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Abstract 

Artificial Intelligence (AI) and Machine Learning (ML) are transforming marketing decision-making by 

enabling organizations to analyze large volumes of customer and market data quickly and accurately. This 

examines impact of AI and ML on strategic and operational marketing activities. These technologies improve 

decision quality, operational efficiency and campaign performance through predictive analytics and 

automation. However, their adoption also presents challenges. Excessive reliance on automated systems may 

reduce human creativity and contextual judgment, which remain vital in marketing management. This concludes 

that AI and ML should be used as decision-support tools that complement managerial expertise. Effective 

implementation requires ethical practices, strong data governance, employee training & alignment with 

organizational objectives to achieve sustainable competitive advantage. 

Keywords: Artificial Intelligence (AI), Machine Learning (ML), Marketing Decision-Making, Predictive 

Analytics & Customer Personalization.  

1. Introduction 

Artificial Intelligence (AI) and Machine Learning (ML) have transformed modern marketing 

by enabling organizations to make faster, data-driven and more accurate decisions. These 

technologies help businesses analyze large volumes of customer data, predict consumer 

behaviour, personalize marketing campaigns, optimize pricing strategies & improve customer 

engagement. AI-powered tools as chatbots, recommendation systems, predictive analytics & 

sentiment analysis have enhanced the effectiveness of marketing activities while reducing 

operational costs. Machine Learning algorithms continuously learn from customer 

interactions, allowing organizations to refine their marketing strategies and improve decision-

making over time. Despite these advantages, organizations also face challenges related to 

data privacy, ethical concerns, implementation costs & employee readiness. Therefore, 

understanding impact of AI and Machine Learning on marketing decision-making is essential 

for organizations seeking to gain a competitive advantage. This examines AI and ML 

influence marketing decisions & contribute to improved organizational performance and 

customer satisfaction. 

2. Literature reviews 

Huang & Rust (2026) propose a comprehensive strategic framework for integrating artificial 

intelligence into marketing functions. This provides a systematic approach for identifying 

strategic value offers guidance for managers seeking to incorporate intelligent technologies 

into marketing decision-making processes. Impact in marketing can be understood through 

three fundamental marketing tasks: understanding customers, creating value propositions & 

delivering value. 
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Kuhl et al. (2025) introduce an artificial intelligence-driven approach for identifying & 

quantifying customer needs through analysis of social media data. These addresses growing 

demand for real-time customer insights in rapidly evolving digital markets where traditional 

research methods as surveys, focus groups & interviews often struggle to capture changing 

consumer preferences quickly & efficiently.  

Guda & Subramanian (2024) investigate the operational strategies employed by digital 

platform businesses to manage on-demand workforces effectively. Focusing on ride-hailing 

platforms, this examines algorithm-driven mechanisms influence worker participation, 

service availability & overall operational efficiency. They argue that managing a flexible 

workforce in real time presents unique challenges because labour supply & customer demand 

fluctuate continuously across locations & time periods.  

Ziakis & Vlachopoulou (2023) provide a comprehensive review of growing role of artificial 

intelligence in digital marketing, examining technologies, applications, benefits & challenges 

associated with adoption across contemporary marketing environments. These synthesize 

existing research to offer a structured understanding of AI-driven solutions are transforming 

digital marketing practices & influencing organizational decision-making. By consolidating 

findings from diverse studies, authors present an integrated perspective on current state of in 

digital marketing while identifying future research directions. 

Cosmo et al. (2021) investigate factors influencing consumer acceptance of chatbot-based 

mobile advertising with particular emphasis on role of privacy concerns, trust & attitudes 

toward conversational technologies. As artificial intelligence continues to transform digital 

marketing practices, chatbots have emerged as important tools for delivering personalized & 

interactive customer experiences. 

Campbell (2020) addresses a fundamental challenge faced by modern businesses: although 

digital technologies generate vast amounts of customer & market data, many organizations 

struggle to convert this information into meaningful decisions that create business value. 

Dhabalia (2019) reviews significance of wind power among renewable energy sources. This 

examines technological, environmental & economic dimensions of wind energy while 

highlighting its growing role in achieving global sustainability goals. In response to 

increasing concerns regarding climate change, fossil fuel depletion & environmental 

degradation, article emphasizes the importance of transitioning toward cleaner energy 

systems & identifies wind power as a key component of this transformation. 

Davenport & Ronanki (2018) provide a practical & managerial perspective on adoption of 

artificial intelligence within organizations technologies into their operations to generate 

measurable value while avoiding unrealistic expectations associated with large-scale digital 

transformation initiatives. 

Machiraju & Modi (2017) provide a practical & comprehensive guide to developing 

conversational agents using Microsoft's Bot Framework highlighting growing significance of 

chatbot technologies in digital communication and business operations. 
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Erevelles (2016) explores advances in data collection, storage & analytical technologies have 

enabled organizations to gain deeper insights into consumer behaviour & develop more 

effective, data-driven marketing approaches. Authors argue that big data has fundamentally 

altered the relationship between firms & consumers by providing organizations with 

unprecedented access to information that can support strategic decision-making & enhance 

customer value creation. 

3. Methodology 

Research Design 

These adopted a quantitative descriptive to investigate on marketing decision-making in 

management. This design was selected because it enables systematic collection and analysis 

of numerical data to identify trends, patterns and relationships among variables. It also 

facilitates objective evaluation of respondents' perceptions regarding AI-driven marketing 

practices. Descriptive design provides an accurate representation of current level of AI 

adoption in organizations and its influence on marketing decisions without manipulating any 

variables thereby ensuring reliable and unbiased research findings. 

Sample Size 

A total of 200 respondents participated in study. Sample size was considered sufficient to 

conduct statistical analyses and obtain reliable results regarding the influence of Artificial 

Intelligence and Machine Learning on marketing decision-making. Respondents represented 

different age groups, educational qualifications, organizational positions and years of 

professional experience. Inclusion of participants from multiple organizations enhanced the 

representativeness of sample and improved generalizability of findings. Selected sample 

provided adequate variability to examine relationships among AI adoption, marketing 

decisions, customer analytics and organizational performance. 

Sampling Technique 

These employed a simple random sampling technique to select respondents from target 

population. This method ensured that every eligible marketing professional had an equal 

opportunity to participate in research thereby reducing selection bias & improving sample 

representativeness. Random sampling also enhanced credibility & validity of findings by 

minimizing researcher influence during participant selection. Where access to complete 

employee lists was limited, respondents were selected based on organizational approval while 

maintaining fairness & diversity across departments, managerial levels and business sectors 

implementing AI-enabled marketing systems. 

Data Collection Instrument 

Primary data were collected using a structured questionnaire developed after an extensive 

review of literature related to Artificial Intelligence Machine Learning, marketing decision-

making, customer analytics & organizational performance. Questionnaire consisted of 

demographic information and statements measuring variables. Instrument was designed to 

ensure clarity, validity & reliability while capturing respondents' perceptions regarding AI 

adoption and its influence on marketing effectiveness. Pilot testing was conducted to improve 
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quality and consistency of the questionnaire. 

Descriptive statistics including frequency, percentage, mean & standard deviation were used 

to summarize respondent characteristics & variables. Reliability of questionnaire was 

assessed using Cronbach's Alpha. Pearson correlation analysis examined the relationships 

between Artificial Intelligence, Machine Learning & marketing decision-making while 

multiple regression analysis determined the predictive influence of AI & ML on marketing 

performance. Statistical findings were interpreted using a 5% level of significance (p < 0.05) 

to ensure scientific validity. 

4. Result & Discussion 

Demographic Profile of Respondents 

Demographic analysis indicated that respondents represented diverse age groups, genders, 

educational qualifications and professional experience. Majority of participants were 

marketing executives & business managers working in organizations that had adopted 

Artificial Intelligence (AI) & Machine Learning (ML) technologies. Most respondents 

belonged to 31–40 years age group & possessed postgraduate qualifications, reflecting 

adequate knowledge of digital marketing & AI applications. Varied demographic 

composition ensured a representative sample & provided comprehensive insights into the 

influence of AI & ML on marketing decision-making across different organizational settings. 

Table 1: Demographic Characteristics of Respondents (n = 200) 

Variable Category Frequency (f) Percentage (%) 

Gender 

Male 114 57.0 

Female 86 43.0 

Age (Years) 

21–30 58 29.0 

31–40 82 41.0 

41–50 42 21.0 

Above 50 18 9.0 

Educational Qualification 

Graduate 68 34.0 

Postgraduate 104 52.0 

Doctorate 

Work Experience 

28 14.0  

<5 Years 48 24.0 

5–10 Years 82 41.0 

mailto:anveshanaindia@gmail.com
http://www.anveshanaindia.com/


AIJRRLSJM                          VOLUME  11,  ISSUE 6 (2026, JUN)                      (ISSN-2455-6602)ONLINE  

Anveshana’s International Journal of Research in Regional Studies, Law, Social 

Sciences, Journalism and Management Practices 

 

Anveshana’s International Journal of Research in Regional Studies, Law, Social 
Sciences, Journalism and Management Practices 

EMAILID:anveshanaindia@gmail.com,WEBSITE:www.anveshanaindia.com 
15 

>10 Years 70 35.0 

Majority of respondents were male (57.0%) while females represented 43.0% of sample. 

Most respondents (41.0%) belonged to the 31–40 years age group. More than half (52.0%) 

possessed postgraduate qualifications and 41.0% had 5–10 years of professional experience, 

indicating that respondents had adequate expertise to evaluate AI and Machine Learning 

applications in marketing. 

Artificial Intelligence and Machine Learning Adoption 

Findings revealed that organizations have increasingly integrated AI & Machine Learning 

into their marketing activities. Respondents agreed that AI technologies improved customer 

analytics, market forecasting, campaign personalization & customer relationship 

management. AI-enabled decision support systems helped marketing professionals analyze 

consumer preferences & optimize marketing strategies resulting in better organizational 

performance. 

Table 2: AI and Machine Learning Adoption in Marketing 

Statement Mean Standard Deviation 

AI improves customer data analysis 4.34 0.58 

Machine Learning enhances demand forecasting 4.27 0.61 

AI supports personalized marketing campaigns 4.31 0.60 

AI improves customer relationship management 4.22 0.64 

Overall Mean 4.29 0.61 
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Figure 1: AI and Machine Learning Adoption in Marketing 

Overall mean score of 4.29 indicates a high level of AI adoption in marketing. Respondents 

strongly agreed that AI significantly improves customer analytics, forecasting accuracy, 

campaign personalization & customer relationship management thereby enhancing 

marketing efficiency & decision quality. 

Impact of AI and Machine Learning on Marketing Decision-Making 

AI and Machine Learning significantly improved marketing decision-making by enabling 

organizations to make faster, more accurate and data-driven decisions. Respondents 

perceived AI as an effective tool for identifying customer needs, predicting market trends, 

optimizing pricing strategies and improving customer satisfaction. These technologies 

enhanced managerial decision-making by providing real-time insights and reducing 

uncertainty. 

Table 3: Impact of AI and Machine Learning on Marketing Decision-Making 

Statement Mean Standard Deviation 

AI improves strategic marketing decisions 4.30 0.57 

AI enables faster business decisions 4.18 0.63 

AI improves pricing and product recommendations 4.23 0.60 

AI enhances customer satisfaction 4.26 0.59 

Overall Mean 4.24 0.60 
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Figure 2: Impact of AI and Machine Learning on Marketing Decision-Making 

Results demonstrate that AI positively influences marketing decision-making. Highest mean 

score (4.30) was recorded for strategic decision-making indicating that AI enables 

organizations to make informed and timely marketing decisions. Respondents also agreed 

that AI improves customer satisfaction and pricing strategies. 

Regression Analysis 

Table 4: Multiple Regression Analysis 
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Machine Learning 
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Table 5: Model Summary 
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Regression analysis revealed that Artificial Intelligence adoption (β = 0.552, p < 0.001) and 

Machine Learning capability (β = 0.378, p < 0.001) significantly influenced marketing 

decision-making. Regression model explained 65.9% of the variation in marketing decision-
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decisions. Organizations utilizing these technologies are better equipped to understand 

customer behaviour, improve strategic planning, optimize marketing campaigns & achieve 
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These concludes that Artificial Intelligence (AI) and Machine Learning (ML) have become 

essential technologies for improving marketing decision-making in modern business 

organizations. Findings indicate that organizations are actively adopting AI-driven tools to 

strengthen customer analytics, demand forecasting, personalized marketing and customer 

relationship management. Respondents acknowledged that AI enables faster, more accurate 

& data-driven decisions, helping managers understand consumer behaviour, optimize pricing 

strategies and enhance customer satisfaction.  

Regression analysis further confirmed that AI adoption and Machine Learning capability 

significantly influence marketing decision-making, explaining a substantial proportion of its 

variation. These findings demonstrate that AI and ML are reliable predictors of effective 

marketing performance and strategic business decisions. Demographic profile also showed 

that respondents possessed adequate educational qualifications and professional experience 

adding credibility to outcomes.  

Maximizing these benefits requires continuous investment in technological infrastructure, 

employee skill development and data-driven decision-making practices. Therefore, business 

organizations should adopt AI & Machine Learning as strategic resources to enhance 

marketing effectiveness, support innovation, improve organizational performance & sustain 

long-term growth in an increasingly competitive digital business environment. 
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