and it uses this data to 
create a propensity model which would be able to make accurate 
predictions about the real world, in particular about customer’s tastes, 
needs, desires. Because in the current digital era we are surrounded by 
data, using this data could be beneficial for marketers, as they can 
analyze the past and the present customer behavior. With it they could 
build behavioral patterns. Now with this, they could optimize their 
campaigns. Since AI technology could keep marketers in track of the 
consumer’s needs and expectations, which are changing rapidly, there 
would be not much struggle to adapt. This is called “predictive analytics”. 
In order for the propensity model to be useful to the marketer, he needs to 
feed it the right data (35). Ofcourse, just because everybody starts 
incorporating machine learning algorithms into their work doesn’t mean 
they would be successful all the time. AI barely has set foot in the current 
industries. We should expect massive loads of changes, which will 
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revolutionize the labor market, and not only. By the machine’s side there 
would still be a need of a human expert, who shall delegate and regulate 
the work. 
As we can see, the current and most probably future trend is for many 
companies to increase their spendings on AI technology. More and more 
businesses incorporate machine learning algorithms to their development 
process as well. 
Another application of artificial intelligence on marketing would be in ad 
targeting. We have all seen ads that pop up while watching a youtube 
video, or while surfing facebook and other social media. What is more 
amazing is that they fit some of our desires in life. For example, I myself 
have been seeing ads on a particular type of clothing that I like. How does 
this happen? Machine learning algorithms can, so to say, “scan” lots of 
historical data in order to establish which ads perform best on which 
people at what stage in the buying process (36). By doing so, businesses 
can serve the right content at the right data to the right clients. Doesn’t 
this sound fantastic? This is due to the fast calculations and large scale 
information which the algorithms go through, thus resulting in the right 
ad suggestion for the right person. 
This machine learning algorithms approach is also connected with the 
content, which is displayed on the client side. Smart content curation 
allows for marketers to better engage visitors on their website by showing 
them content, which is only relevant to them. For example, when you are 
in Amazon.com and try to buy a book, below you will see several others 
books. This we may call the “customers who bought X also bought Y” 
section. And those “Y” books are also under the same topic. This will 
immediately trigger the customer’s interest. It is also a great technique 
for subscription businesses, where the more someone uses the service, the 
more data the machine learning algorithm has to use and the better the 
recommendations of content become. Afterall, the power of AI is doing 
fast calculations on large scale data. 
A hot topic for marketers is re-targeting customers. Here lies the next 
application of AI in marketing. The concept here is the same as in the last 
application (ad targeting). Machine learning algorithms can calculate, if 
fed correct and realistic data, which content might bring back customers 
to their website (37). We have used the word “data” too many times. In 
order not to misinterpret anything, I shall give a brief explanation of 
“data” in the context, in which we are using the word. Data is everything 
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we type in the search bar, while surfing the internet, every click we make 
while browsing different websites, every website visited, every video. 

Implementation of robotics and AI in production and services 
As time goes by in an environment filled competitive pressure we strive to 
be better at everything we do. This competitiveness leads to many 
technological breakthroughs which are supposed to make our work easier 
or completely automated. A breakthrough in the field of production are 
the fast and precise robotic arms, which are used in many industries. A 
good example for a technological breakthrough in the field of services are 
the different robots used for storage and shipping. 
Production 
An example for such advancements are the industrial robots build by 
KUKA38 famous for having one of the fastest industrial robot arms39. 
There are robots designed for various industries and activities such as: 
Nuclear Decommissioning, Electronic Industry, Metal Industry, Plastic 
Industry, Entertainment Industry, Healthcare, Logistics etc. Use of them 
is also made in the Automotive Industry. Different car manufacturers use 
the robots such as SEAT, BMW and Mercedes.  
Another example for car manufacturing made mainly by robots is 
TESLA40. Their heavily automated factory in south Fremont, California 
relies on more than 160 robots, named after X-men41 characters to 
assemble the new Tesla model. However at this point it seems that the 
robots were slowing down the process as the over complicated production 
line was not as effective as the company thought it will be. After some 
changes, the percentage of human workers was increased in order to 
better the work process (Gibbs, 2018). 
Services 
A company that also uses robots to do the heavy lifting is IKEA42. They 
have set a goal to make their warehouses as automated as possible, since 
robots are much more efficient and it is difficult to find warehouse 

                                                           
38 KUKA - an internationally active company and a leader in the field of robotics headquar-

tered in Augsburg, Germany - https://www.kuka.com/ 
39 KUKA made a commercial featuring Timo Boll (a professional table tennis player) where he 

played against one of their robots. The commercial has over 11 million views on YouTube - 
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workers. Their storage system in Georgia uses 13 cranes for the 30-meter 
warehouse. This saves them a lot of time in the storing and shipping 
process and a lot of expenses. According to them with the automations 
they are up to 3 times faster than before.  
The last example for robots in logistics is Amazon43. In their fulfillment 
centers Amazon rely on more than 100 000 kiva robots to meet the high 
demands. The kiva robots are used to carry the orders around the centers, 
replacing human operated machines. It was estimated that in 2016 the 
robots have cut operating expenses by about 20%, quoting Amazon exec 
Dave Clark, adding that it would translate to roughly $22 million in cost 
savings for each fulfillment center (Kim, 2016). 
AI 
Keeping in mind that for the development and implementation of the 
abovementioned technologies an advance AI is used, I will only mention a 
few self-learning artificial intelligence systems to the illustrate how 
advanced they are. 
I will start off the list with another of Elon Musks’ projects - Open AI.44 
The company has successfully developed a self-learning AI that was able 
to play and compete in a video game45 on a professional level. The AI was 
given control over the game instead of being programmed for it. With an 
artificial neural network and reinforced learning systems the AI was 
playing matches against itself until it had mastered the game. According 
to the team behind it the AI takes over 30 decisions in one second to play 
efficiently. 
Another self-learning AI is the AlphaGo Zero developed by DeepMind 
Technologies46. The AI managed to exceed its previous versions in under 
40 days. The impressive thing about this AI was that it managed to teach 
itself to play chess in 4 hours and beat the current most famous chess 
engine – Stockfish, which has and elo of 3567. 
Until recent years, Artificial Intelligence (AI) was considered to be a 
phenomenon from the future, something that will help next generations 
be more productive and more innovative. Nowadays, AI has already 
facilitated the production process in some professional fields, being more 
productive than humans and using less resources. Another domain, 
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where AI made a huge difference is marketing, especially product design 
and marketing communication, and there are no limitations to what 
robots could achieve in the foreseeable future. Therefore, this work will 
explore further the possibilities of the AI to better the marketing field as 
a whole. 
Currently, most Artificial Intelligence is restricted to fulfil basic 
technological needs such as programs on mobile devices (PC, mobile 
phone, car, tablet etc.). With time, AI will establish its self more firmly, 
and if we are lucky (or according to some people – unlucky) we will be 
alive, when robots reach the potential of the so called Human-level brain 
intelligence (AGI)47, therefore have the same characteristics as human 
beings. Although it might sound quite disturbing, this is the key to 
develop marketing further throughout time. 
A vital part of marketing is the customer. The customer is happy, if an 
adequate interaction exists, that is meaningful, relevant to him and 
makes him feel comfortable. In this type of marketing (customer-
centric), AI can make a huge difference and improve the customer’s 
experience. As R. Duboff points out in her text, that might sound a bit 
counter-intuitive, but: 
A personal robot that responds, evolves and reacts to individuals in real 
time, providing custom experiences and information, will be able to help us 
create more personalized relationships. 
The opportunities are endless. In advertising, rather than building 
engagement plans reliant on email, text, websites, app, banners or TV 
commercials, we will be able to build emotional connections with our 
audiences through robots.48, 
In general, robots can arguably create a better life for humankind: AI can 
help people organize their time more effectively, become more efficient in 
gaining new knowledge, have a healthier lifestyle and many other 
improvements. The only thing that is left for the Marketing specialists to 
do is to create a brand, under which they can sell all of the services AI is 
capable of delivering to humans. The possibilities are boundless: In the 
future, rather than creating psychological profiles for the consumer 
groups, through AI we will be able to establish an emotional relation with 
them, which simulates multi-dimensional capabilities to perfection. 
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It is amazing to think of the infinite possibilities robots will unravel 
before us. For instance, if a person wants to be more athletic, he could 
acquire an Adidas robot, that will help create a unique schedule and 
diet. In a kindergarten, a Disney robot will entertain the kids and with 
its adjustable character traits, it will make a great addition to their 
personal development. It is purposely that I have mentioned some famous 
brands in the previous sentences. The reason is, that all of us are 
dependent on brands, in one way or another. We prefer some brands over 
others when we are in the supermarket, we have favourite brands when 
buying clothes, renovating our homes, choosing personal devices, buying 
office supplies etc. The ones that we are loyal to and are trustworthy, are 
the brands that we will follow when they start utilising Artificial 
Intelligence for fabricating goods and services for the people. 
Right now, there are three main reasons small and medium business 
owners do not have a marketing robot:  
1. Expense. 
2. Lack of expertise. 
3. Touch of fear. 
According to Dana Borowka, a hiring expert, the price of robots will 
continue to go down, and functionality will continue to rise. There will be 
demand for a new type of qualified people – robot marketing 
employees. Dana believes it is crucial to hire the right employees, who 
can adequately manage the marketing robotics. He also acknowledges the 
fact that this is a hard task for any type of business, saying that: 
Without a doubt, a tough challenge for small business managers with 
robots will be consistently hiring quality people to take care of the robots, 
these devices will need to be set-up, programmed, monitored and repaired. 
No benefit comes without a price.” 49 
I have mentioned previously the term marketing robot, thus I will now 
explain it. For that, I will quote Majid Abai, Chief Sherpa of the IT and 
robot consulting firm The Abai Group: 
A true robot requires a mechanical component and some level of 
intelligence. The capability to add analysis to its tasks, not just serving as 
an automatically operated machine that replaces human effort. Therefore 
ATM machines are not robots that replace bank tellers, and not because 
they do not resemble human beings in appearance or perform functions in 
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a human like manner. A device that automatically performs complicated 
and often repetitive tasks is not what I would call a robot. 50 
We all know that robots are depicted as the best working force in any 
repetitive job, where the end result is anticipated. Some people expect in 
the near future, factory workers, cashiers and similar types of positions to 
be reacquired by AI. Despite this popular opinion, in his text, DeVries 
states that there are numerous tasks that Marketing robots can do to help 
small businesses develop faster. 
Firstly, they will make great website content creators and copywriters. H. 
DeVries mentions that L.A. Times uses Artificial Intelligene to report on 
natural disasters such as earthquakes by using a complex algorithm to 
identify the magnitude, time and place, collecting the data from a 
Geological Survey website. Even some news websites, such as Forbes and 
the Guardian, use artificial intelligence platforms to generate 
automated news, so they can cover an event live, providing precise 
information as soon as possible.               
Another work which robots will be able to carry out just fine is Customer 
Service and Marketing reps. This will limit the outsourcing process, 
which is expensive for businesses. By using AI, companies showcase their 
innovative approach and create a sense of progress. 
Robots will be great for tasks such as call centre staff and outbound 
operators. A business cannot function without a serious 
telecommunication architecture, for contacting suppliers and of course, 
the customers. AI will facilitate the incoming and outgoing calls by 
generating pre-recorded messages, allowing the networks will run 
smoothly. There are already automated calling robots used by companies, 
for customer satisfaction surveys, appointment reminders, giving 
instructions etc. 
Last but not least, robots can be used as entertainers and performers. 
They can be spotted in different places, such as theme parks, TV 
commercials and stores. They can come in any type of form – resembling a 
real human being or looking like a fictional character. This use of AI 
drastically increases the interest of the customers. 
To achieve such results, it is important to hire competent Robot Handlers. 
Borowka advices that each person should undergo a personality test 
before being hired as a handler. He points out that the test should consist 
of three parts, so the best performers could be spotted: 
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1. Assess candidates with an in-depth work style and personality 
assessments. 
2. Screen candidates for behavioral tendencies. 
3. Manage more effectively based on behavioral styles. 
The objective is to obtain the best data that can be found about the most 
appropriate personalities to work with Artificial Intelligence. 
It is important to understand, which is the best marketing domain for 
robots to achieve maximum production and results. By doing some 
research, I have found many specialists claiming that Digital 
Marketing is the most suitable industry for AI. There is even a robot 
named Kit, that might be the first of its kind to successfully plan personal 
digital marketing strategies. 
Kit was originally created as a Customer Relationship Management 
(CRM) software, but has obtained several upgrades during the last few 
years. Now, he is able to create marketing agendas, moderate the 
frequency of social posts, filtering content, appropriate for email 
marketing and many more tasks, all helping a business to grow. For 
many people in the business domain, Kit is an incredible advancement for 
the marketing uses of AI. The robot is capable of establishing a complex 
marketing plan, putting different tasks together, rather than completing 
elementary jobs. To top all of that, it is possible to communicate directly 
with Kit, via SMS text messages and messenger applications online. 
Shannon Vize, a Digital Strategist is assured that AI is the future for 
certain industries, although there are some issues yet to be fixed wit Kit: 
With all of the positive potential Kit and fellow AI-based technologies offer, 
there are also challenges that still must be dealt with. For starters, 
businesses interested in utilizing AI-driven technologies like Kit or other 
robots must put their trust in a machine. Making a mistake is human, and 
thus we are often more comfortable accepting and dealing with a mistake 
from an employee. However, technologies like Kit are expected to operate 
without mistakes, which is not the case. Even though you can directly 
communicate with Kit, there is still the potential for errors to be made. 
These mistakes can often be more disastrous than those a human makes 
considering Kit has access to your marketing budget. 

In line with that, there are certain things that cannot be communicated via 
SMS text messages. Kit does have an effective communication format in 
place, but that does not mean you will be able to effectively communicate 
everything you need to the first time around, or ever for that matter. This 
can result in your Marketing Managers wasting valuable time trying to get 
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the robot or technology to understand what could’ve easily been conveyed 
to a human.51 
Throughout this paper, I have gathered sources to illustrate the benefits 
of using AI in the marketing sphere. Before making a personal 
conclusion, I would like to mention that there are many specialists, 
thinking that robots will never be as good as people in business and 
marketing. They emphasize that even with all its potential, Artificial 
Intelligence will never replace the emotional connection with the 
consumer, which is vital for every brand. John Travis, Adobe’s vice 
president of brand marketing, is certain that this will be the case in the 
future. He says: 
Marketing will never be done by robots, and instinct, emotion, all of that 
which marketers we always talk (about), is more important than ever.52 
Marc Pritchard, Procter & Gamble`s Chief Brand Officer also thinks that 
some human traits will not be replicated by AI:  
Can machines do analysis? Yes. Can machines do algorithms? Yes. Can 
machines sift through mass amounts of data? Yes. Can machines gain 
consumer empathy and insight? No. Can machines come up with brilliant 
creative ideas that touch human emotions? No.  
I think that there will absolutely be a place for machine learning or 
algorithms, or data, but I really believe that it won’t replace the humanity 
of creativity. Creativity is still a very human craft. 
One of the scenarios for the future of business, that some marketing 
specialists anticipate is a combination of  AI` s precision and human 
creativity, which will bring the best of both worlds. Repetitive tasks and 
data analysis will be done by robots, but the emotional aspect will be 
conducted by humans, at least for now. 

The marketing powered by AI, ML and other examples related to 
moving towards automation 
Let’s talk about Chatbots and AI supported Voice assistants. Oracle 
projects that by 2020 eighty percent of businesses plan to adopt AI as a 
customer service. In recent years we have seen the so called “Chatbots”. 
Essentially Chatbots interact through instant messaging, artificially 
replicating the patterns of human interactions.  For the most part the 
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most useful chatbots use something called Natural Language Processing, 
which is the computer’s ability to understand human speech or text. They 
are programmed to work independently from the human operator, as it 
can answer a question formulating the sentence in a natural way as a 
real person would. 
The next application of AI in marketing that I will mention is in 
“chatbots”. What is a chatbot you may ask? Well, it is this component in 
a website, normally located on the bottom right part of the web page. Any 
user can click on it and ask questions. He will receive an immediate 
generated answer. How does it work? The machine learning algorithm is 
fed many data. We already know what data is. Also, the AI “trains”. 
Based on many trials and errors it gets to the point where, for example, it 
knows how to answer to a simple and most frequently asked question by 
users. Let’s think of it this way. Ten users ask about the types of wine 
being sold online. The question could be asked in a different way. The 
machine learning algorithm identifies keywords in the sentence. Based on 
previous trials, it knows how to answer as accurate as possible. This is 
the secret behind machine learning. You “train” it. You feed it data and 
you set it up to be as precise in its answers as possible before putting it 
up in production phase. Now you have your live chatbot, available 24/7, 
receiving up to a million messages a day, handling each customer’s 
inquiry in a blink of an eye. Let’s face it – nobody likes to wait. And we 
know what happens when our website is slow or our responses to a 
customer take too much time – too much for the individual customer to 
handle that is. So far chatbots are doing a pretty good job. Some very 
well-known chatbots are Hipmunk, NatGeo Genius, Whole Foods, 
BabyCentre UK and more to follow (53). Ofcourse, do not expect the 
chatbot to be the universal customer service replacement. The aim of the 
chatbot service is to empower customer service, not replace it. 
Initially the AI-backed voice assistants are Chatbots with voice. How 
much they know is based on the data they can access and the complexity 
of how they’re programmed. 
Nowadays a lot of e-commerce companies and not only, use them to 
improve and scale their customers experience whether for shopping, 
booking or customer service.  
For the past couple years companies like the E-commerce and cloud 
software giant – Amazon, the search engine we all know Google and 
many other like Apple and Microsoft, have been working hard towards 
the creation and improvement of their voice assistants.  
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Amazon’s products Alexa, Echo, Echo Dot, Echo Show and their in-app (in 
mobile app) Alexa experience have made big news around voice assisted 
speakers and the AI they use. Currently besides developers that build the 
“skills” and back the “knowledge” of these voice assistants, developers and 
people from all over the world can build what is called Alexa skills, to 
improve the amount and accuracy of the information, and the variety of 
things your speaker at home can do.   
On the other hand, companies like Google are on every Android backed 
phone and the voice assistants generate their answers mostly based on 
the database that Google has, which is not a small one.  
Last example of how businesses are changing their ways for better 
customer experience is the Amazon Go store.  
It officially opened the doors of the first of its kind, the year of 2018 in 
Seattle, WA in one of the Headquarter buildings of Amazon. The 
concept behind it is basically having one – quick access to everyday 
products, especially groceries and convenience goods, two – turn-style 
entry which is, consumers scan-in with Amazon mobile App on their 
smartphone app when they enter, three – consumers go around the store, 
picks up items, adds to bag and shops like normal, and four – the 
consumer just exits.  
Sounds strange right? Since you do not have the normal human 
interaction, you don’t wait in lines. The company says that they use 
computer vision, deep learning algorithms and sensor fusion, much like 
you’d find in self-driving cars. They call it “Just Walk Out” technology. 
Once you’ve got everything you want, you can just go. When you leave the 
store, the technology adds up your virtual cart and charges your Amazon 
account. Your receipt is sent straight to the app. 
For all of that to work properly a lot of Machine Learning is used and as 
mentioned computer vision. Computer vision basically sees like human, 
but it’s a machine. Through a variety of sensors, thousands of little 
cameras its goal and purpose are to not only record video and photos, but 
to also understand the objects it is tracking, to identify and recognize 
them.  
Some other great examples of companies using AI in Marketing according 
to Statista, digital advertising spending will exceed $335 billion globally 
and $117.53 billion in the USA alone by 2020. This is a clear indication 
that the companies are spending extravagantly in the domain of digital 
marketing. 
Big companies that are using AI and ML marketing for their businesses 
are such as Netflix, which uses the predictive analysis tool for better 
content curation, Yelp for image processing, IBM’s Watson that has a 
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huge use for its recommendations algorithms and content detection for 
improved user experience (UX), Amazon has been using Machine 
Learning since the early 2000’s to give better suggestions on its online 
store and one last example would be Salesforce and their technology for 
scoring and lead prediction purposes in digital marketing, called 
Einstein.  

Impact on marketing  
For the forecasts, I am about to make (how the advancements in the field 
of robotics and AI will affect marketing), I will be using McCarthy's 4 Ps 
model (McCarthy, 1960) in order to categorize my suggestions. 
Product 
The products will be much more customizable with higher quality. When 
we are talking about design the precision of the robots will enable much 
more complex designs at lower costs. The features will be customizable 
and the overall quality will be higher, which will mean that product 
would have longer guarantees. The assortment would be much bigger, 
due to advance automations. When it comes to services the level of the 
service would increase. 
Price 
The prices could be overall lower, due to the cheaper production. I suspect 
a more individual approach when it comes to pricing. Thanks to advance 
AIs, which will be considering different variables about the buyer, 
personal discounts and offers will be made. This dynamic pricing will be 
supported by newer ways for payment. 
Place 
Warehousing and logistics would be done much more cheap and effective 
by robots managed by advance AI. The Distribution strategies will be 
made with the help of an AI. 
Promotion 
I think this is the part of the marketing mix where the AI will be mostly 
used. The flow of advertisement will be directed based on personal 
preferences search history and records about buying products. I is 
possible that a complex algorithm will determine when and what type of 
advertisement to show. 
Scholars define four core factors that should be taken into account when 
we formulate our marketing strategy – the so called Marketing Mix. Or in 
other words the set of marketing tools that the firm uses to pursue its 
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marketing objectives in the target.54 In order to assess the impact 
artificial intelligence has on marketing, we should first see what the 
purpose of each of those factors is and whether its function can be 
strengthened with the help of technology.  
The first P is the product. A product is a good or service that is meant to 
fulfill a consumer’s need. On this aspect Peter Drucker says the following: 
"What the people in the business think they know about customers and 
market is more likely to be wrong than right. Only by asking the 
customer, by watching him, by trying to understand his behavior can one 
find out who he is, what he does, how he buys, how he uses what he buys, 
what he expects, what he values and so on." Thus, when discussing the 
impact of technology (and to be more specific, artificial intelligence) on 
the first P, we have to check whether it somehow affects the way 
marketers collect and analyze data about the consumer’s preferences.  
The second P stands for price. This refers to the sacrifice a consumer is 
ready to make in order to obtain a product that satisfies a need of theirs. 
In his book ‘Market-Based Management: Strategies for Growing 
Customer Value’ Roger J. Best identifies a few components of the total 
cost of purchases - disposal costs, maintenance costs, ownership costs, 
usage costs, acquisitions costs, and the price the consumer paid for the 
product. Thereby, when trying to define the impact of AI we should focus 
on whether the use of AI in the production process could lower the price of 
a product.  
The third P stands for place – in other words, the distributive channels 
through which the product reaches the customers. Their job is to link the 
producer to the consumer. Regarding the providers Peter Drucker shares 
the following observation:  
"In respect to distributive channels there is one more complication which 
makes this a difficult as well as a crucial result area. There is no 
distributive channel which is not, at the same time, also a customer. […] 
The customer of an industrial-goods product therefore plays a twofold 
role: he is genuine customer and genuine distributive channel. In either 
role he is crucial to the producer." 
Because of the dual role distributors play, as explained by Drucker, we 
should ask two questions here – one regarding the customer role of the 
providers and one regarding their distributive role. The first question is 
the same as the one for the first P – does AI affect the way marketers 
learn more about customers’ preferences. The second question we should 
ask here regarding AI is whether it affects the way distributors act. 
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The fourth and final P is promotion - sales promotion, advertising, the 
sales force, public relations, direct mail, telemarketing, and the 
Internet55. Our question on this aspect would be whether and if yes, how 
AI has changed advertising. 
To sum up, the questions which answers we are looking for are the 
following: 

• Does AI affect the way marketers collect and analyze data on 
consumers’ preferences? 

• Does the implementation of AI in the production process lower the 
price of the product? 

• Does AI affect the way distributors act?  
• Has the implementation of AI changed advertising?  

Of course, the question that goes with all four is “How?”. 
Nowadays the World Wide Web is seen as a new, extremely powerful 
environment for all marketing activities that companies execute – 
planning, research, market segmentation, targeting specific markets, 
positioning, increasing customer satisfaction, design, pricing and, 
ofcourse, promotion and product realization. 
One of the key features of marketing is namely to provide companies with 
information on market needs in the most efficient, rapid and reliable way. 
This feature is what we call marketing research and it aims 
predominantly at providing the business with more opportunities and 
information about what potential products would be successful based on 
the customers’ preference.  
With the fast development of new technology, marketing has taken a 
huge step forward in terms of efficiency, especially due to the increased 
use of intelligent software which can alter customer experience on the 
company’s website, personalize the general customer experience, provide 
non-stop customer support, research market needs in a secure matter and 
create profile of the consumer.  
When speaking about the use of artificial intelligence in marketing, it 
should first be noted that this concerns primarily digital marketing. 
Digital marketing is quite different from the standard marketing and it 
has been gaining enormous importance in the past several years, 
especially with the constant development of new technology. This strategy 
typically uses channels such as social media, interactive and dynamic 
websites, emails and SEO (Search Engine Optimization). 
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In the present day, it is hard for business to increase its revenue, client 
base and fame unless it uses exactly methods of digital marketing to 
promote itself to customers.  
Essentially, the question that undoubtedly comes to mind when trying to 
link together digital marketing and artificial intelligence is namely how 
these two will interact and how will AI (artificial intelligence) affect 
digital marketing. 
Naturally, in the beginning marketing specialists were on the line when 
deciding whether or not AI should at all be incorporated in the field of 
marketing since that kind of technology was not yet perfected to the 
extent that it is nowadays. Simply, they were not entirely sure if the use 
of AI in the business would reach the targeted goals and would acquire 
factual and real information from the research it has carried out.  
However, AI technology is one of the fastest fields in terms of 
development and therefore the AI we have now is several times better 
than the one from just three years ago, for example. Not only that, but 
also the current AI in marketing has proven to be maybe to some extent 
even more effective that the work of actual people.  
One of the reasons why the use of AI is preferred in digital marketing is 
because it can provide the business with extremely accurate research 
information about sales, thus providing good sales forecasts, and while 
this can be executed by actual people as well, it is surely a faster process 
and even less resource demanding for the business. 
Another reason, and probably one of the most significant ones, is the 
ability of artificial intelligence to research customer preference on a 
deeper level and thus providing the business with a thorough 
understanding of its clients’ desires and capabilities, enabling it to adapt 
to what they want and need.  
By researching customers’ needs, the AI can also effectively develop 
detailed customer profiles and therefore aid the idea of personalization 
which is a crucial pillar of marketing. 
Personalization in marketing means the collection of data, classification, 
analysis and strategic use that can benefit the business in creating and 
distributing various products based on the needs of the customers. 
Undoubtedly, technology helps marketing specialists to carry out these 
important tasks and nowadays AI is actually performing most of that – 
collecting information about gender, age, income, geographical location, 
etc. in order to provide the companies with fast, efficient and low-resource 
marketing research.  



 48 

Another reason for the current prosperity of artificial intelligence in 
digital marketing is the ability for business to provide its clients with a 
non-stop customer support service online. This means online chat bots 
that can answer a growing amount of questions, real-time conversations 
with customers, as well as a highly intelligent automated email system.  
Furthermore, the use of artificial intelligence software in terms of content 
creation on websites is ever-so-growing. Some AI is so advanced that in 
fact it can practically generate original content from scratch. Large 
companies such as Forbes56 and Associated Press57 are known to have 
already put into use such intelligent software to write parts of their 
content.  
E-mail marketing also benefits by the use of AI. A growing number of 
brands tend to be using AI in order to personalize email campaigns based 
on already researched customer behavior, needs and general preferences 
(again done mostly by intelligent software).  
Of course, when discussing the importance of AI in marketing, one of the 
biggest aspects of it is probably digital advertising. In fact, digital 
advertising is probably the most successful way in which artificial 
intelligence has been incorporated into digital marketing. It is not a 
secret that large companies such as Google (in the face of Google 
AdWords), Facebook and Instagram use AI and machine learning to 
provide content based on the information that users provide – interests, 
likes and demographics.  
In conclusion, realistically, we live in times when AI is growing in 
popularity and use, not only on an individual level (for example Amazon’s 
Alexa, Apple’s Siri and Microsoft’s Cortana), but also on a business level 
which manifests mostly in terms of marketing, customer support and 
content generation. By assessing all of this information, it can surely be 
said that companies can only benefit from the use of artificial intelligence 
since those who do not, seem to not stand a chance against the huge 
innovators. 
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