
 

International Journal of Advance and Applied Research 
www.ijaar.co.in 

 

ISSN – 2347-7075 Impact Factor – 8.141 
Peer Reviewed Bi-Monthly   

Vol. 7 No. 5 January – February - 2026 
 

 

116 

 

The Role of AI in Digital Marketing 

 

 

Abstract:  

The arrival of AI in business world has provided the innovation in each and every aspects. In the 

area of Digital Marketing, there is unique transformation due to rapid involvement of artificial intelligence 

(AI). AI-powered tools such as machine learning, natural language processing, and data analytics help 

marketers gain valuable insights into consumer behavior and improve marketing efficiency. The aim of this 

paper is to study the concept of Artificial Intelligence and its relevance in digital marketing, to find out the 

various applications of AI in digital marketing activities and to identify the benefits and challenges 

associated with the use of AI in Digital Marketing. The paper is based on Secondary Data. From the 

literary overview, it is revealed that the work on consumer perception factors like perceived benefits, risks, 

transparency, trust, and social norms within a single framework is still have to taken into consideration, so 

the future researcher have an opportunity to fill this gap. 

Keywords: AI, Digital Marketing, Data Analytics 

 

Introduction: 

The arrival of AI in business world has 

provided the innovation in each and every 

aspects. In the area of Digital Marketing, there is 

unique transformation due to rapid involvement 

of artificial intelligence (AI). AI-powered tools 

such as machine learning, natural language 

processing, and data analytics help marketers gain 

valuable insights into consumer behavior and 

improve marketing efficiency. The aim of this 

paper is to study the concept of Artificial 

Intelligence and its relevance in digital marketing, 

to find out the various applications of AI in digital 

marketing activities and to identify the benefits 

and challenges associated with the use of AI in 

Digital Marketing. The paper is based on 

Secondary Data. From the literary overview, it is 

revealed that the work on consumer perception 

factors like perceived benefits, risks, 

transparency, trust, and social norms within a 

single framework is still have to taken into 

consideration, so The future researcher have an 

opportunity to fill this gap. 

 

Literature Review: 

Maheshwari (2023) examined the role of 

Artificial Intelligence in digital marketing and its 

impact on marketing efficiency and customer 

engagement. The study adopted a descriptive 

research approach based on secondary data 

collected from journals, reports, and online 

sources. The findings revealed that AI 

technologies such as machine learning, predictive 

analytics, and chatbots significantly enhance 

personalization, customer targeting, and 

automation of marketing activities. The study 

concluded that AI-driven digital marketing 

improves decision-making, customer experience, 

and conversion rates, while also highlighting 

challenges related to data privacy and ethical 

concerns. 

Ullal et al. (2021) analyzed the application of 

machine learning in digital marketing and its 
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influence on marketing performance. The study 

used a conceptual and analytical research design 

to examine various AI tools used in digital 

marketing practices. The findings indicated that 

machine learning algorithms help marketers 

understand consumer behavior, optimize 

advertising campaigns, and improve customer 

segmentation. The study emphasized that AI-

based systems contribute to higher efficiency and 

better utilization of marketing budgets. 

Mogaji, Soetan, and Kieu (2020) investigated 

the implications of Artificial Intelligence in 

digital marketing within the financial services 

sector. The study employed a qualitative research 

design using case analysis and secondary data. 

The results showed that AI-powered marketing 

strategies improve service personalization and 

customer communication. However, the study 

also found that vulnerable customers may face 

risks related to data misuse and lack of 

transparency, suggesting the need for ethical AI 

practices. 

Ganie and Singh (2024) examined the role of 

Artificial Intelligence in reshaping the digital 

marketing landscape across the consumer journey 

from awareness to loyalty. The findings revealed 

that AI-powered tools such as personalized 

advertisements, chatbots, predictive analytics, and 

AI-generated content significantly influence 

consumer awareness, decision-making, 

engagement, trust, and loyalty. The study 

concluded that AI-driven digital marketing 

enhances customer experience, reduces search 

time, improves post-purchase satisfaction, and 

strengthens long-term brand relationships. 

 

Research Gap:  

From the literary overview it is revealed 

that there are lots of work done on the rle of AI in 

Digital Marketing, but there is limited empirical 

research that integrates consumer perception 

factors like perceived benefits, risks, 

transparency, trust, and social norms within a 

single framework. Moreover, the sustainability 

and ethical dimensions of AI-driven digital 

marketing remain underexplored from the 

consumer perspective.so this gap could be the 

initiating point of consideration for the future 

researchers. 

 

Objectives of the study: 

1. To study the concept of Artificial 

Intelligence and its relevance in digital 

marketing. 

2. To find out the various applications of AI in 

digital marketing activities. 

3. To identify the benefits and challenges 

associated with the use of AI in Digital 

Marketing. 

 

Research Methodology: 

The article is primarily based on 

secondary data. The data and relevant information 

is collected from the journals, websites and 

Research articles of eminent researchers.  

 

Notable Concepts of AI in Digital Marketing: 

1. Digital Marketing in Contemporary 

Organizations: 

Digital marketing focuses on promoting 

products and services through digital channels 

such as websites, social media, search engines, 

mobile applications, and online advertising 

platforms. In contemporary organizations, digital 

marketing has become a strategic function due to 

rapid technological advancement, changing 

consumer behavior, and increased competition in 

online markets. Modern organizations require 

structured and data-driven digital marketing 

approaches to effectively reach, engage, and 

retain customers in a dynamic and highly 

competitive digital environment. 
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2. Role of Artificial Intelligence in Digital 

Marketing: 

Artificial Intelligence plays a critical role 

in enhancing digital marketing effectiveness by 

enabling data-driven decision-making, 

automation, and personalization. AI supports 

marketers by analyzing large volumes of 

consumer data, identifying patterns, and 

generating predictive insights. Rather than 

replacing human creativity and strategic thinking, 

AI complements marketing professionals by 

improving accuracy, efficiency, and real-time 

responsiveness in digital marketing activities. 

3. Ethical Challenges in AI-Based Digital 

Marketing: 

The application of AI in digital marketing 

raises ethical concerns related to data privacy, 

transparency, and algorithmic bias. The extensive 

use of consumer data requires responsible data 

management and compliance with privacy 

regulations. Additionally, the lack of transparency 

in AI-driven decisions may affect consumer trust. 

Therefore, ethical governance, transparency, and 

human oversight are essential to ensure fairness 

and accountability in AI-based digital marketing 

practices. 

 

Discussion Section and Conclusion: 

From the previous work and perception of 

earlier researchers, it is revealed that A AI 

technologies such as machine learning, predictive 

analytics, and chat bots significantly enhance 

personalization, customer targeting, and 

automation of marketing activities. It also noted 

that AI-driven digital marketing improves 

decision-making, customer experience, and 

conversion rates, while also highlighting 

challenges related to data privacy and ethical 

concerns. But still there some lacuna which could 

be filled by the future researcher. The work on the 

consumer perception factors like perceived 

benefits, risks, transparency, trust, and social 

norms within a single framework is still have to 

taken into consideration, so The future researcher 

have an opportunity to fill this gap. 
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