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Abstract

Adopting Artificial Intelligence (Al) at the company level constitutes a transformative
phase, heralding an economic-technological leap through the digital economy. This
advancement streamlines processes, allowing companies to become more flexible and
respond promptly to challenges. For marketing, Al can be the potentially infinite engine
of performance, but the success of Al adoption is not guaranteed. In this respect,
marketing effectiveness depends on various instances of Al adoption, including
automation, augmentation, and personification.
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Introduction

It is no surprise that Al is generating increased interest from scholars and practitioners,
and significant investments in both private and public sectors. Therefore, we aim to
explore how marketing is being transformed by Al. First, we focus on defining the Al
concept from a marketing perspective. Then, we look into the question of incorporating
Al within the firm, with a focus on the managerial and consumer levels. Third, we
explore its potential use in marketing and we identify several instances of Al that can
support marketing practitioners in understanding the nature of opportunities that could
be obtained through this new technology.

As many other transformation processes, marketing transformation is not necessarily a
phenomenon easily acknowledged. By its nature, marketing is a field that embraces
changes and adapts to changes. However, adaptability implies small incremental
adjustments, while transformation implies a structural change in tools, processes and
approaches.

For some time already, marketing has been under scrutiny in a period of rapid
technological advancement and intense turbulences. Issues of creativity (Das et al.,
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2023, p.2), authenticity (Nunes, Ordanini and Giambastini, 2021, p.1), reliability,
dependability, and openness (Gerlich, 2023, p.8) became a recent focus among
researchers, in the context of significant advances in new technologies and the rise of
digital content marketing (Jarvninen and Taiminen, 2016, p.164).

Technology has been closely related to marketing in the wider context of digital
transformation, a period of rapid and radical changes that have amplified market
turbulences (Akter et al., 2022b, p. 86), but have also marked an important economic-
technological leap (Sergi et al., 2022, pp. 403-404). As more and more interactions
migrated to digital space, a huge amount of data has been collected and became
available for marketers and data sciences. This is a recent phenomenon with potentially
huge implications for business models, customer interactions, product innovations and
S0 on. Some researchers consider that marketing will be among the business functions
that will experience disruption with high intensity in the next period (Chintalapati and
Pandey, 2022, p.38). Nevertheless, Al remains an ambiguous concept, covering a wide
range of roles — from collecting and analyzing data, extracting subtle patterns,
automating decisions, creating artificial realities, substituting human agents,
personalizing user experience and products or even becoming an agent on its own. The
current paper is limited to explore Al implications in marketing in the digital
environment only, not including physical impact which could be more transformative
with the appearance of intelligent robots.

1. Review of the scientific literature

Digital environment is a result of a larger process we now call “digital transformation”,
that contributed to streamlining processes and allowed companies to become more
flexible and to respond more promptly to challenges (Feliciano-Cestero et al., 2023, p.
1), having a direct effect on reducing costs, improving collaboration capacity,
diversifying communication methods, or expanding businesses into new markets
(Amankwah-Amoah et al., 2021, p. 603). Consequently, digital transformation has
penetrated most aspects of daily life (Kumar, Ramachandran and Kumar, 2020, p. 1),
thus allowing the accumulation of very large volumes of data (Haenlein and Kaplan,
2019, p. 1). Data availability, together with the increasing computing power of
computers, has facilitated the development of machine-learning algorithms (Huang and
Rust, 20214, p. 30), paving the way for the adoption of artificial intelligence in business
(Ma and Sun, 2020, p. 482), with a direct effect on the economic performance of the
firm (Chatterjee et al., 2022, p. 46). Although algorithms are a central part of current Al
systems, they must be combined with other elements (consumer behaviour, digital
content and distribution channel) to generate value for both firms and consumers
(Malthouse and Copulski, 2022, p. 130).

Over time, many variations and approaches have emerged in defining Al, with many
definitions formulated by researchers currently circulating (Collins et al., 2021, p. 2).
Still, there is no consensus on defining Al (Mikalef and Gupta, 2021, p. 2). Some
researchers consider that the term itself has become too elusive (Manis and
Madhavaram, 2023, p. 3).

The first Al definition has been formulated at Dartmouth: “a machine that behaves in
ways that would be called intelligent if a human were so behaving” (McCarthy et al.,
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1955). Later definitions evolved in two main directions: those that describe artificial
intelligence as a simulation of human intelligence - a set of technological components
that collect, process and act based on the collected data in ways that simulate human
intelligence (Canhoto and Clear, 2020, p. 2); an equipment that imitates human
intelligence through digital and computational means, designed to emulate or even go
beyond human capabilities to solve mechanical, rational or emotional tasks (Huang and
Rust, 2021b, p. 2), respectively those that describe artificial intelligence as a self-
standing type of intelligence - a system made up of multiple technologies that allow
computers to perceive the surrounding world, using sensors and processing the collected
information, which they analyse and based on which they make certain decisions or
formulate recommendations, while also learning from the experience of this process
(Kolbjgrnsrud, Amico and Thomas, 2017, p. 43); or the technology that could have the
ability to achieve goals under conditions of uncertainty (Al Naqgvi, 2020, p. 43).

In the context of marketing, some Al classifications were proposed: generative Al,
focused on creation vs predictive Al, focused on data science and forecasting
(Hollebeek et al., 2024, p.3); Al for task automation vs Al for context awareness
(Davenport et al., 2020, p.27); analytical Al, focused on cognitive abilities vs
humanized Al, focused on social-emotional intelligence and creativity (Bakpayev et al.,
2020, p.91).

Either way, Al can play a crucial role in pushing for constant improvement of marketing
performance by identifying correlations between various variables, such as geographic
locations, frequency of exposure to a particular brand and moments of consumption
(Capatina et al., 2020, pp. 8-9). Al could enable firms to instantly adapt their offering
and product features according to consumer reactions through automated algorithms for
pricing and offer adjustments, which will have a major impact on traditional firms that
have not yet adopted the new technology (Abrardi, Cambini and Rondi, 2021, pp. 13-
14). Al has the potential to directly contribute to both higher profits, and improved
customer relationships (Grewal et al., 2021, p. 231) and to unleash a new wave of
business disruption (Chintalapati and Pandey, 2022, p.38).

2. Research methodology
To explore marketing transformation in the age of Al we used the research question
approach and an integrative review. We collected information regarding our topic of
interest and selected relevant information.
RQ1: What are the strategies and success factors in Al adoption?
Although there have been several decades since the concept of Al appeared, the pace of
adoption has visibly accelerated only in recent years (Lahlali, Berbiche and EI Alami,
2021, p. 346). One of the reasons for accelerated Al adoption in recent years was the
significant reduction in costs (Zhang et al., 2022, p. 11). It is estimated that 70% of
companies will adopt Al in operational or production processes by 2030 (Dwivedi et al.,
2021, p. 7), while the most advanced companies already consider Al as a key element
for the next generations of IT systems, through which they can increase the efficiency of
digital interactions between employees, customers and business partners (Ghosh et al.,
2019).
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3. Results and discussions
A 2022 study identified 3 key factors for the successful adoption of Al: (i) at the
organisation level - culture, strategy and implementation; (ii) at the managerial level -
decision-making processes and communication; (iii) at the customer level - customer
experience (Volkmar, Fischer and Reinecke, 2022, p. 608).
At the organisational level, some researchers have noted that firms that have
consistently achieved positive results as a result of Al adoption are characterised by an
agile, risk-tolerant and uncertainty-tolerant organisational culture, with an experimental
approach (Latinovic and Chatterjee, 2022, p. 971), encouraging employees to learn from
failed projects, through a positive attitude (Brock and van Wangenheim, 2018, p. 21).
At the managerial level, it will be necessary to focus on delegating analytical tasks to Al
and to highlight the empathetic and emotional side in organising the teams they lead
(Huang, Rust and Maksimovic, 2019, p. 1). At the same time, data-driven decisions
should be prioritized (Mikalef, Conboy and Krogstie, 2021, p. 81), as a quick way to
gain a competitive advantage over the rest of the competition (Hallikainen, Savimaki
and Laukkanen, 2020, p. 91). An important aspect is the active involvement of
managers as agents of change, communicating with employees in a transparent, ethical
and empathetic manner about the impact of Al (Kaplan and Haenlein, 2019, p. 9). The
adoption of Al in the company's processes must be explained as clearly as possible to
employees: what role Al will play, what control mechanisms exist and how it
contributes to improving the company’s performance (Ghosh et al., 2019). This is
necessary to ensure the support of employees at all hierarchical levels of the company
(Vlacic et al., 2020). Therefore, it is recommended that Al investments include not only
the effective implementation costs, but also the costs of employee training (Mikalef and
Gupta, 2021), and successful Al projects should be communicated internally to
disseminate the knowledge gained from Al projects to all employees (Chowdhury et al.,
2022, p. 32).
From the perspective of the customer relationship, those Al projects that support
customer- centric strategies and user experience personalization should be prioritised, to
cultivate a positive relationship with the consumer and increase the overall performance
of the company (Latinovic and Chatterjee, 2022, p. 971). At the same time, a high level
of transparency regarding the purposes of using Al for commercial purposes to build
consumer trust and ensure an ethical approach of situations involving Al should be
maintained (Kaplan and Haenlein, 2019, p. 5).
A 2022 study by NewVantage Partners found remarkable progress in the share of
companies that managed to measure Al adoption through quantifiable results, increasing
from 42% to 92% in five years, respectively 2022 versus 2017 (Davenport and Bean,
2022). The level of satisfaction achieved following Al adoption seems to depend on the
purpose for which Al was used. Thus, a 2022 study conducted by MIT Sloan
Management Review together with Boston Consulting Group concluded that companies
that adopted Al offensively - to identify growth opportunities - are 2.5 times more
satisfied with the results obtained than those that adopted Al defensively — for example,
cost reduction (Davenport and Bean, 2022).
Recent advances in generative Al have accelerated intention to adopt this technology. A
2023 study by Boston Consulting Group, among marketing managers, showed that
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around 70% of the participants' companies had used the new generative Al technologies
in one way or another, with the most frequent use scenarios being personalization (67%
of subjects) and generation of marketing content (49%) (Ratajczak et al., 2023, p.2).
RQ2: How can Al be integrated in marketing?

In practice, Al is gradually introduced in marketing, mostly through experiments, that
could be deployed at a larger scale in case of success and could unleash business
disruption (Chintalapati and Pandey, 2022, p.38).

Conceptually, Al scenarios in marketing were grouped into (i) action (through
standardisation or personalization of content), (ii) analysis (collecting and processing
data to understand the consumer) and (iii) strategy (segmentation, targeting or
positioning) (Huang and Rust (20214, pp. 30-32).

The development of machine-learning algorithms has accelerated the progress of
contemporary marketing and provided companies with new tools to accurately identify
very detailed profiles of consumers (Akter et al., 2022a, p. 201), thus creating a more
comprehensive picture of their preferences (Vlacic¢ et al., 2021, p. 195) and behaviour
(Aimé, Berger-Remy and Laporte, 2022, p. 816).

One of the most relevant use cases is natural language processing (NLP), which helps
machines to read, understand, interpret and interact with humans (Latinovic and
Chatterjee, 2022, p.968) so that they could potentially replace customer support,
although disclosing their artificial nature had a negative impact on purchase rate (Ngai
and Wu, 2022, p.40). In addition, virtual assistants have limited use in long
conversations as they don’t possess enough Al memory to remember and to use initial
information (Metz, 2020).

Recent advancements in generative Al made it possible to create artificial identities that
could play the role of virtual influencers in communication and on social media
platforms in particular. A virtual influencer is very similar to an authentic (human)
influencer since its appearance is hard to distinguish from a human face. It simulates the
realistic features and personalities of a human influencer, but it is entirely built digitally
by Al (Ferraro et al., 2024, p.2). As opposed to human influencers, virtual influencers
have the advantage of providing greater flexibility in content creation (Gerlich, 2023,
p.1), potentially lowering cost and removing the likelihood of being involved in a
scandal (Sands et al., 2022, p.2).

An extended systematisation of use scenarios was compiled by Chintalapati and Pandey
(2022, pp. 49-51), who identify a wide range of Al research concerns including Al-
assisted searching, recommendation systems, programmatic advertising, marketing
content generation, personalization, virtual realities, visual recognition, marketing
automation, forecasting, campaign execution, customer segmentation and data
collection.

RQ3: What are the roles Al could play in marketing in the future?

A virtual infinite constant flow of data complicates the decision-making process in the
modern marketing environment (Nordin and Ravald, 2023, p. 2). In this respect, we
have identified several instances of possible Al integration in the marketing function of
a firm:

Automation
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Al can automate certain frequent marketing tasks, such as data analysis to provide
immediate information or solutions to consumers (Yau, Saad and Chong, 2021, p. 2).
The first stage of automation included repetitive, administrative tasks (Latinovic and
Chatterjee, 2022, p. 970). The second stage consists of automating analytical tasks, such
as data processing and automated decision-making (Huang, Rust and Maksimovic,
2019, p. 4).

Among the benefits of Al automation in marketing we can highlight: maintaining
consistently high quality standards (McKendrick, 2021); increased reaction speed,
reduced human errors and the ability to immediately generate relevant messages for the
consumer using dynamic content (Haleem et al., 2022, p. 125); increased labour
productivity and decision-making process through better and faster data processing
(Abrardi, Cambini and Rondi, 2021, pp. 4-6); personalization process by introducing
generative Al elements (Kshetri, 2024, p. 73).

Some researchers warn that too much automation through Al may lead to a downgrade
of human innovation capacity because of less practical knowledge and potentially
limited opportunities to learn from the experience (De Bruyn et al., 2020, pp. 100-101).

Augmentation

Al could work in tandem with human employees and be assigned the role of performing
specific tasks or making certain decisions autonomously (Frank, Herbas-Torrico and
Schvaneveldt, 2021, p. 3). There are multiple levels of Al involvement in this
augmentation process, from a minimal level, in which Al supports the human employee
punctually, but the latter retains almost full control over the process ("HITL - Human in
the loop™) to a maximum level, in which Al will make almost all decisions, possibly
supervised by a human employee who would intervene to adjust constraints and
objectives ("HOTL - Human out of the loop") (Ross and Taylor, 2021). The level of Al
involvement is lower at the extremities of business processes, while the human
contribution will continue to be predominant at the initiation and preparation of the
process, respectively at evaluation and strategy, an aspect that can be graphically
represented in the form of a smiley line (Ferras-Hernandez, 2018, pp. 3-4).

Although currently Al involvement seems to be more productive when aimed at
augmenting the capabilities of human employees rather than replacing them (Davenport
et al., 2020, p. 24), over time it is expected to require less and less human involvement
to operate and develop (Manis and Madhavaram, 2023, p. 5). Also, according to
research conducted so far, the Al augmentation effect is more effective when used in a
one-to-one relationship (in tandem with a single human employee) than when used
collectively (Fugener et al., 2021, pp. 1549-1552).

Personification

Some practical observations show that through the incremental accumulation of
intelligence level Al will move from the role of augmentation to the role of replacing
humans in certain aspects (Huang and Rust, 2021b, p. 9). This would lead to the
personification of Al, which means we could have specific Al roles in a firm, like an Al
Specialist, whose duties would be to perform specific tasks or an Al Manager, whose
role would be to monitor and improve employees efficiency and productivity. Reaching
this level, although from a distant perspective, constitutes a considerable potential for
increasing the efficiency and productivity of human employees (Jeon, 2022, pp. 892-
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895). At an extreme level, the successful incorporation of such roles performed by Al
within an organization could lead to the emergence of hyper-productive corporations,
operating entirely without human employees (Ferras-Hernandez, 2018, p. 2).
Alternatively, Al could become a stand-alone consumer who would substitute the
human buyer for certain types of purchases (e.g. scheduling or restocking) and may
require a separate approach similar to the one currently used to study human
consumption behaviour (Huang and Rust, 2022, pp. 2-4). This phenomenon could lead
to the emergence of new forms of economic competition and a profound transformation
of the business environment due to the emergence of a new category of consumers, in
the form of artificial entities to which people will likely delegate some of their
purchasing decisions in the future (Rust, 2020, p. 1; de Bellis and Johar, 2020, p. 74).
As this phenomenon extends, more research efforts will be needed to identify how
marketing practice will be affected in this context (Huang and Rust, 2021a). Some
researchers already believe that one of the consequences of this phenomenon would be
lowering the impact of advertising, which would no longer have the same effect in the
situation where Al replaces the consumer (Abrardi, Cambini and Rondi, 2021, p. 14).
Another type of personification could manifest soon enough in communication, where
Al influencers may thrive in the digital environment displaying several intrinsic
advantages like eternity (it does not age, it does not transform), adaptability (it can
perfectly adapt to the context and brand profile), promptness (it can react immediately)
and hyper-personalization (it can be declined into variations that are theoretically
customized to the level of each consumer) (Sands et al., 2022, p. 18).

Conclusions

The adoption of Al in marketing is both a factor and a consequence of current
marketing transformation. The influence of this technology on the customer experience,
the ability for very detailed profiling and the possibility to take over tasks that are
usually performed by humans open up several fronts simultaneously, which reinforce
each other. Adoption is expected to be a lengthy process, and successes will not be
uniform, which will create conditions for additional competitive pressures for traditional
firms. The recent popularity of generative Al in marketing creates a new ocean of
possibilities that will accelerate current marketing transformation.

The success of adopting artificial intelligence is not guaranteed, and companies are not
yet able to fully exploit the potential of Al (Volkmar, Fischer and Reinecke, 2022, p.
599). Among the challenges that can delay or fail Al adoption initiatives we can
highlight the lack of sufficiently well-trained data specialists (de Bellis and Johar, 2020,
p. 76), placing Al projects in the IT area, rather than addressing them from a strategic
marketing perspective (Lahlali, Berbiche and EI Alami, 2021, p. 346), relatively high
costs compared to the expected benefits following Al adoption (Kshetri, 2024, p.74),
setting unrealistic goals, which are not met (Latinovic and Chatterjee, 2022, p. 966).
Some of the obstacles could be overcome by Al itself. For example, to compensate for
the lack of available data, Al could actively become an agent that searches for
information, collects data, analyses it, initiates recommendations, or even makes
acquisitions on its own (Huang and Rust, 2022, p. 2).
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Nevertheless, the adoption and widespread manifestation of artificial intelligence
constitutes a distinctive element compared to previous stages of industrial
transformation (Yang et al., 2022, p. 1). In the long run, it remains to be seen whether it
is a sustainable evolution or excessive enthusiasm (“hype"), already perceptible in some
ways (Malthouse and Copulski, 2022, p. 5) due to mixed-success in development of
some Al projects (Brock and van Wangenheim, 2019, p. 2).

Ethical issues and public perception remain important subjects that require careful study
as the new technology invades human space. Understanding the new technology and
how it can boost productivity remains a key challenge for most organisations, while
risks and side-effects are not entirely clear.

Should the marketing function will be able to integrate practical Al scenarios and will
find the optimal collaboration set-up with data specialist teams could contribute not only
to its function importance in future companies, but also to critically influence their
higher or lower success.

References

[1] Abrardi, L., Cambini, C. and Rondi, L., 2021. Artificial intelligence, firms and
consumer behaviour: A survey’. Journal of Economic Surveys, Early view, pp.1-23.
https://doi.org/10.1111/joes.12455

[2] Aimé, I., Berger-Remy, F. and Laporte, M-E., 2022. The brand, the persona and
the algorithm: How datafication is reconfiguring marketing work, Journal of Business
Research, 145, pp.814-827. https://doi.org/10.1016/j.jbusres.2022.03.047

[3] Akter, S., Dwivedi, Y.K., Sajib, S., Biswas, K., Bandara, R.J. and Michael, K.,
2022a. Algorithmic bias in machine learning-based marketing models. Journal of
Business Research, 144, pp.201-216. https://doi.org/10.1016/j.jbusres.2022.01.083

[4] Akter, S., Hani, U.,, Dwivedi, Y.K. and Sharma, A., 2022b. The future of
marketing analytics in the sharing economy. Industrial Marketing Management, 104,
pp.85-100. https://doi.org/10.1016/j.indmarman.2022.04.008

[5] Al Naqvi, 2020. Artificial Intelligence for Audit, Forensic Accounting, and
Valuation: A Strategic Perspective. John Wiley & Sons.
https://onlinelibrary.wiley.com/doi/book/10.1002/9781119601906

[6] Amankwah-Amoah, J., Khan, Z., Wood, G. and Knight, G., 2021. COVID-19 and
digitalization: The great acceleration. Journal of Business Research, 136, pp.602-611.
https://doi.org/10.1016/j.jbusres.2021.08.011

[7] Bakpayev, M., Baek, T. H., van Esch, P. and Yoon, S., 2022. Programmatic
creative: Al can think but it cannot feel. Australasian Marketing Journal, 30(1), pp.90-
95. https://doi.org/10.1016/j.ausmj.2020.04.002

[8] Brock, J.K.-U. and von Wangenheim, F., 2019. Demystifying Al: What Digital
Transformation Leaders Can Teach You about Realistic Artificial Intelligence.
California Management Review, 61(4), pp.110-134.
https://doi.org/10.1177/1536504219865226

[9] Canhoto, A.l. and Clear, F., 2020. Artificial intelligence and machine learning as
business tools: A framework for diagnosing value destruction potential. Business
Horizons, 63(2), pp.183-193. https://doi.org/10.1016/j.bushor.2019.11.003

Vol. IX * Special Issue * 2024 103


https://doi.org/10.1111/joes.12455
https://doi.org/10.1016/j.jbusres.2022.03.047
https://doi.org/10.1016/j.jbusres.2022.01.083
https://doi.org/10.1016/j.indmarman.2022.04.008
https://onlinelibrary.wiley.com/doi/book/10.1002/9781119601906
https://doi.org/10.1016/j.jbusres.2021.08.011
https://doi.org/10.1016/j.ausmj.2020.04.002
https://doi.org/10.1177/1536504219865226
https://doi.org/10.1016/j.bushor.2019.11.003

JFS Exploring marketing transformation in the age of artificial intelligence

[10] Capatina, A., Kachour, M., Lichy, J., Micu, A., Micu, A.-E. and Codignola, F.,
2020. Matching the future capabilities of an artificial intelligence-based software for
social media marketing with potential users’ expectations. Technological Forecasting
and Social Change, 151, https://doi.org/10.1016/j.techfore.2019.119794

[11] Chatterjee, S., Chaudhuri, R., Vrontis, D. and Jabeen, F., 2022. Digital
transformation of organization using AI-CRM: From microfoundational perspective
with leadership support. Journal of Business Research, 153, pp.46-58.
https://doi.org/10.1016/j.jbusres.2022.08.01

[12] Chintalapati S. and Pandey S.K., 2022. Artificial intelligence in marketing: A
systematic literature review. International Journal of Market Research, 64(1), pp.38-68.
https://doi.org/10.1177/14707853211018428

[13] Chowdhurry, R., 2023. T Watched Elon Musk Kill Twitter’s Culture From the
Inside. The Atlantic,. Available at:
https://www.theatlantic.com/technology/archive/2023/02/elon-musk-twitter-ethics-
algorithm-biases/673110/. [Accessed at 17 February 2023]

[14] Collins, C., Dennehy, D., Conboy, K. and Mikalef, P., 2021. Artificial intelligence
in information systems research: A systematic literature review and research agenda.
International Journal of Information Management, 60, pp.1-17.
https://doi.org/10.1016/j.ijinfomqt.2021.102383

[15] Das, K., Patel, J.D., Sharma, A. and Shukla, Y., 2023. Creativity in marketing:
Examining the intellectual structure using scientometric analysis and topic modeling.
Journal of Business Research, 154. https://doi.org/10.1016/j.jbusres.2022.113384

[16] Davenport, T.H., Guha, A., Grewal, D., and Bressgott, T., 2020. How artificial
intelligence will change the future of marketing. Journal of Academy of Marketing
Science, 48, pp.24-42. https://doi.org/10.1007/s11747-019-00696-0

[17] Davenport, T.H. and Bean, R., 2022. Companies Are Making Serious Money With
Al. MIT Sloan Management Review. Available at:
https://sloanreview.mit.edu/article/companies-are-making-serious-money-with-ai/.
[Accessed at 17 February 2022]

[18] de Bellis, E. and Johar, G.V., 2020. Autonomous Shopping Systems: Identifying
and Overcoming Barriers to Consumer Adoption. Journal of Retailing, 96(1), pp.74-87.
https://doi.org/10.1016/j.jretai.2019.12.004

[19] De Bruyn, A., Viswanathan, V., Beh, Y.S., Brock, J.K.-U. and von Wangenheim,
F., 2020. Artificial Intelligence and Marketing: Pitfalls and Opportunities. Journal of
Interactive Marketing, 51, pp.91-105. https://doi.org/10.1016/j.intmar.2020.04.007

[20] Dwivedi, Y.K., Hughes, L., Ismagilova, E., Aarts, G., et al., 2021. Artificial
Intelligence (Al): Multidisciplinary perspectives on emerging challenges, opportunities,
and agenda for research, practice and policy. International Journal of Information
Management, 57, pp.1-47. https://doi.org/10.1016/j.ijinfomgt.2019.08.002

[21] Feliciano-Cestero, M.M., Ameen, N., Kotabe, M., Paul, J. and Signoret, M., 2023.
Is digital transformation threatened? A systematic literature review of the factors
influencing firms’ digital transformation and internationalization. Journal of Business
Research, 157. https://doi.org/10.1016/j.jbusres.2022.113546

104 Journal of Financial Studies


https://doi.org/10.1016/j.techfore.2019.119794
https://doi.org/10.1016/j.jbusres.2022.08.01
https://doi.org/10.1177/14707853211018428
https://www.theatlantic.com/technology/archive/2023/02/elon-musk-twitter-ethics-algorithm-biases/673110/
https://www.theatlantic.com/technology/archive/2023/02/elon-musk-twitter-ethics-algorithm-biases/673110/
https://doi.org/10.1016/j.ijinfomgt.2021.102383
https://doi.org/10.1016/j.jbusres.2022.113384
https://doi.org/10.1007/s11747-019-00696-0
https://sloanreview.mit.edu/article/companies-are-making-serious-money-with-ai/
https://doi.org/10.1016/j.jretai.2019.12.004
https://doi.org/10.1016/j.intmar.2020.04.007
https://doi.org/10.1016/j.ijinfomgt.2019.08.002
https://doi.org/10.1016/j.jbusres.2022.113546

Studies and Research JF S

[22] Ferraro, C., Sands, S., Zubcevic-Basic, N. and Campbell, C., 2024. Diversity in the
digital age: how consumers respond to diverse virtual influencers. International Journal
of Advertising, pp.1-23. https://doi.org/10.1080/02650487.2023.2300927

[23] Ferras-Hernandez, X., 2018. The Future of Management in a World of Electronic
Brains. Journal of Management Inquiry, 27(2), pp.260-263.
https://doi.org/10.1177/1056492617724973

[24] Flgener, A., Grahl, J., Gupta, A. and Ketter, W., 2021. Will Humans-in-the-Loop
Become Borgs? Merits and Pitfalls of Working with Al (Open Access). MIS Quarterly:
Management Information Systems, 45(2), pp.1527-1556.
https://doi.org/10.25300/misq/2021/16553

[25] Gerlich M., 2023. The Power of Virtual Influencers: Impact on Consumer
Behaviour and Attitudes in the Age of Al. Administrative Sciences, 13(8), p.178.
https://doi.org/10.3390/admsci13080178

[26] Ghosh, B., Wilson, H.J., Burden, A. and Daugherty, P.R., 2019. Taking a Systems
Approach to Adopting Al. Harvard Business Review. Available at:
https://hbr.org/2019/05/taking-a-systems-approach-to-adopting-ai. [Accessed at 17
February 2023]

[27] Grewal, D., Guha, A., Satornino, C.B. and Schweiger, E.B., 2021. Artificial
intelligence: The light and the darkness. Journal of Business Research, 136, pp.229-236.
https://doi.org/10.1016/j.jbusres.2021.07.043

[28] Haenlein, M. and Kaplan, A., 2019. A Brief History of Atrtificial Intelligence: On
the Past, Present, and Future of Artificial Intelligence. California Management Review,
61(4), pp.1-10. https://doi.org/10.1177/0008125619864925

[29] Haleem, A., Javaid, M., Qadri, M.A., Singh, R.P. and Suman, R., 2022. Artificial
intelligence (Al) applications for marketing: A literature-based study. International
Journal of Intelligent Networks, 3, pp.119-132.
https://doi.org/10.1016/}.ijin.2022.08.005

[30] Hallikainen, H., Savimaki, E. and Laukkanen, T., 2020. Fostering B2B sales with
customer big data analytics. Industrial Marketing Management, 86, pp.90-98.
https://doi.org/10.1016/j.indmarman.2019.12.005

[31] Hollebeek, L. D., et al., 2024. Engaging consumers through artificially intelligent
technologies: Systematic review, conceptual model, and further research. Psychology &
Marketing, 41, pp.880-898. https://doi.org/10.1002/mar.21957

[32] Huang, M.H., Rust, R.T. and Maksimovic, V., 2018. The Feeling Economy:
Managing in the Next Generation of Artificial Intelligence (Al). California
Management Review, 61(4), pp.43-65. https://doi.org/10.1177/0008125619863436

[33] Huang, M.H. and Rust, R.T., 2021a. A strategic framework for artificial
intelligence in marketing. Journal of Academy of Marketing Science, 49, pp.30-50.
https://doi.org/10.1007/s11747-020-00749-9

[34] Huang, M.H. and Rust, R.T., 2021b. A Framework for Collaborative Artificial
Intelligence  in  Marketing. Journal of Retailing, 98(2), pp.209-223.
https://doi.org/10.1016/j.jretai.2021.03.001

[35] Huang, M.H. and Rust, R.T., 2022. Al as customer. Journal of Service
Management, 33(2), pp.210-220. https://doi.org/10.1108/JOSM-11-2021-0425

Vol. IX * Special Issue * 2024 105


https://doi.org/10.1080/02650487.2023.2300927
https://doi.org/10.1177/1056492617724973
https://doi.org/10.25300/misq/2021/16553
https://doi.org/10.3390/admsci13080178
https://hbr.org/2019/05/taking-a-systems-approach-to-adopting-ai
https://doi.org/10.1016/j.jbusres.2021.07.043
https://doi.org/10.1177/0008125619864925
https://doi.org/10.1016/j.ijin.2022.08.005
https://doi.org/10.1016/j.indmarman.2019.12.005
https://doi.org/10.1002/mar.21957
https://doi.org/10.1177/0008125619863436
https://doi.org/10.1007/s11747-020-00749-9
https://doi.org/10.1016/j.jretai.2021.03.001
https://doi.org/10.1108/JOSM-11-2021-0425

JFS Exploring marketing transformation in the age of artificial intelligence

[36] Jarvinen, J. and Taiminen, H., 2016. Harnessing marketing automation for B2B
content marketing. Industrial Marketing Management, 54, pp.164-175.
https://doi.org/10.1016/j.indmarman.2015.07.002

[37] Jeon, Y.A., 2022. Let me transfer you to our Al-based manager: Impact of
manager-level job titles assigned to Al-based agents on marketing outcomes. Journal of
Business Research, 145, pp.892-904. https://doi.org/10.1016/j.jbusres.2022.03.028

[38] Kaplan, A. and Haenlein, M., 2019. Siri, Siri, in my hand: Who’s the fairest in the
land? On the interpretations, illustrations, and implications of artificial intelligence.
Business Horizons, 62(1), pp.15-25. https://doi.org/10.1016/j.bushor.2018.08.004

[39] Kolbjonsrud, V., Amico, R. and Thomas, R.J., 2017. Partnering with Al: how
organizations can win over skeptical managers, Strategy & Leadership, 45(1), pp.37-43.
https://doi.org/10.1108/SL-12-2016-0085

[40] Kshetri, N., Dwivedi, Y.K., Davenport, T.H. and Panteli, N., 2024. Generative
artificial intelligence in marketing: Applications, opportunities, challenges, and research
agenda. International Journal of Information Management, 75.
https://doi.org/10.1016/j.ijinfomqt.2023.102716

[41] Kumar, V., Ramachandran, D. and Kumar, B., 2021. Influence of new-age
technologies on marketing: A research agenda. Journal of Business Research, 125,
pp.864-877. https://doi.org/10.1016/j.jbusres.2020.01.007

[42] Lahlali, M., Berbiche, N. and EI Alami, J., 2021. How Enterprise must be Prepared
to be “Al First”?. International Journal of Advanced Computer Science and
Applications (IJACSA), 12(5), pp.346-351.
http://dx.doi.org/10.14569/IJACSA.2021.0120542

[43] Latinovic, Z. and Chatterjee, S.C., 2022. Achieving the promise of Al and ML in
delivering economic and relational customer value in B2B. Journal of Business
Research, 144, pp.966-974. https://doi.org/10.1016/j.jbusres.2022.01.052

[44] Ma, L. and Sun, B., 2020. Machine learning and Al in marketing — Connecting
computing power to human insights. International Journal of Research in Marketing,.
37(3), pp.481-504. https://doi.org/10.1016/j.ijresmar.2020.04.005

[45] Malthouse, E. and Copulsky, J.,2022. Artificial intelligence ecosystems for
marketing communications. International Journal of Advertising, 42(1), pp.128-140.
https://doi.org/10.1080/02650487.2022.2122249

[46] Manis, K.T. and Madhavaram, S., 2023. Al-Enabled marketing capabilities and the
hierarchy of capabilities: Conceptualization, proposition development, and research
avenues. Journal of Business Research, 157.
https://doi.org/10.1016/j.jbusres.2022.113485

[47] McCarthy, J., Minsky, M.L., Rochester, N. and Shannon, C.E., 1955. A proposal
for the Dartmouth summer research project on artificial intelligence. Available at:
http://www-formal.stanford.edu/jmc/history/dartmouth/dartmouth.html. [Accessed at 17
February 2023]

[48] McKendrick, J., 2021. Al Adoption Skyrocketed Over the Last 18 Months.
Harvard Business Review. Awvailable at: https://hbr.org/2021/09/ai-adoption-
skyrocketed-over-the-last-18-months. [Accessed at 17 February 2023]

[49] Mikalef, P., Conboy, K. and Krogstie, J., 2021. Artificial intelligence as an enabler
of B2B marketing: A dynamic capabilities micro-foundations approach. Industrial

106 Journal of Financial Studies


https://doi.org/10.1016/j.indmarman.2015.07.002
https://doi.org/10.1016/j.jbusres.2022.03.028
https://doi.org/10.1016/j.bushor.2018.08.004
https://doi.org/10.1108/SL-12-2016-0085
https://doi.org/10.1016/j.ijinfomgt.2023.102716
https://doi.org/10.1016/j.jbusres.2020.01.007
http://dx.doi.org/10.14569/IJACSA.2021.0120542
https://doi.org/10.1016/j.jbusres.2022.01.052
https://doi.org/10.1016/j.ijresmar.2020.04.005
https://doi.org/10.1080/02650487.2022.2122249
https://doi.org/10.1016/j.jbusres.2022.113485
http://www-formal.stanford.edu/jmc/history/dartmouth/dartmouth.html
https://hbr.org/2021/09/ai-adoption-skyrocketed-over-the-last-18-months
https://hbr.org/2021/09/ai-adoption-skyrocketed-over-the-last-18-months

Studies and Research JF S

Marketing Management, 98, pp.80-92.
https://doi.org/10.1016/j.indmarman.2021.08.003

[50] Mikalef, P. and Gupta, M., 2021. Artificial intelligence capability:
Conceptualization, measurement calibration, and empirical study on its impact on
organizational creativity and firm performance,. Information & Management, 58(3),
pp.1-20. https://doi.org/10.1016/j.im.2021.103434

[51] Ngai, EW.T. and Wu, Y., 2022. Machine learning in marketing: A literature
review, conceptual framework, and research agenda. Journal of Business Research, 145,
pp.35-48. https://doi.org/10.1016/j.jbusres.2022.02.049

[52] Nordin, F. and Ravald, A., 2023. The making of marketing decisions in modern
marketing environments. Journal of Business Research, 162.
https://doi.org/10.1016/j.jbusres.2023.113872

[53] Nunes, J. C., Ordanini, A. and Giambastiani, G., 2021. The Concept of
Authenticity: What It Means to Consumers. Journal of Marketing, 85(4), pp.1-20.
https://doi.org/10.1177/0022242921997081

[54] Ratajczak, D., Kropp, M., Palumbo, S., de Bellefonds, N., Apotheker, J.,
Willersdorf, S. and Paizanis, G., 2023. How CMOs Are Succeeding with Generative Al.
Boston Consulting Group. Available at:
https://www.bcg.com/publications/2023/generative-ai-in-marketing. [Accessed at 13
March 2024]

[55] Ross, M. and Taylor, J., 2021. Managing Al Decision-Making Tools. Harvard
Business Review. Available at: https://hbr.org/2021/11/managing-ai-decision-making-
tools. [Accessed at 30 December 2021]

[56] Rust, R.T., 2020. The future of marketing. International Journal of Research in
Marketing, 37(1), pp.15-26. https://doi.org/10.1016/j.ijresmar.2019.08.002

[57] Sands, S., Campbell, C.L., Plangger, K. and Ferraro, C., 2022. Unreal influence:
leveraging Al in influencer marketing. European Journal of Marketing, 56(6), pp.1721-
1747. https://doi.org/10.1108/EJM-12-2019-0949

[58] Sergi, B.S., Kljuénikov, A., Popkova, E.G., Bogoviz, A.V. and Lobova, S.V.,
2022. Creative abilities and digital competencies to transitioning to Business 4.0.
Journal of Business Research, 153, pp.401-411.
https://doi.org/10.1016/j.jbusres.2022.08.026

[59] Vlacic, B., Corbo, L:, Costa e Silva, S. and Dabic, M., 2021. The evolving role of
artificial intelligence in marketing: A review and research agenda. Journal of Business
Research, 128, pp.187-203. https://doi.org/10.1016/j.jbusres.2021.01.055

[60] Volkmar, G., Fischer, P.M. and Reinecke, S., 2022. Artificial Intelligence and
Machine Learning: Exploring drivers, barriers, and future developments in marketing
management. Journal of Business Research, 149, pp.599-614.
https://doi.org/10.1016/j.jbusres.2022.04.007

[61] Yang, D. and Zhao, W.G., 2021. Approaching Artificial Intelligence in business
and economics research: a bibliometric panorama (1966—2020). Technology Analysis &
Strategic Management, 36(3), pp.563-578.
https://doi.org/10.1080/09537325.2022.2043268

Vol. IX * Special Issue * 2024 107


https://doi.org/10.1016/j.indmarman.2021.08.003
https://doi.org/10.1016/j.im.2021.103434
https://doi.org/10.1016/j.jbusres.2022.02.049
https://doi.org/10.1016/j.jbusres.2023.113872
https://doi.org/10.1177/0022242921997081
https://www.bcg.com/publications/2023/generative-ai-in-marketing
https://hbr.org/2021/11/managing-ai-decision-making-tools
https://hbr.org/2021/11/managing-ai-decision-making-tools
https://doi.org/10.1016/j.ijresmar.2019.08.002
https://doi.org/10.1108/EJM-12-2019-0949
https://doi.org/10.1016/j.jbusres.2022.08.026
https://doi.org/10.1016/j.jbusres.2021.01.055
https://doi.org/10.1016/j.jbusres.2022.04.007
https://doi.org/10.1080/09537325.2022.2043268

JFS Exploring marketing transformation in the age of artificial intelligence

[62] Yau, K.-L.A., Saad, N.M. and Chong, Y.-W., 2021. Artificial Intelligence
Marketing (AIM) for Enhancing Customer Relationships. Applied Sciences, 11(18),
pp.1-17. https://doi.org/10.3390/app11188562

[63] Zhang, D., Maslej, N., Brynjolfsson, E., Etchemendy, J. et al., 2022. The Al Index
2022 Annual Report. Al Index Steering Committee, Stanford Institute for Human-
Centered Al, Stanford University, March 2022. Available at:
https://aiindex.stanford.edu/wp-content/uploads/2022/03/2022-Al-Index-
Report_Master.pdf. [Accessed at 1 November 2023]

108 Journal of Financial Studies


https://doi.org/10.3390/app11188562
https://aiindex.stanford.edu/wp-content/uploads/2022/03/2022-AI-Index-Report_Master.pdf
https://aiindex.stanford.edu/wp-content/uploads/2022/03/2022-AI-Index-Report_Master.pdf

