


© Surya Multidisciplinary Publication

Authors/contributors are solely responsible for the originality/

authenticity/ accuracy of the ideas/ information/ views/ content/

data produced in their respective papers. Publisher and the Editor

shall not be responsible for any liability arising on account of any

civil or criminal proceeding(s) in any court/tribunal judicial body

under any law for the time being in force.

All rights including copyrights of translation etc are reserved

and vested exclusively with the Surya Multidisciplinary Publication.

No part of this publication shall be reproduced or transmitted in any

form or by any means, including electronic, mechanical,

photocopying, recording or otherwise or stored in any retrieval

system of any nature without the express permission of the Surya

Multidisciplinary Publication.

Editor : Dr. Sanjay Kumar Pandey, Dr. Ankit Maurya, Abhay Dwivedi

Publisher : Surya Multidisciplinary Publication

407, Ramlila Maidan Malviya Nagar Gonda, Uttar

Pradesh (India)- 271001

Phone : +91- 9415093911

Email      : suryampublication@gmail.com

Book : The Ethics of AI: Challenges and Solutions for a Fair

Future

Edition : 2024

ISBN : 978-81-972279-5-0

Price : 499/-

Printed By : Global Printing Service, Delhi.



Contents

Preface                                                   v
1. Emerging Trends in AI Ethics and it’s Future

-Dr. Lohans Kumar Kalyani                                                    1
2. Artificial Intelligence and it’s Application

-Manish Sharma, Alok Kumar Mishra                                        10
3. The Ethics of Future AI: Emerging Technologies and Hidden

Challenges

-Mrs. M. Jayanthi Kala Lincy, Dr. K. Majini Jes Bella       25
4. The Intersection of Artificial Intelligence and Mental Health:

Opportunities, Challenges, and Future Directions

-Dr. Neeraj Yadav                                                    34
5. Building Trust: Transparency and Accountability in AI

Development

-Dr. Seereddi Shravya                                    41
6. Future AI Ethics: Preparing for the Ethical Challenges of

Emerging Technologies

-Tomy Thomas, Dr. K. Majini Jes Bella                       52
7. Ethical dilemmas in Artificial Intelligence: An Analytical

Study

-Abhay Dwivedi                                         62

8. Fusion of Emerging Trends: Artificial Intelligence and
Human Resources Management in Industry 5.0

-K. Gayathri, Dr. K. Majini Jes Bella 72

9. The Evolution of Governance: Leveraging Artificial
Intelligence for Transparency, Decision Making, and
Public Engagement
-B. K. Keerthiga Priyatharsini,, N. Jenipha 79

10. Perceptions of Marketing Professionals Regarding The
Impact of Artificial Intelligence on Marketing
-Dr. Swathi Pradeeba P, Dr. Murugesan D 86



86 The Ethics of AI: Challenges and Solutions for a Fair Future

10

Perceptions of Marketing
Professionals Regarding the Impact

of Artificial Intelligence on
Marketing

Dr. SWATHI PRADEEBA P

Assistant Professor, Department of Commerce, Vels Institute of

Science, Technology and Advanced Studies, Chennai.

Dr. MURUGESAN D

Associate Professor, Department of Commerce, Vels Institute of

Science, Technology and Advanced Studies. Chennai.

Abstract:

The pace at which artificial intelligence (AI) is evolving has

significantly changed the characteristics of the contemporary

corporate world. Artificial intelligence is particularly helpful in

the marketing industry since it improves performance. The goal

of the current study is to determine how AI affects marketing.

The broad literature review that was highlighted gave substantial

understanding of artificial intelligence and its use in marketing.

Second, a qualitative research approach was used, which involved

conducting informal interviews with marketing experts from

several Indian businesses.  Fifteen marketing professionals were

selected as the sample size for interviewing. The study’s findings

highlight the variables that influence artificial intelligence (AI)

application in marketing as well as the benefits and drawbacks

of its integration. They also emphasize the significance of ethical

considerations, the pre- and post-AI marketing techniques your

business employs, and the use of AI in marketing. In order to

improve business performance, get a competitive edge, and

eventually achieve profitability, the paper recommends employing
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AI to sell employment.

By addressing research gaps that systematically and

rigorously connect strategic AI marketing practice and research,

this study also advances strategic marketing research.

Introduction:

Data-driven, intelligent, and automated marketing is

becoming the norm in modern times. The laser-like focus of new-

age marketing immediately affects marketing results. Long-term

shifts in the field of marketing have been brought about by

technological advancements over and again, proving the

effectiveness of marketing’s collaboration with artificial intelligence

(AI).

Major AI Impact Areas in Marketing:

1. Unified digital marketing: AI improves digital marketing

efforts through optimized ad targeting, tailored content delivery,

and real-time campaign modifications in integrated digital

marketing.

2. Content Marketing: Artificial Intelligence helps in content

generation, distribution, and curation, resulting in audience-

relevant and captivating content.

3. Experience marketing:Chatbots with artificial intelligence

(AI), virtual assistants, and tailored experiences increase consumer

interaction.

4. Marketing Operations: AI increases productivity by

automating repetitive operations and streamlining procedures.

5. Market research: AI finds trends, evaluates large amounts

of data, and offers useful insights.

Artificial Intelligence (AI) is having a revolutionary effect on

marketing, changing the way companies engage with their

customers. Here are a few crucial elements.
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Data - Driven Product Enhancements:

AI makes it possible for businesses to improve their goods

based on data insights, or data-driven product enhancements.

Businesses can improve product design and development by

customizing their offers based on an analysis of customer behavior,

preferences, and feedback.

Personalized Services: Artificial Intelligence enables

extremely customized client interactions. Marketers can improve

customer happiness by providing personalized messaging, product

recommendations, and help through chatbots, recommendation

engines, and dynamic content.

Effective Campaign Performance: By segmenting

audiences, automating processes, and forecasting results, artificial

intelligence (AI) improves marketing campaigns. It facilitates

efficient resource allocation, enhancing the impact and reach of

campaigns.

Understanding Audience: AI uses massive data analysis

to gain a deeper understanding of different customer categories.

It helps marketers develop focused plans by pointing out patterns,

preferences, and trends.

Social Media Insights: Artificial Intelligence tools examine

sentiment, engagement, and social media conversations. Marketers

may utilize this data to improve their marketing, interact with

consumers, and quickly resolve issues.

Predictive Analytics: AI systems that forecast future

trends, consumer behavior, and market movements are known

as predictive analytics. These insights can help marketers remain

ahead of the competition and make well-informed decisions.

Literature Reviews:

Sanjeev Verma et al., (2021), Artificial intelligence (AI)

is the intelligence displayed by machines, as opposed to human

intelligence. Artificial intelligence is represented by a system of

intelligent agent robots that keep an eye on their environment

and work toward their objectives.

Columbus & Davenport Thomas et al. (2019), AI is

being used by marketers in a variety of contexts, including

messaging, personalization, predictive behaviors, analytics, and
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segmentation—all of which are tied to marketing strategy.

(Marketing Strategy)

Chatterjee et al., (2019)AI needs to be utilized to assess

a wide range of client factors, including behavior, purchases,

preferences, and dislikes.

Bughin, McCarthy & Chui (2017), The majority of

organizations today employ artificial intelligence (AI), yet many

still don’t use it at a high degree. virtually every marketer who

has indicated interest in using AI in the near future is virtually

prepared to use it exclusively. Only 20% of marketers, however,

said they were utilizing one or more AI technologies in their

business in 2017.

Sterne (2017), In this era of globalization, artificial

intelligence has come to be seen as a magic bullet for small firms,

enabling them to become global and conduct business online.

Marketing managers may find that artificial intelligence (AI)

helps with producing leads, market analysis, social media

administration, and customer experience customisation, among

other things.

Wierenga& Bruggen (2010), Due to the dearth of marketing

literature on AI, we made the effort to provide a framework that

outlines both the current state of AI and its anticipated future

development. Despite the fact that earlier theories and concepts

have been studied for a long time to address problems connected

to marketing.

Methodology:

For this study, a qualitative research approach was used.

In order to handle the study issue, the qualitative technique is

fundamentally exploratory research, which is utilized to learn

about the causes, viewpoints, and opinions. Qualitative research

is the best choice because the study’s objective is to discover how

AI affects marketing from the viewpoint of marketing experts.

Data for the study will be gathered from primary and secondary

sources. The primary information gathered through interviewing.

Numerous books, journals, magazines, websites, and blogs are

included as secondary data sources.

Interviews are conducted with Indian company marketing
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experts. Fifteen participants were selected as the sample size, and

fifteen Indian marketing specialists were interviewed. The

researcher employed purposive sampling, whereby participants

were included in the study with a specific purpose in mind.

The study’s main requirement for participation was that

participants must be employed by a company whose marketing

division makes use of artificial intelligence. This was justified by

the idea that marketers with direct experience with AI would be

better qualified to evaluate the impact of AI on marketing.

A variety of open-ended questions were asked to the

respondents during the interview process. Nonetheless, in keeping

with the inductive research methodology, which does not restrict

the validity of existing assumptions, the researcher was ready

to supplement the interview with fresh inquiries determined by

the scene. The data from the respondents will be gathered over

the course of a month due to the cross-sectional nature of the

study.

Interview Analysis:

The interview’s specifics are covered in detail in this section.

The primary interview questions are covered in detail in this

section and are as follows:

1. What components are necessary to integrate AI into

marketing?

2. What are the primary benefits of integrating AI into

marketing?

3. What are the primary barriers to using AI in marketing?

4. What moral ramifications result from using artificial

intelligence in marketing?

5. What part does AI play in the marketing operations of

your business?

6. What is the pre-AI and post-AI marketing strategy of your

company?

1.Influencing Factors In Integrating AI In Marketing:

The respondents stated that competitive pressure is the

main factor influencing the use of AI in marketing. Competitors

are pressuring a lot of companies to include AI into their marketing
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plans. One respondent said, “Competitive organizations feel

compelled to include AI into their marketing strategies

immediately”. Another respondent has observed that the

management of the organization has started to advocate for the

integration of AI in marketing, claiming factors such as media

attention, competitive pressure, and digital maturity as

justifications for their actions. Another Respondent brought up

pressure from the outside world and the competitors, along with

the excitement surrounding AI integration in marketing chores.

“Firms are now talking about this major phenomena and utilising

it in their marketing functions,” he stated. Rivals’ pressure is

a significant factor because the company realized it needed to

include AI into its marketing processes to differentiate itself from

the competition.” Another Respondent pointed out that although

there was no obvious consumer pressure, the company

acknowledged that customers were looking for businesses that

offered the best performance and services, therefore they felt

obliged to incorporate AI-related technologies.

2. Benefits of Artificial Intelligence in Marketing:

A variety of answers were given by those asked about the

advantages of incorporating AI into marketing. It’s clear now

that AI assisted the company in enhancing its marketing practices.

According to two respondents, the company will be able to boost

effectiveness and conserve time in the marketing tasks by

incorporating AI into marketing operations. One of the respondents

said that if we used AI-based software, our business would get

better conversion rates, a deeper comprehension of customer

data, and the ability to make more informed marketing decisions.

Primarily, it enhanced the return on investment. One more

responder mentioned marketing choices and insights as advantages

of AI integration. Another Respondent stated that the main

benefit of adopting AI in marketing is the insights.  One of the

Respondents stated that the primary benefit of using AI-based

software in marketing is that it allows the company to provide

customers with better service and more value, which ultimately

results in the highest level of customer satisfaction. Enhanced

data analysis and effective marketing operations are more

advantages. Pricing and the development of new items are only

two of the many processes that could benefit from the AI-based
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software’s discoveries.

3. Significant obstacles to integrating AI in marketing

Based on the comments, the most challenging part of

integrating AI is ensuring technological compatibility. 11

respondents stated that the company focused on making it easier

to interface their system with popular CRM systems in order to

resolve the compatibility issue. We still have a lot of issues with

it, despite the organization’s continuous efforts to streamline the

procedure. One of the Respondents stated that complicated IT

systems and software are also a major barrier. Consequently,

organizations must prioritize addressing compatibility issues.

Four respondents stated that a team’s lack of technical skills is

the biggest problem for overall marketing operations after AI

integration. One respondent stated that the company has to train

its marketing staff to prepare them for the implementation of AI.

Undoubtedly, implementing new technology in a company is a

transformative process, therefore it’s important to identify and

deal with any issues in advance. If businesses wish to obtain a

competitive advantage, they shouldn’t be afraid to implement

new technologies. Since data is the most important component

of AI, respondents also said that having it in place is essential;

as a result, they believed that data presented the biggest challenge.

4. AI’s Ethical Implications for Marketing

The respondents stated that the most crucial ethical

consideration while working with clients is data. One of the

Respondent claims that the company gathers data anonymously—

that is, it isn’t connected to the people who generate it—in order

to address this issue. Another Respondent states that providing

a little amount of personal information is their primary objective.

Another Respondent talked about two different ways that artificial

intelligence in marketing could have ethical concerns. She thinks

ethical issues should be looked at because they are so important,

but businesses don’t seem to take them into account when they

plan to deploy knowledge-driven AI software. An essential aspect

of ethics in the marketing context is the use of data.

Second, the choice to employ AI is hard even for the

development team to understand. This may become the most
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challenging duty if a firm does not investigate the unethical

decisions made. Another respondent asserts that data is the most

moral aspect of AI in marketing and that it needs to be taken

into account at every stage of the procedure. She also mentioned

that the company’s primary policy was not to gather personal

data from customers and that the corporation had thought through

the ethical ramifications of the new system before putting it into

place. She continued by emphasizing how important it is to let

the buyer know about any ethical concerns. Consequently, our

company notifies the customer of the kind of information that

will be collected from them.

5. AI applications in marketing

The respondents claimed that artificial intelligence (AI) has

increased the efficacy of marketing functions and is currently

used in almost all significant marketing operations. They claim

that AI helps in the creation of marketing and sales plans that

significantly improve business performance. Respondent 8 claims

that artificial intelligence (AI) is used for all marketing-related

functions, such as pricing, distribution, promotion, and product

planning and development. The respondent states that customer

relationship management, digital platforms, and advertising are

the three industries that use AI the most. Another Respondent

states that artificial intelligence (AI) is widely used in digital

marketing, including chatbots, web design, email marketing,

digital advertising, and content curation.

6. AI marketing plan both before and after

The dynamics of the entire firm are, in reality, changed by

the use of AI in marketing. It also has an impact on the business’s

strategies. Prior to using AI in marketing, respondents said, the

emphasis was on growing product offerings and marketing

resources. Marketing managers were drawn to business

intelligence after artificial intelligence (AI) was adopted because

it gave them a better understanding of patterns in sales,

marketing, and operations. To predict future strategies, they

built predictive models using the data. The company’s marketing

strategy has been revolutionized, according to the respondents,

by AI. Since providing excellent customer service was the

company’s main concern, they established strategies to do so, and
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they saw a noticeable boost in customer service, which led them

to decide to invest in AI. It helped to improve efficiency and

responsiveness. In addition, the company is choosing which AI

projects to invest in going forward. According to Ali Hassan, the

market strategy prior to the use of AI was focused on long-term

client value and refocusing marketing efforts on new forms of

communication. The company started concentrating on social

media reach, personalization, enhanced data collecting, SEO,

payment processes, and sales optimization after implementing

AI. All of these measures were aimed toward achieving these

objectives.

CONCLUSIONS AND RECOMMENDATIONS:

The article’s goal was to examine how AI is affecting marketing

from the viewpoint of Indian marketing professionals. Various

approaches were used to address the research issues and accomplish

the study’s objective. Initially, a comprehensive literature

evaluation was conducted, which encompassed the viewpoints of

multiple scholars and offered an in-depth comprehension of artificial

intelligence and its utilization in marketing. Second, the researcher

employed a qualitative research design that included fifteen

marketing specialists from ten different Indian organizations

participating in semi-structured interviews.

 The study’s main findings demonstrated that customers,

attention from the media, pressure from rivals, and digital age

are the main variables influencing the adoption of AI in marketing.

The results about the advantages of using AI in marketing were

met with varying responses from the participants. Experts in

marketing claim that the main advantages are higher productivity,

reduced time spent on marketing tasks, higher conversion rates,

enhanced customer data comprehension, more practical

marketing choices, higher return on investment, insights, better

customer care, and increased customer satisfaction. Other benefits

include more effective data analysis and marketing activities that

run smoothly. When asked which component of integrating AI

into marketing is the most challenging, respondents said that

it is the technological compatibility. The respondents believed

that data is the biggest obstacle and that having it in place is

essential since it is the most important component of AI.
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According to the respondents, data is the most important

ethical factor to take into account while working with clients.

Respondents to questions on the employment of AI in the marketing

department of the business said that it is currently utilized in

practically all of the main marketing activities and that the

efficacy of the marketing team has grown. They contend that AI

aids in the development of sales and marketing strategies that

greatly enhance corporate performance. The aforementioned

studies demonstrate how AI can be used in business marketing.

AI has completely changed the marketing industry and is assisting

in the modernization of outdated marketing strategies.

Organizations will find it extremely difficult to adjust to the

changing marketing landscape. Businesses now need to

continuously train their staff and plan for the future due to the

rise of innovation. By addressing the gaps in the literature and

concentrating on the impact of AI on marketing from the viewpoint

of a marketing professional, the research has significantly added

to the body of current material.

This emphasized the applicability of AI in marketing as well

as the many benefits of integrating it. Moreover, the main obstacles,

moral dilemmas, and uses gave businesses a road map for

integrating AI into marketing. Businesses need to be aware of

the challenges and facets of using AI in marketing.
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