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ÖZET 

Bu çalışma, yapay zekânın (YZ) pazarlama stratejilerine etkisini ve işletmelere sunduğu fırsatları 

incelemektedir. YZ, müşteri davranışlarını analiz etme, kişiselleştirilmiş deneyimler sunma ve kampanya 

yönetimini optimize etme gibi işlevlerle pazarlama süreçlerine somut faydalar sağlamaktadır. Araştırma, YZ 

destekli stratejiler arasında chatbotlar, YZ reklamcılığı ve içerik üretimi gibi alanları ele alarak, bu 

teknolojilerin pazarlamada nasıl yenilikçi çözümler sunduğunu ortaya koymaktadır. Çalışmanın amacı, 

YZ’nin teorik katkılarını ve pratik kullanım alanlarını değerlendirerek işletmelere stratejik bir yol haritası 

sunmaktır. Bu kapsamda, bir araştırma sorusu belirlenmiştir: (1) Yapay zekâ ile geliştirilen yeni nesil 

pazarlama stratejileri nelerdir? Çalışmada, başarılı YZ uygulamalarına dair vaka çalışmaları ve örnekler 

incelenerek, YZ’nin pazarlama stratejilerine entegrasyonunun işletmelere başarı ve verimlilik sağladığı 

gösterilmektedir. Yapay zekanın pazarlama sistemlerine başarılı bir şekilde entegre edilmesi, iş çevikliğini 

güçlendirir, pazar değişimlerine gerçek zamanlı yanıt vermeyi destekler ve son derece kişiselleştirilmiş 

etkileşimler aracılığıyla tüketici sadakatini artırır. Ancak, yapay zekanın tüm potansiyelini gerçekleştirmek, 

hem teknik hem de etik boyutları ele alan bütünsel bir strateji gerektirir. 

 

 

ABSTRACT 

This study examines the impact of artificial intelligence (AI) on marketing strategies and the opportunities it 

offers to businesses. AI provides tangible benefits to marketing processes through functions such as analyzing 

customer behavior, delivering personalized experiences, and optimizing campaign management. The 

research examines AI-supported strategies in areas such as chatbots, AI advertising, and content production, 

revealing how these technologies offer innovative solutions in marketing. The aim of the study is to evaluate 

the theoretical contributions and practical applications of AI and provide businesses with a strategic 

roadmap. In this context, a research question has been identified: (1) What are the new generation marketing 

strategies developed with artificial intelligence? The study examines case studies and examples of successful 

AI applications, demonstrating that the integration of AI into marketing strategies brings success and 

efficiency to businesses. The successful integration of AI into marketing systems strengthens business agility, 

supports real-time responsiveness to market shifts, and enhances consumer loyalty through hyper-

personalized interactions. However, realizing the full potential of AI requires a holistic strategy that 

addresses both technical and ethical dimensions. 

 

 

Önerilen Alıntı (Suggested Citation): GÜLBAŞI, Ali (2025), “Artificial Intelligence in Marketing: Next Generation 

Strategies and Applications”, Uluslararası Yönetim Akademisi Dergisi, S.8(3), ss.786-801, Doi: 

https://doi.org/10.33712/mana.1624405 

 

 

Anahtar Kelimeler: 

 

Pazarlama, 

 

Dijital  

Pazarlama,  

 

Yapay Zekâ, 

Keywords: 

 

Marketing,  

 

Digital Marketing, 

 

Artificial Intelligence, 



Uluslararası  Yönetim  Akademisi  Dergisi,  2025,  C.8,  S.3,  ss.786-801 

787 

 

 

1. INTRODUCTION 

Artificial intelligence (AI) has emerged as a transformative technology in the contemporary marketing 

landscape. This study investigates the innovative strategies facilitated by AI in marketing and the opportunities 

it provides to businesses. The research emphasizes AI's key impacts, including its ability to analyze customer 

behavior, deliver personalized marketing experiences, and optimize campaign management. Additionally, real-

world examples of successful AI implementations are presented, showcasing the tangible benefits AI brings to 

marketing processes. The primary objective of this study is to provide a strategic roadmap for businesses by 

examining the theoretical advancements and practical applications of AI. 

AI is a field of study that enables computers to simulate human-like thinking, learning, and decision-making 

abilities. This technology empowers systems to learn, solve problems, and adapt to environmental changes in 

ways analogous to human intelligence. The origins of AI trace back to the "Boolean Circuit Model of the 

Brain", developed by McCulloch and Pitts in 1943, and the term "artificial intelligence" was formally 

introduced into academic literature by John McCarthy in 1956. Advancements in the field, such as deep learning 

and expert systems in the 1980s, propelled its development. AI gained widespread public attention in 1997 

when IBM's Deep Blue program defeated chess champion Garry Kasparov (Okay, 2023). 

The historical evolution of AI has been marked by the growth of subfields such as deep learning, machine 

learning, and natural language processing (NLP). Today, these technologies play a pivotal role in data analytics, 

image processing, and autonomous systems. In marketing, they have proven instrumental in establishing 

competitive advantages by transforming customer experiences (Yin, 2022). AI has significantly impacted the 

core components of marketing product, price, place, and promotion (4Ps) introducing revolutionary changes. 

For instance, mechanical AI is widely applied in inventory management and logistics, while thinking AI 

enhances personalized product and service recommendations through advanced data analytics. Furthermore, 

sentient AI adds unique value to customer relationship management by interpreting and responding to 

consumers' emotional states (Huang and Rust, 2020). 

One prominent application of AI in marketing is dynamic pricing, a strategy that adjusts prices in real time 

based on consumer demand and market conditions. AI also delivers measurable benefits in predicting customer 

behavior and designing targeted campaigns. Moreover, NLP technologies, such as chatbots and voice assistants, 

enhance customer experiences by providing efficient and interactive communication tools. However, the 

widespread adoption of AI in marketing is not without challenges. The technology’s large-scale use raises 

critical concerns regarding consumer privacy and ethical responsibilities. Notably, the literature highlights the 

"privacy-personalization paradox" as a significant obstacle to AI integration in marketing (Grandinetti, 2020). 

AI is revolutionizing the development and execution of marketing strategies by offering advancements in areas 

such as consumer data analysis, personalized campaign design, and operational efficiency. These contributions 

foster sustainable growth opportunities for businesses. Nevertheless, the ethical and social dimensions of AI 

adoption must be carefully addressed to ensure its successful implementation. By examining both the 

opportunities and challenges associated with this multifaceted transformation, this study aims to provide 

valuable insights to the literature on AI in marketing. 

 

2. ARTIFICIAL INTELLIGENCE AND MARKETING: BASIC CONCEPTS 

2.1. What is Artificial Intelligence? 

Intelligence, though broadly studied, lacks a universally accepted definition. It is generally described as the 

ability to interpret stimuli, transform them into information, and utilize that information effectively. Traditional 

perspectives view intelligence as a measurable capability, while modern approaches highlight its dynamic and 

evolving nature. Gardner's theory of multiple intelligences links intelligence with the ability to solve problems 

or produce valuable outcomes (Arslan, 2020). 

Artificial intelligence (AI) extends the concept of intelligence to machines, enabling them to simulate human 

cognitive functions, such as reasoning, learning, and decision-making. AI systems utilize complex algorithms 

and subfields like machine learning and deep learning to optimize data processing and prediction tasks. As an 

interdisciplinary field, AI integrates diverse technologies, including cloud computing, robotics, and digital 

media, offering applications across industries such as healthcare, education, and finance (Okay, 2023; Minh et 

al., 2023; Yoşumaz, 2024). 
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AI's development has deep historical roots. Early milestones include the "Boolean Circuit Model of the Brain" 

(1943), Shannon's theories on computation (1948), and Turing's seminal work introducing the Turing Test 

(1950). The term "artificial intelligence" was officially coined by John McCarthy in 1956. Over subsequent 

decades, advancements such as deep learning, expert systems, and artificial neural networks fueled AI's 

evolution, with pivotal moments like IBM's Deep Blue defeating Garry Kasparov in 1997 underscoring its 

potential. Since the 2000s, AI has gained prominence due to the rise of big data and applications like personal 

assistants, autonomous vehicles, and facial recognition. These innovations highlight AI's transformative role in 

optimizing processes, enhancing efficiency, and addressing complex problems, making it an ever-evolving field 

of study and application (Arslan, 2020). 

AI is commonly categorized into three distinct types: artificial narrow intelligence (ANI), artificial general 

intelligence (AGI), and artificial superintelligence (ASI). These classifications are based on their level of 

cognitive capabilities relative to human intelligence. 

 Artificial Narrow Intelligence (ANI): ANI, the most prevalent form of AI today, is designed to perform 

specific tasks within a limited domain. It operates below the level of human intelligence, excelling in 

narrowly defined functions such as email spam filtering, movie recommendations, and e-commerce 

suggestion algorithms. ANI leverages its ability to analyze large datasets and recognize patterns with 

greater efficiency and speed than humans. All current AI technologies are classified under ANI, as they 

are tailored to specialized tasks rather than general problem-solving (Kalota, 2024, Yoşumaz, 2025). 

 Artificial General Intelligence (AGI): AGI, also known as “strong AI”, represents the capacity for 

machines to fully replicate human cognitive processes, including thinking, learning, and decision-making. 

AGI would enable AI systems to address a wide range of real-world challenges akin to human 

intelligence. However, achieving AGI remains a theoretical goal, with significant skepticism about its 

feasibility due to the vast advancements required in technology and understanding of human cognition 

(Haymond and McCudden, 2021). 

 Artificial Superintelligence (ASI): ASI extends beyond AGI, describing AI systems with capabilities that 

surpass human intelligence in both speed and complexity. Often depicted in science fiction, ASI refers to 

machines capable of outperforming humans in all cognitive tasks. While ASI is a concept of interest, it is 

not expected to be realized in the foreseeable future. Some argue that ASI's emergence is improbable due 

to the multifaceted nature of human intelligence, which encompasses emotions, dreams, and subjective 

experiences beyond purely cognitive functions (Iqbal, 2024). 

Currently, all AI technologies fall under the scope of ANI, focusing on specific tasks and domains. 

 

3. LITERATURE REVIEW 

E-commerce refers to the buying and selling of goods and services through electronic means, primarily the 

internet. In this model, sellers offer their products and services to customers via their own websites or various 

online platforms, with transactions being conducted digitally without the need for physical stores. This digital 

approach enables small, medium, and large-scale enterprises to expand their operational scope, access new 

markets, diversify their product offerings, and grow their customer base (Gülbaşı and Taşkın, 2024). In recent 

years, the influence of artificial intelligence (AI) technologies on marketing processes within the e-commerce 

ecosystem has significantly increased, driving substantial transformations in the field. Systematic literature 

reviews reveal that AI applications in marketing predominantly revolve around three central themes: 

forecasting, personalization strategies, and automation. By enhancing operational efficiency in areas such as 

targeted advertising, customer segmentation, content curation, and campaign analysis, AI contributes 

significantly to the overall effectiveness and precision of marketing activities. (Campbell et al., 2020). 

Moreover, AI-powered chatbots are frequently highlighted in the literature for enabling real-time customer 

interaction, which enhances customer satisfaction and strengthens brand loyalty. Empirical findings show that 

AI applications reduce campaign analysis time by 30%, improve customer response time by 91.67%, and lead to 

a 33.33% increase in return on investment (ROI) (Goic et al., 2021). 

In the area of personalization, AI-supported email marketing, targeted ads, and product recommendations have 

been found to increase customer engagement rates by 50%, 140%, and 125%, respectively (Kshetri et al., 2023). 

AI has also achieved higher accuracy rates in market forecasting compared to traditional methods, improving 

demand forecasting, sales predictions, and trend analysis by 21% to 50% (Tang et al., 2022). However, ethical 

concerns such as consumer privacy and algorithmic transparency remain crucial issues that must be addressed in 
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AI-driven marketing applications. The literature underscores the critical importance of balancing efficiency with 

ethical considerations when developing marketing strategies. 

Verma et al. (2025) highlighted the significant contributions of deep learning–based algorithms in areas such as 

customer lifetime value (CLV) prediction, customer segmentation, and campaign optimization. Models such as 

Long Short-Term Memory (LSTM) and Recurrent Neural Networks (RNN) enable temporal analysis of 

customer behavior, facilitating more effective marketing strategy development. K-Means clustering improves 

click-through and conversion rates, while Support Vector Machine (SVM) models stand out for their high 

accuracy. Furthermore, automated email marketing processes enhance customer engagement and ROI; however, 

issues of data ethics and privacy remain essential for the responsible use of these technologies. 

Behera et al. (2024) examined the transformative potential of AI-powered e-marketing (AIeMktg) applications 

through an original conceptual framework. In their model, e-marketing automation, error minimization, and 

decision-making are treated as independent variables; AIeMktg as a mediating variable; customer engagement 

as the dependent variable; and customer loyalty as a moderating variable. Findings from the quantitative study 

demonstrate that AIeMktg enhances the ability to anticipate customer needs, deliver personalized messages, and 

reinforce Retail 4.0 applications through customer feedback. These results reveal the critical role of AI in 

enhancing customer interaction in e-retailing in a smart and efficient manner. 

Kshetri et al. (2024) emphasized that generative AI (GAI) is transforming key marketing functions, including 

personalization, insight generation, and content development. GAI offers major advantages in developing 

customized content, reducing costs, improving efficiency, and enabling scalable marketing automation. 

Research shows that marketers are effectively using GAI, particularly for personalization purposes, to enhance 

customer experience. Compared to traditional algorithms, GAI provides faster, more effective, and lower-cost 

solutions, thereby improving lead generation processes. However, the successful implementation of GAI 

depends on the development of individual and organizational learning capabilities. 

Thakur and Kushwaha (2024) conducted a comprehensive bibliometric analysis of 317 articles published 

between 1991 and 2022, mapping the evolution and application areas of AI in marketing research. Their study 

categorizes AI’s influence on marketing into four major thematic clusters: (1) data mining and deep learning in 

decision support systems, (2) generative AI in marketing, (3) AI-enabled e-commerce applications, and (4) 

marketing technologies involving chatbots. The study observed a surge in research efforts after 2019, especially 

in the fields of machine learning, big data, natural language processing, and digitalization. Authors such as 

Kumar, Rust, and Davenport are noted as the most cited pioneers, while the journal Decision Support Systems 

stands out as one of the most productive publication platforms. Additionally, emerging topics such as virtual 

influencers, real-time interactive marketing, and value co-generation are shaping the future direction of AI in 

marketing. This bibliometric study provides a systematic overview of AI’s multifaceted impact on marketing 

and serves as a valuable reference for future research. 

Overall, artificial intelligence is emerging as a transformative technology that fundamentally redefines how 

businesses interact with consumers and reshapes the four core elements of marketing: product, price, place, and 

promotion. Various types of AI mechanical, thinking, and emotional play different roles across marketing 

activities, ranging from product design and pricing to logistics and personalized promotions (Huang and Rust, 

2020). Technologies such as machine learning algorithms, natural language processing, and predictive analytics 

enable the development of personalized marketing strategies based on big data analysis, enhancing both 

customer experience and brand loyalty. The global market for AI-enabled marketing solutions, valued at $6.5 

billion in 2020, is expected to reach $107.4 billion by 2027 (Grandinetti, 2020; Esch and Black, 2021). On the 

other hand, the paradox between personalization and data privacy as well as ethical concerns related to the use 

of consumer data remains a significant challenge for the widespread adoption of AI (Chatterjee et al., 2022; 

Grandinetti, 2020). Therefore, realizing AI’s full potential in marketing requires a balanced approach that 

integrates ethical and technological frameworks. Moreover, further research and the development of innovative 

solutions are essential to better understand and manage this transformation. 

 

4. METHODOLOGY OF RESEARCH 

This study adopts a comprehensive literature review approach to investigate the innovative strategies and 

opportunities introduced by artificial intelligence (AI) in marketing. By systematically synthesizing and 

analyzing the existing scholarly work, this method enables a thorough understanding of how AI 

influences marketing practices, including customer behavior analysis, personalization strategies, and 
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campaign optimization. The primary aim is to integrate theoretical insights and empirical findings to 

provide a strategic roadmap for businesses seeking to leverage AI technologies in contemporary 

marketing. 

A document analysis approach, a qualitative method commonly applied in literature review studies, was 

employed to collect and evaluate relevant sources (Sak et al., 2021). Purposive sampling was used to 

select the most relevant documents, ensuring that each source directly contributes to understanding AI 

applications in marketing. To enhance the credibility and rigor of the study, five experts in the field were 

consulted. Each expert evaluated three aspects of the study, resulting in a total of 15 responses: 13 

positive and 2 negative. The critiques addressed the limited number of documents and the formulation of 

the initial research question. After reviewing the feedback and consulting with other experts, the research 

question was refined to better reflect the scope of the literature review. Following the approach suggested 

by Miles and Huberman (1994), the reliability of the study was calculated as 13 / (13 + 2) = 87%. 

Research Question: 

RQ1: What are the next-generation marketing strategies developed through the use of artificial 

intelligence? 

 

5. FINDINGS OF RESEARCH 

The findings respond to research question, “What are the next-generation marketing strategies developed using 

artificial intelligence?”. Several key strategies were identified, including chatbots and customer service, AI 

advertising, email marketing, customer behavior-based marketing, lead generation, personalized marketing, AI-

enabled content development and recommendation systems, campaign optimization, and return-on-investment 

(ROI) improvements. These strategies demonstrate the innovative capabilities of AI in marketing and the 

opportunities it provides for businesses. New generation marketing strategies with artificial intelligence are 

explained below. 

 

5.1. Chatbots and Customer Service 

Artificial intelligence (AI) has become a cornerstone of next-generation marketing strategies, particularly 

through the widespread adoption of AI-enabled chatbots in customer service. Chatbots, as AI-powered digital 

assistants, utilize natural language processing (NLP) algorithms to understand user queries via text or voice and 

generate human-like responses. Depending on their underlying architecture rule-based, retrieval-based, or 

generative chatbots can provide either predetermined responses or dynamic, context-aware answers 

(Adamopoulou and Moussiades, 2020). These technological capabilities allow chatbots to interact 

simultaneously with thousands of customers, making them especially effective for handling repetitive and 

routine service requests (Caldarini et al., 2022; Sheehan et al., 2020). 

Advanced chatbots, powered by deep learning and continuous interaction, can now adapt their tone, respond 

empathetically to customer emotions, and improve over time through self-learning (Hoyer et al., 2020; Suta et 

al., 2020). Such evolution enables companies to offer 24/7 availability, rapid response times, and significant 

cost savings while maintaining a human-like interaction style an increasingly critical component of digital 

marketing success (Crolic et al., 2022). 

However, the efficiency gains offered by chatbots are often limited by their susceptibility to errors, which can 

result in miscommunication and unmet customer expectations. These technical limitations highlight a persistent 

challenge in balancing cost-effective automation with high service quality (Adam et al., 2021). Research by 

Rase and Witthohn (2025) underscores that self-recovery mechanisms and error-tolerant, anthropomorphic 

design features are essential to enhancing chatbot reliability and user satisfaction. In the medium term, a hybrid 

model where chatbots and human agents collaborate is likely to remain the dominant strategy in complex 

customer service contexts (Gnewuch and Maedche, 2022). 

As chatbots increasingly become an integral part of digital marketing, their strategic functions extend beyond 

simple query resolution. According to Chung et al. (2020), chatbots contribute to five core marketing objectives: 

customer interaction, entertainment, trend analysis, personalization, and problem-solving. These functions, 

when executed effectively, support real-time engagement and foster a personalized customer experience key 

pillars of next-generation marketing. Moreover, well-designed chatbot interactions have been shown to 
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influence customer perceptions and attitudes positively, thereby enhancing brand loyalty (Nicolescu and 

Tudorache, 2022; Khana, 2023). 

Despite their potential, ethical considerations such as data privacy and responsible AI use are increasingly 

important. As the demand for hyper-personalization grows, so do concerns over data security and consent (Fan 

et al., 2022). Scholars like Shin et al. (2022) advocate for humor and emotional intelligence in chatbot design, 

but also emphasize the necessity of maintaining a customer-centric and ethically grounded approach. 

In summary, AI-enabled chatbots are transforming customer service into a strategic marketing tool. They not 

only reduce workload and operational costs but also enhance decision-making, emotional engagement, and 

service agility (Lin et al., 2024). However, for businesses to fully leverage their benefits, chatbot technologies 

must be embedded within ethically responsible, customer-focused digital marketing strategies. This integration 

represents one of the most prominent next-generation approaches to achieving sustainable customer satisfaction 

and long-term loyalty in the AI era. 

 

5.2. Artificial Intelligence Advertising 

AI advertising refers to the application of machine-learning processes to enhance brand communication by 

enabling tasks to be performed through the interaction of humans, machines, or a combination of both (Rodgers, 

2021). Positioned at the intersection of cognitive science, computer science, and advertising, AI advertising has 

emerged as a transformative sub-discipline. It leverages advanced technologies to optimize efficiency in critical 

advertising areas, including automated market segmentation, precise targeting, ad content development, 

personalization, and ad buying and placement optimization (Huh et al., 2023). 

The integration of AI in advertising automates routine marketing tasks, enabling marketers to allocate their 

efforts toward more strategic initiatives (Wang et al., 2017). By employing big data analytics, AI facilitates the 

development of emotionally resonant, personalized advertisements that effectively engage consumers (Mogaji et 

al., 2019). Furthermore, AI-powered sentiment analysis allows marketers to design strategies informed by 

consumer feedback, thereby enhancing customer satisfaction and engagement (Noranee and Othman, 2023). 

AI techniques such as real-time bidding and behavioral targeting have significantly improved the precision and 

effectiveness of ad delivery (Singh and Adhikari, 2023). These capabilities allow for the dynamic adjustment of 

advertising strategies, ensuring that ads reach the right audience at the right time with tailored messages. This 

level of precision not only enhances advertising efficiency but also contributes to building stronger consumer-

brand relationships. 

AI advertising represents a paradigm shift in the advertising industry, transforming how brands connect with 

their target audiences through technology-driven, personalized, and data-informed approaches. As these 

technologies continue to evolve, their potential to further enhance advertising effectiveness and consumer 

engagement is considerable. 

 

5.3. Email Marketing 

In today's digital landscape, artificial intelligence (AI) is driving fundamental transformations in the marketing 

discipline, particularly paving the way for the development of next-generation strategies in the field of email 

marketing. Moving beyond traditional demographic segmentation and basic customer grouping methods, AI 

technologies now leverage advanced techniques such as natural language processing (NLP), machine learning, 

and predictive analytics to conduct in-depth analysis of customer data, enabling dynamic and real-time targeting 

(Nair et al., 2021). In this context, AI-powered applications allow for the generation and timely delivery of 

personalized content by taking into account individual customer behaviors, interests, and interaction patterns. 

One of the most significant advantages offered by AI is the concept of hyper-personalization, which goes 

beyond addressing the customer by name. It involves the optimization of content, offers, and timing specifically 

tailored to each individual (Stupar-Rutenfrans, 2019). Furthermore, AI’s sentiment analysis capabilities help 

align marketing content with consumer expectations, thereby enhancing customer experience and contributing 

to stronger brand loyalty (Noranee and Othman, 2023). AI-supported dynamic segmentation uncovers hidden 

patterns in customer data, allowing for the generation of more meaningful and up-to-date segments, and 

enabling flexible responses to changes in the customer journey (Chintalapati and Pandey, 2021). Additionally, 

AI algorithms continuously monitor and optimize campaign performance in real-time, thus increasing marketing 
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efficiency and maximizing customer engagement. Automated re-engagement campaigns also play a critical role 

in preventing customer churn and ensuring the sustainability of customer loyalty (Patil, 2024). 

However, alongside the effectiveness of AI-based marketing strategies, ethical and legal responsibilities come to 

the forefront. Elements such as data privacy, algorithmic transparency, and user consent are of critical 

importance, especially in terms of compliance with regulations such as the General Data Protection Regulation 

(GDPR). Therefore, ensuring transparency in data collection and usage processes is essential for maintaining 

user trust and establishing sustainable customer relationships (Bouchareb and Morad, 2024). 

In conclusion, the new generation of marketing strategies developed through the integration of AI technologies 

are shaped around personalization, automation, and real-time data analysis. These strategies enhance the 

effectiveness of marketing activities and deepen the customer experience. In this regard, AI-powered email 

marketing provides businesses with a sustainable competitive advantage in the increasingly competitive digital 

environment. 

 

5.4. Customer Behavior Driven Marketing 

AI-enabled customer behavior-driven marketing is a strategy that utilizes advanced data analytics and AI 

technologies to understand customer preferences, behaviors, and needs. By analyzing extensive customer data, 

businesses can develop highly personalized products, services, and communication strategies tailored to 

individual habits and preferences. Through sophisticated algorithms and machine learning techniques, AI 

predicts customer behavior, comprehends target audience expectations, and optimizes marketing messages. This 

approach fosters stronger connections between businesses and their customers, ultimately enhancing brand 

loyalty, customer satisfaction, and the effectiveness of marketing campaigns. Such a customer-centric strategy 

contributes to greater competitiveness and sustainability in the marketplace (Dahivale, 2025). 

Research underscores the value of AI in customer behavior-driven marketing. Wu and Monfort (2022) argue 

that consumer engagement significantly enhances the success of AI-based marketing strategies, while Zaman 

(2022) highlights AI’s ability to effectively analyze complex customer behaviors. 

Despite these advantages, challenges persist. AI-enabled marketing introduces significant ethical considerations, 

particularly regarding data privacy and accountability. Anjorin et al. (2024) emphasizes that while AI enhances 

marketing effectiveness, privacy concerns must not be overlooked. Addressing these ethical responsibilities is 

essential for businesses seeking to leverage AI while maintaining consumer trust and regulatory compliance. 

 

5.5. Lead Generation 

Artificial intelligence (AI) represents a pivotal advancement in the development of next-generation marketing 

strategies for businesses. Leveraging big data analytics and machine learning algorithms, AI accelerates and 

enhances the identification of potential customers and the prediction of their purchase likelihood, thereby 

enabling more strategic and targeted allocation of resources (Okay, 2023:139). 

Hentzen et al. (2021) emphasize the critical role of AI in developing targeted and personalized marketing 

strategies derived from deep insights gained through customer-centric services. Similarly, Kumar et al. (2019) 

highlight the effectiveness of AI-driven personalized communications in enhancing lead generation and overall 

marketing processes. These approaches allow sales and marketing teams to analyze and prioritize prospects 

more accurately, thereby enabling a greater focus on strategic initiatives. 

In addition to targeting and personalization, AI automates routine and repetitive tasks, thereby streamlining 

processes and improving efficiency. Davenport (2018) notes that automating manual operations such as data 

entry and customer communications reduces error rates and results in higher-quality, more reliable leads. 

However, Piano (2020) stresses that ethical considerations, including data privacy and algorithmic bias, must be 

carefully addressed in the implementation of AI technologies. 

In summary, AI-powered next-generation marketing strategies integrate deep customer insights, personalized 

communication, and process automation to offer businesses more effective and efficient marketing 

opportunities. The adoption of these strategies not only provides a competitive advantage but also requires 

careful attention to ethical responsibilities. 

 



Uluslararası  Yönetim  Akademisi  Dergisi,  2025,  C.8,  S.3,  ss.786-801 

793 

 

5.6. Personalized Marketing 

AI-powered personalized marketing utilizes advanced big data analytics and AI to generate customized 

experiences, messages, and recommendations for each customer. This strategy is based on thorough analysis of 

customer behaviors, preferences, and interests. It operates across multiple platforms such as email, social media, 

websites, mobile apps, and e-commerce sites, delivering targeted content and ads to specific user groups. AI 

algorithms process data like browsing habits, purchase history, demographics, and interaction trends to segment 

audiences and craft tailored marketing strategies for each segment. By offering relevant and valuable 

experiences, this approach boosts sales, improves customer satisfaction, and builds stronger brand loyalty. 

Transforming the marketing landscape, AI provides businesses with deep insights into customer needs, allowing 

the development of highly personalized offers and recommendations (Upadhyaya, 2024:2389). 

Kumar et al. (2019) underscore the pivotal role of AI in delivering tailored offers to customers. Gao and Liu 

(2022) further emphasize AI's capacity to analyze data patterns, predict consumer behaviors, and improve the 

effectiveness of personalized marketing strategies. The influence of AI extends beyond data analysis to 

encompass the development of dynamic content tailored to user interactions. Belaţiš and Alţakoviš (2024) 

illustrates how generative AI boosts user engagement through personalized content development, while Yang et 

al. (2021) demonstrate the effectiveness of real-time messages and offers in improving marketing outcomes. 

However, the integration of AI into marketing processes introduces challenges. Sun (2023) draws attention to 

concerns surrounding data privacy and ethical considerations, while Yazdani and Darbani (2023) underscores 

the importance of transparent data management practices in maintaining consumer trust. Consequently, the 

responsible and equitable application of AI in marketing processes is essential for sustainable success. 

 

5.7. AI Driven Content Development and Recommendation Systems 

Artificial intelligence (AI) has emerged as a major driving force in the development of personalized strategies 

within the field of marketing by enabling the analysis of large datasets. Research by Senyapar (2024) and 

Chintalapati and Pandey (2021) indicates that AI has brought about a profound transformation in content 

development and management processes. AI's ability to predict user preferences based on past behavior allows 

for the precise tailoring of targeted messaging and enhances communication efficiency (Zhang et al., 2020). 

Moreover, AI-powered recommendation systems have been shown to significantly increase click-through and 

conversion rates by delivering content aligned with individual user interests (Gao, 2023; Sodiya, 2024). 

Potwora et al. (2024), in their study, found that AI substantially enhances operational efficiency in marketing 

processes, delivering effective results in areas such as task automation, campaign data analysis, and the 

improvement of customer relationships. Additionally, they emphasized the critical role of AI in analyzing 

consumer data to develop personalized marketing strategies and boost customer engagement. However, they 

also highlighted the importance of addressing challenges related to data privacy, ethics, and algorithmic bias 

that accompany the use of AI. The authors concluded that the integration of AI with emerging technologies such 

as natural language processing (NLP), augmented reality (AR), and virtual reality (VR) will further advance 

marketing applications in the future, and that establishing ethical standards throughout this process is vital for 

long-term sustainability. 

Similarly, Verma et al. (2025) demonstrated that AI-powered content development and recommendation 

systems have deeply influenced consumer behavior in the e-commerce sector and significantly improved 

personalized shopping experiences. These systems have been shown to help businesses build stronger 

relationships with customers, guide consumer decision-making, and foster long-term brand loyalty. The study 

also underlined the importance of addressing ethical concerns such as user privacy, data transparency, and 

algorithmic bias, in addition to the advantages of personalization. The authors advocated for the development of 

industry-wide standards, transparent communication, and responsible AI usage to effectively mitigate these 

issues. Furthermore, they concluded that integrating AI with advanced technologies such as AR, VR, and the 

Internet of Things (IoT) holds great potential for developing more immersive and enriched shopping 

experiences. 

In conclusion, AI-powered personalization, content optimization, and recommendation systems constitute the 

foundation of next-generation marketing strategies. These strategies play a critical role in enhancing customer 

experience, boosting competitive advantage, and supporting sustainable growth. However, the successful and 

long-term adoption of these technologies requires a balanced approach to managing ethical and privacy-related 

concerns. 
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5.8. Campaign Optimization and ROI Enhancements 

Campaign optimization refers to the strategic restructuring of marketing efforts with the aim of effectively 

reaching target audiences and maximizing return on investment (ROI). Today, artificial intelligence (AI) has 

become one of the most critical components of this process, emerging as a powerful tool for improving 

campaign performance through big data analytics and machine learning techniques (Senyapar, 2024). 

AI’s capacity to analyze consumer behaviors and trends in real time enables more accurate audience 

segmentation and the generation of personalized marketing messages tailored to each segment. This not only 

increases engagement rates but also delivers significant financial gains for businesses. For instance, 

Logalakshmi (2023) highlights that AI enhances campaign effectiveness by optimizing customer targeting. 

Similarly, Esch and Black (2021) emphasize that automation in digital advertising reduces costs and allows for 

more efficient lead management. 

In this context, AI-powered campaign optimization represents a next-generation approach to marketing 

strategies, transforming decision-making into a data-driven process and enabling the execution of more 

accurate, agile, and audience-focused campaigns. Especially on digital platforms, dynamic campaigns can be 

developed based on multidimensional data such as users' past interactions, demographic characteristics, and 

preferences thus making communication with consumers more meaningful. 

However, alongside these advanced applications and their operational benefits, significant concerns surrounding 

data privacy and ethics have also emerged. While Mogaji et al. (2020) acknowledge that AI can boost customer 

loyalty through personalized content and messaging, they emphasize the critical need to prioritize data 

protection policies throughout this process. For AI-driven marketing campaigns to be effective, not only 

technological capability but also human-centered values such as transparency, ethical responsibility, and user 

trust must be taken into account. 

In conclusion, AI-powered campaign optimization has become one of the foundational pillars of next-generation 

marketing strategies. With its ability to provide both strategic and operational advantages such as real-time 

analytics, personalization, automation, and cost efficiency this approach also necessitates the clear definition 

and enforcement of ethical and legal boundaries. Therefore, the marketing strategies of the future will be shaped 

not only by technological capacity but also by responsible, human-centered practices. 

Research Question 1: "What are the next-generation marketing strategies developed through the 

use of artificial intelligence?" 

In addressing this question, it has been identified that artificial intelligence has led to the development of a 

variety of advanced marketing strategies that significantly transform traditional marketing practices. Among 

these strategies are AI-powered chatbots, digital advertising, email marketing, customer behavior-based 

targeting, personalized marketing, content development, and recommendation systems. These AI-driven 

approaches enable businesses to execute marketing activities more efficiently and effectively by delivering 

faster, more accurate, and highly tailored solutions to consumers. As a result, they contribute to enhanced 

customer satisfaction and loyalty, while also optimizing campaign performance. Furthermore, the integration of 

AI technologies into marketing strategies provides firms with a substantial competitive advantage, ultimately 

supporting improved overall business performance. Examples of current marketing strategies developed using 

artificial intelligence technologies are presented in Table 1. 
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Table 1. Artificial Intelligence Applications in Marketing Case Examples 

Company/Platform AI Application Area Description / Benefits Reference 

Sephora 
Personalization & Virtual 

Experience 

Uses facial recognition and machine learning to offer 

personalized makeup recommendations and chatbot-based 

interaction. 

Zhang et al., 

2020 

Netflix 
Content Recommendation 

System 

Recommends content based on viewing history; enhances 

user engagement and retention. 

IgniteAI, 

2024 

Coca-Cola 
Brand Communication & 

Product Personalization 

AI-powered machines suggest personalized drinks; chatbots 

enhance interaction; audience segmentation in digital 

campaigns. 

Digitaldefynd, 

2024 

H&M 
Inventory Management & 

Advertising 

Uses AI to forecast product demand and optimize inventory; 

personalized ads and chatbot support. 

Thomasnet, 

2024 

HubSpot Marketing Automation 
AI analyzes user behavior to personalize emails, social media 

content, and provide 24/7 chatbot support. 

Nair et al., 

2021 

Salesforce Einstein CRM & Sales Forecasting 
Predicts sales opportunities and provides personalized 

insights for customer segmentation. 
Okay, 2023 

Amazon (Marketo) 
Product Recommendation 

System 

Recommends products based on browsing, purchase, and 

review behavior; drives conversions. 

Stratoflow, 

2024 

Unilever 
Consumer Sentiment 

Analysis 

Applies NLP to analyze customer feedback on social media 

to improve products and marketing strategies. 
Sagar, 2024 

Nike 
Product Design & 

Customization 

"Nike By You" enables user-generated designs supported by 

AI and customer preference analysis. 

Digitalsilk, 

2024 

L'Oréal 
Virtual Makeup & 

Skincare Advisor 

"ModiFace" app provides personalized skincare and makeup 

suggestions based on facial analysis. 

Miquido, 

2024 

Zara 
Demand Forecasting & 

Inventory 

Uses AI to predict fashion trends and manage stock 

efficiently based on store behavior data. 

Aiexpert, 

2024 

Table 1 presents a summary of current marketing strategies enhanced by artificial intelligence (AI) across 

various industries. As shown in the table, leading companies such as Sephora, Netflix, Coca-Cola, and Amazon 

successfully integrate AI technologies into their marketing operations to improve personalization, customer 

engagement, and operational efficiency. These applications range from AI-powered recommendation systems 

and virtual experiences to chatbot-driven customer support, predictive analytics, and sentiment analysis. By 

leveraging AI, businesses not only optimize campaign performance but also develop more meaningful and data-

driven customer experiences. The widespread adoption of AI in marketing highlights its growing role in shaping 

next-generation marketing strategies and securing a competitive advantage in dynamic markets. 

 

6. CONCLUSION 

AI has become a fundamental component in the transformation of marketing, profoundly reshaping how 

businesses understand, interact with, and respond to consumers. In contrast to traditional marketing approaches, 

which rely on non-instantaneous customer usage data and generalized messaging, AI enables real-time, data-

driven decision-making and the implementation of highly personalized strategies across digital platforms. 

Through capabilities such as machine learning, natural language processing, and predictive analytics, consumer 

behavior can be dynamically analyzed, precise targeting can be achieved, and the overall efficiency of 

marketing processes can be enhanced. In today’s increasingly competitive markets, where customer 

expectations are becoming more complex, the strategic integration of AI into marketing functions is no longer 

optional but essential for ensuring business sustainability, agility, and long-term growth (Zaman, 2022). 

This study systematically analyzed the transformative impact of artificial intelligence (AI) on marketing 

strategies and its contribution to the development of next-generation approaches. The integration of AI into 

marketing processes enables businesses to enhance personalization, optimize campaigns, and engage more 

effectively with consumers, offering substantial gains in performance and competitiveness. 

The findings, aligned with the research question, demonstrate that AI-driven tools and applications, such as 

chatbots, personalized recommendation systems, sentiment analysis platforms, and automated campaign 

optimization, have redefined the core dynamics of marketing. As illustrated in Figure 1, the AI-driven marketing 

framework places data infrastructure, customer analytics, automation, and personalization at the center of 

strategic decision-making processes. This framework reflects a transition from traditional marketing tactics to 

data-centric, responsive, and scalable AI-enabled systems. 
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Figure 1. AI Driven Marketing  (Author Elaboration) 

 

The case studies presented, ranging from Sephora’s personalized virtual experiences to Netflix’s dynamic 

content recommendations, and Coca-Cola’s AI-enhanced brand engagement, highlight the widespread 

applicability of AI technologies. In addition, the use of AI-powered platforms such as HubSpot, Salesforce 

Einstein, and Marketo underscores the strategic value of automation in marketing communication and customer 

relationship management. These examples provide concrete evidence of AI’s potential to augment customer 

experience and elevate operational efficiency. 

AI is not only reshaping marketing practices but also offering a pathway to long-term strategic advantage. The 

successful integration of AI into marketing systems strengthens business agility, supports real-time 

responsiveness to market shifts, and enhances consumer loyalty through hyper-personalized interactions. 

However, realizing the full potential of AI requires a holistic strategy that addresses both technical and ethical 

dimensions. 

In this context, the following recommendations are proposed for businesses seeking to benefit from AI in 

marketing; 

 Enhance Data Capabilities: The success of AI applications depends on access to clean, comprehensive, 

and well-structured datasets. Strengthening data collection and analysis infrastructures is essential to 

unlocking AI’s predictive and analytical capabilities. 

 Advance Personalization Efforts: AI facilitates the delivery of customized content and experiences. 

Businesses should harness these capabilities to deepen consumer engagement and strengthen long-term 

relationships through dynamic segmentation and individualized marketing. 

 Invest in AI Literacy and Training: Marketing teams must continuously update their competencies in 

line with evolving AI tools. Organizational learning and workforce reskilling are crucial for sustaining 

competitiveness in AI-enabled environments. 
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 Prioritize Customer-Centric Automation: While automation streamlines operations, it must not 

compromise empathy in customer interactions. Designing AI applications that preserve a human-oriented 

communication style is vital to maintaining customer satisfaction. 

 Ensure Ethical and Secure AI Use: Issues related to data privacy, transparency, and algorithmic 

accountability must be proactively addressed. Adhering to legal frameworks and ethical principles will 

strengthen consumer trust and reinforce brand credibility. 

Future research should focus on the ethical dimensions of AI adoption in marketing, especially concerning small 

and medium-sized enterprises (SMEs). In addition, exploring the long-term effects of AI on campaign 

performance and return on investment (ROI) will contribute to a deeper understanding of its strategic value. 

In conclusion, AI has become an indispensable component of modern marketing strategies. The ability to 

analyze customer data in real time, personalize engagement, and automate strategic decisions places AI at the 

heart of next-generation marketing. As visually summarized in Figure 1, AI-driven marketing represents a 

holistic and data-oriented structure that transforms traditional paradigms, enhances value formation, and 

supports sustainable business growth. 
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