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Abstract

This study delves into the transformative impact of artificial intelligence (AI) on marketing
strategy implementation, aiming to bridge existing gaps in scholarly discourse. The research
identifies a critical void in understanding the multifaceted influence of Al across diverse
industries, hindering both current comprehension and future exploration of its potential in
marketing strategy implementation. Employing a systematic literature review (SLR)
methodology, this paper connects insights from ten rigorously selected research papers
spanning 2015 to 2024, sourced from the Google Scholar Database. The findings highlight Al's
pivotal role in streamlining implementation processes through scenario analysis facilitation,
predictive accuracy enhancement, and resolution of intricate challenges. Additionally, this
study illuminates essential success factors - ranging from stakeholder engagement and
continuous evaluation to workforce capacity building, ethical considerations, and data
privacy safeguards - crucial for realizing effective outcomes in Al-driven marketing strategy
implementation.
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Introduction

Artificial Intelligence (AI) is undoubtedly a
buzzword in today's corporate world,
considering the diverse benefits that firms
are argued to derive from the adoption of Al
models, solutions, and systems in their
business operations. This probably explains
why Kumar et al (2019) assert that Al is a
technological solution for addressing the
contemporary  problems faced by
organizations and the benefit as contended
by Paschen et al (2019) is not limited to any
particular sector of the local or
international economy. This understanding

explains why researchers, policymakers,
and strategists have constantly explored
ways of leveraging Al to optimize outcomes
across different organizations. -
Additionally, developers of Al solutions
have consistently delivered, offering a wide
range of Al products. These products, both
free and paid, address the operational pain
points of companies of all sizes - small,
medium, and large-scale enterprises.
(Jianjun et al., 2021). With the proliferation
of Al solutions, more business owners are
searching for the most suitable Al tools that
can meet their business needs as it is given
that such solutions can deliver more than
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the conventional human capabilities in most
cases (Molsa, 2016). To this end, the
question of what and, most importantly,
how Al affects the implementation of
marketing strategy is one that Chief
Executive Officers might want to consider
before approving the integration of Al in
marketing which is a core function of the
organization.

The American Marketing Association
(2017) saw marketing as a set of
institutions, activities, and systematic
processes that organizations use to create
value, communicate, and deliver value to
their customers, partners, society, and other
stakeholders. Marketing cannot be tagged
as successful when it does not contribute
positively to the bottom line of the
organization, and this explains why
organizations deploy marketing strategies
to drive the achievement of certain
outcomes. That notwithstanding, what is
learnt from research is that marketing
strategy may not guarantee optimal
outcomes unless it is effectively
implemented (Mohammed & Ghaleb, 2022;
Rinku, Priyanka &  Sajid 2021).
Unfortunately, implementing strategies has
been a challenge for organizations and
understanding how Al contributes to
successful  implementation is  non-
negotiable at this point.

Existing research already shows that
artificial intelligence addresses some of the
strategic marketing questions of
organizations, fostering innovativeness and
efficiency in the marketing process which is
critical to achieving the short, medium, and
long-term goals of the organization
(Enholm, Papagiannidis, Mikalef and
Krogstie, 2021). Also, the position of
Darlington (2023) suggests that the
introduction of Al in the marketing process
has contributed to improving customer
referral and brand association which was a
herculean task for marketers to address
before now. The studies by Irene (2019) still
showed that Al was becoming a
fundamental aspect of marketing strategy
performance which has enabled most
organizations to compete effectively in the
increasingly competitive business
environment. More marketers are shifting

from the use of traditional planning tools,
metrics, and channels to Al given their
conviction that better outcomes can be
achieved from the application of Al (Rinku,
Priyanka and Sajid, 2021). Irrespective of
the extent of the application of Al in the
marketing system, Mohammed and Ghaleb
(2022) maintained that it would have a
multiplier effect on the organizational
performance which is the result that
organizations seek to achieve. While these
and other authors' positions validate the
fact that Al was being used as a part of a
successful marketing strategy (Kavya,
Hariharan and Chandrakanthan, 2020),
there is a huge gap in "how" Al affects
marketing strategy implementation.

In addressing the clearly defined gap, this
paper was inclined towards understanding
how Al affects marketing strategy
implementation towards exploring ways of
optimizing outcomes. The study argues that
optimizing the  implementation  of
marketing strategy is strongly dependent
on understanding how Al affects it. Without
such understanding, knowledge about the
best approach for leveraging Al in the
marketing strategy implementation process
will be difficult. Hence, the research intends
to unearth knowledge regarding how Al
affects the implementation of marketing
strategy which will open new conversations
around enhancing the success of marketing
strategies through Al. This will empower Al
solution providers with knowledge of what
features to upgrade in their value
proposition, empowering business owners
with insight that will assist in optimizing
their Al investment, improve marketing
outcomes and inspire further research on
the subject.

Literature Review

Organizations understand that marketing is
fundamental to the achievement of their
corporate objectives (Muhammad and
Gang, 2019). Beyond this realization,
empirical evidence suggests that marketing
is only as good as the marketing strategy of
the organization and it is not the strategy on
paper that delivers results, it is the
implementation.  This, according to
Sundarman and Lailla (2023), involves the
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allocation of resources, determining
capabilities, managing the marketing
activities and ensuring the right capacity is
maintained. In contrast, marketing strategy
implementation deals with managing the
marketing mix variables, price, product,
place, promotion, people, physical evidence,
and process to ensure that it meets the goals
of the organization (Yusuf, Astuti, and
Ariani, 2022). According to Hailemariam
(2020), marketing strategy implementation
describes all the activities that a company
needs to carry out to execute its marketing
strategy  effectively and efficiently.
Consequently, it is the effectiveness of the
implementation of a marketing strategy that
guarantees the performance of the
organization in the marketplace (Elefachew,
2021). If marketing strategy is an
instrument, the implementation of the
marketing instrument as claimed by
Mustapha (2017) is what is essential to the
success of the organization.

From the position of some existing research,
there is an emphasis on integrating Al to
understand the preferences of customers
which can enable the organization to align
its operations towards delivering the
desired results (Kavya, Hariharan and
Chandrakhanthan, 2020). It was even
argued by Rinku, Priyanka and Sajid (2021)
that marketing strategy requires significant
integration of Al to enable effective
personalization  of  the marketing
communication process. From a conceptual
standpoint however, Yadav and Dwivedi
(2023) described artificial intelligence as
systems with demonstrated cognitive
abilities including Autonomous driving cars,
Voice Assistants, Chat GPT, Google Siri, etc.
These computerized robotic systems
process data that deliver results by solving
complex problems logically. Within the
context of Al application, it was argued by
Marinchak et al (2018) that Al supports the
transformation of the traditional marketing
approach, enabling organizations to achieve
an efficient marketing process. Similarly,
Toorajipour et al (2021) recognized the
value of Al in saving money and time wasted
on irrelevant transactions thereby
addressing the productivity and
profitability needs of the firm. More so,
Ansari and Riasi (2016) highlight the

valuable role of Al in making predictions
about the size of the market and making
other  strategic  decisions  towards
maximizing the scarce budget of the
organization.

According to Gonzales (2023), it could be
claimed that the application of Al to
business and management studies started
within the last few decades, but it has
undoubtedly facilitated the development of
products, transformation of marketing
outcomes and the achievement of strategic
organizational objectives. Empirically,
Singh etal (2023) sought to understand Al's
impact in social media contexts using a
quantitative analytic approach. The findings
confirmed  that  online marketing
significantly improved because of AL
Chintalapati and Pandey (2022) further
argued that Al-powered marketing tends to
deliver superior experiences and outcomes
for the business and the targeted customers.
In essence, other research conducted on the
subject showed that Al addresses the bulk of
the major marketing and marketing
strategy questions facing contemporary
organizations (Nandan and Nath, 2020;
Shih-Yu, 2019; Thiraviyam, 2018). What
appears to be a gap, though covered
saliently in most existing research, is ‘how’
Al contributes to the implementation of
marketing strategy. The construct for
critical success factors in marketing
strategy implementation includes having
clearly defined objectives, effective
customer segmentation and targeting,
optimization of the marketing mix,
integration of digital channels, and
openness to continuous improvement,
among other factors (Khanna, Ahuja & Popli,
2020; Micu, Capatina, & Micu, 2018).

Research Question

These under-listed questions shall be
addressed in this study:

1. How has Al affected the
implementation of marketing
strategies?

2. Whatare the critical success factors
for improving the effect of Al on the
implementation of marketing
strategies?
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Materials & Methods

The researcher understands that extensive
studies have been carried out on the link
between marketing and Al but with salient
emphasis on how marketing strategy
implementation has been affected by, Al
which is a gap. Hence, the secondary
qualitative method was deemed suitable for
the investigation and the Systematic
Literature Review (SLR) approach was
chosen. The SLR is a structured, effective,
and reliable approach to finding, analyzing,
and synthesizing evidence from existing
research reports towards providing
answers to a research question (Lame,
2023). The SLR procedure follows the
process of developing the inclusion and
exclusion criteria of the study, developing a
search strategy which includes the database
for the search, selection of study, data
extraction, assessment of quality, and data
synthesis as it relates to the research
question and discussion.

Following the above SLR protocol, the
papers to be included must focus on "AI"

and "Marketing Strategy Implementation”,
studies must be conducted between 2015
and 2024, the publication shall be a journal
and the language must be English. The
electronic database to be used shall be
Google Scholar and Boolean, strings such as
"Al AND Marketing Strategy OR Marketing
Strategy Implementation” were used.
Before choosing the final paper for the
analysis, the researcher screened the title,
and abstracts of the journal, and scanned
through the content to determine their
relevance. After this, the researcher
subjected the pre-final papers to quality
assessment using the CASP Appraisal
framework before shortlisting only quality
papers for the research purpose (Long et al,
2020).

Procedures

The search on Google Scholar as clarified in
the previous section took one week with
constant iterations in the search keywords
and strings until a total of 10 papers were
selected as suitable and valuable for the
research. The flow chart of the overall
procedure is shown in Figure 1 below:

Database: 16,000 words

Electronic search on Google Scholar

1

abstract
(n = ‘21 3)

Elimination of duplicates &
screening of the title and

15,787 results
excluded

articles

elighiity | Screening | Identification |

Further assessment of the

174 papers excluded

(n = 39)
1

Included ][

(n=10)

Studies relevant to the
subject of enquiry

29 papers excluded

[

Figure 1. Search flowchart.

Source: Author (2024)

The qualitative approach to analysis shall be
used in this study whereby the researcher
followed the thematic analytic approach to
identify keywords from the papers. These
keywords also known as codes were
grouped to form themes which were
reviewed by a colleague. This was

subsequently used as the foundation for
discussing and presenting the findings of
the research under relevant research
questions.
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Results

Table 1 below shows the demographic
characteristics of the papers which were
selected for this research. Itis observed that
all the selected studies have a global focus,
indicating a gap in terms of conducting
country-specific investigations about the
impact of Al on market research strategy
implementation. Also, most of the studies
have wused a qualitative secondary
methodology with only one of the studies
using quantitative. In terms of focus, there
has been a focus on the nexus between Al

and the implementation of marketing
strategies among firms (Shaw et al, 2019),
decision-making among firms in their
marketing process (Stone et al, 2020), and
the opportunities and challenges that exist
(Bruyn et al, 2020). Some other notable
studies sought to explore the future of
marketing in the domain of Al (Davenportet
al, 2020; Yegin, 2020) and the diverse
applications of Al to marketing were
explored amidst their relationship with the
marketing strategy process (Sabharwal,
Rittu and Verma, 2022; Shaik, 2023).

Table 1: Demographics of selected papers

Author Study focus Country Methodology

Shaw et al (2019) Al and the challenge of Global Secondary Qualitative
implementation Research

Stone et al (2020) Al and marketing decision- | Global Secondary Qualitative
making Research

Bruyn et al (2020) Al, Marketing Opportunities | Global Secondary Qualitative
& Challenges Research

Yegin (2020) Current & future outlook of | Global Secondary Qualitative
Al in marketing Research

Davenport et al How Al transforms Global Secondary Qualitative

(2020) marketing in the future Research

Vlasic (2021) Al role in marketing Global Secondary Qualitative

Vermaetal (2021) Al and marketing Global Secondary Qualitative
application Research

Liu and Chen (2021) | Optimizing marketing Global Secondary Qualitative
strategy through Al Research

Sabharwal, Ritu and | Al and its relationship with | Global Secondary Quantitative

Verma (2022) Marketing Strategy Research

Shaik (2023) Marketing Application of Al | Global Secondary Qualitative

Research

Source: SLR (2024)

The above-selected papers, therefore,
formed the basis for the answers provided
to the research questions hereinafter.

First Research Question

The first question to be addressed is: How

has Al affected the implementation of
marketing strategies?

Following the analysis, it was observed that
very few studies have focused their studies
on understanding how marketing strategy
implementation is being affected by Al. The
first is in terms of scenario analysis where
Stone et al (2020) studies confirmed that
implementation is  effective = where
marketing strategy is supported by Al
wherein different scenario analyses will
form the basis for improvement in the
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implementation process. Secondly, other
evidence suggests that prediction which is a
challenge in the implementation process
has also been affected by Al, wherein Bruyn
et al (2020) research confirmed that
prediction has been improved through Al

Most of the authors believed that the
implementation process, practice, and
systems for marketing strategy have been
optimized by Al adoption (Liu and Chen,
2021; Shaik, 2023; Verma et al, 2021).
Fourthly, the evidence identified suggests
that complex implementation challenges
were being addressed by Al integration in
the marketing strategy process which the
study of Davenport et al (2020) confirmed.

Second Research Question

The second question to be addressed is:
What are the critical success factors for
improving the effect of Al on the
implementation of marketing strategies?

Following the analysis, five critical success
factors were identified as fundamental to
achieving effective outcomes from the
integration of Al in the implementation of
marketing strategy. First, stakeholder
support is crucial as confirmed by Shaw et
al (2019) research which asserts that
meaningful implementation of Al in
marketing strategy requires the support of
internal and external stakeholders as
required for implementation.

Another success factor is continuous
evaluation since there is a potential that
marketing strategy implementation may
not be effective despite Al integration
(Stone et al, 2020). Hence, with a system of
continuous evaluation, issues can be
spotted and addressed in good time
towards exploring feasible options for
resolution (Shaik, 2023).

A third factor observed from existing
research is the need for staff to have the
capacity to effectively integrate and manage
Al in their marketing process. The staff need
to be able to ensure that the marketing
strategy implementation objectives are
clearly defined towards ensuring the
appropriate deployment of the solution

(Bruyn et al, 2020). Similarly, it was
contended by Liu and Chen (2021) that the
marketing team need to be in a structured
and realistic learning environment to be
able to manage the Al solution effectively.

The need for effective data protection and
ethical compliance cannot also be
overemphasized when exploring ways of
optimizing the way Al impacts the
implementation of marketing strategy
(Vlacic, 2021). It was confirmed that Al
requires access to confidential information
about customers, partners, suppliers, and
other details which may result in
reputational damage when that information
gets out to the public domain.

Lastly, the need for continuous
development of Al solutions was found to be
a critical success factor for the effective
implementation of marketing strategy.
Davenport et al (2020) assert that
implementation issues may arise where
existing Al solutions do not fit with the
context, hence the need to constantly
improve the system (working with
collaborators or partners) to ensure
appropriate alignment which is
fundamental to achieving the desired
results.

Discussion

The findings of this research have been
crucial in understanding how Al affected the
implementation of marketing strategies
among organizations. The effect was
observed in terms of the help provided by Al
in analyzing different scenarios, leading to
better implementation strategies (Stone et
al, 2020). This has also improved the
accuracy of predictions, a crucial factor in
successful implementation while tackling
intricate implementation hurdles, leading to
smoother execution (Bruyn et al, 2020;
Davenport et al, 2020), also affected the
optimization process wherein the research
suggests that Al optimizes the marketing
strategy implementation process itself (Liu
and Chen, 2021; Shaik, 2023; Verma et al,,
2021). These findings and evidence from
the literature suggest that Al plays a
significant role in enhancing marketing
strategy implementation. While it was
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established that Al has affected marketing
strategy implementation in terms of
scenario analysis, prediction, addressing
complex implementation challenges, and
improving customer referral and brand
association (Stone et al,, 2020; Bruyn et al,,
2020; Davenport et al, 2020; Darlington,
2023), it could be deduced from general
literature that AI makes positive
contribution in transforming the marketing
approach, achieving efficiency, and
delivering superior experiences and
outcomes (Marinchak et al, 2018;
Chintalapati and Pandey, 2022).

Concerning research question two, some
critical success factors were observed,
including the discovery that internal and
external stakeholder buy-in are crucial for
successful Al implementation while
continuous evaluation was linked to
effective implementation (Shaw et al, 2019;
Stone et al, 2020; Shaik, 2023). It was also
discovered that staff requires
contemporary skills and knowledge to
manage Al effectively in marketing
processes (Bruyn et al, 2020; Liu and Chen,
2021). Other results point to the need for
continuous  improvement and data
protection as fundamental to achieving
effective outcomes. Some of the results,
especially the need for continuous
evaluation and improvement of a solution
for effective marketing strategy
implementation, converged with the
position of previous literature. For instance,
while some scholars argue that Al plays a
critical role in addressing strategic
organizational objectives, such studies
implicitly highlight the need for continuous
improvement (Singh et al., 2023; Gonzales,
2023). As a point of departure, while this
research focused on identifying critical
success factors for improving the effect of Al
on marketing strategy implementation,
most literature tends to focus on providing
a broader overview of Al's impact on
marketing strategies. Hence, most studies
were not bothered about how critical
success factors such as stakeholder support,
continuous evaluation, staff capacity, data
protection, and ethical compliance could
determine marketing outcomes (Shaw et al.,
2019; Shaik, 2023; Vlacic, 2021), but were
rather concerned with discussing the role of

Al in addressing major marketing questions,
transforming marketing outcomes, and
achieving strategic organizational
objectives (Nandan and Nath, 2020; Shih-
Yu, 2019).

Notwithstanding the findings about
research questions one and two above, it is
clear it has been established by this study
that Al significantly improves marketing
strategy implementation by affecting core
areas of implementation such as analyzing
different scenarios, predicting outcomes
more accurately, and even streamlining the
implementation process. To achieve
optimal outcomes from this process, it was
discovered as part of the critical success
factors that an organization needs to focus
on ensuring constant stakeholder support,
continuous evaluation, and proper data
protection among others. It is on this
premise that the key conclusion of the
research is advanced in the next section.

Conclusion

This study investigated the impact of
artificial intelligence (AI) on implementing
marketing strategies and the analysis
revealed that Al positively affected the
implementation process of marketing
strategy. This is achieved through its
effectiveness in considering various
scenarios (scenario analysis), making more
accurate predictions, and overcoming
complex implementation challenges. This
was corroborated by research such as Stone
etal. (2020) validation of Al's critical role in
optimizing the marketing strategy
implementation process. Furthermore, it
aligns with  existing literature in
demonstrating the positive contributions of
Al to transforming marketing approaches,
achieving efficiency gains, and delivering
superior results (Marinchak et al, 2018;
Chintalapati & Pandey, 2022), leading to
increased customer referrals and stronger
brand  associations @ among  others
(Darlington, 2023).

The research also identified critical success
factors for successful Al implementation,
including the need for stakeholder buy-in,
continuous evaluation, staff capacity in Al
utilization, continuous improvement of the
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Al solution, ethical compliance, and data
protection. In alignment with these, Shaw et
al. (2019) emphasized the importance of
similar factors for effective Al integration
into marketing processes. Aside from this,
most of the literature tends to have focused
on a more comprehensive view of the role of
Al in transforming marketing outcomes and
achieving strategic objectives (Nandan &
Nath, 2020; Shih-Yu, 2019). However, this
study and existing literature converge on
the critical importance of continuous
improvement and evaluation to optimize
the contribution of Al to marketing strategy
implementation.

Managerial Implication

The findings of the research result in some
fundamental managerial implications for
organizations seeking to leverage artificial
intelligence (Al) effectively in their
marketing strategy implementation. First,
the findings strongly suggest that Al
significantly improves the analysis of
various scenarios, leading to more informed
decision-making processes. This suggests
the need for managers to explore further
investment in Al tools and platforms that
enable scenario analysis capabilities to
optimize their marketing strategies.
Similarly, the findings confirmed that
organizations must invest in developing the
skills and knowledge of their staff to
effectively utilize Al in marketing processes.
This could be achieved through structured
training programs and workshops to upskill
their marketing teams in Al technologies
and methodologies. Also important is the
need for organizations to establish
mechanisms for ongoing evaluation of Al
solutions to identify areas for improvement
and optimization. This is justified on the
premise that continuous evaluation and
improvement are identified as critical
success factors for  effective Al
implementation in marketing strategies.
The findings further stress the need for
organizations to engage internal and
external stakeholders to garner support for
Al initiatives and ensure compliance with
data protection regulations. This should
also function within a framework where a
robust data protection measure is
implemented to safeguard sensitive

information and maintain trust with
customers and partners
Limitations

This research is limited in terms of the
dependence on secondary data while
ignoring options such as surveys or
interviews which may have resulted in in-
depth insight into the subject. Also, the
research focused primarily on literature
published between 2015 and 2024,
resulting in the exclusion of studies
conducted on the subject before the period.
Similarly, the selected studies were not
focused on any specific industry, region or
country, thereby making it difficult to
generalize the results. The use of the CASP
appraisal framework may have enhanced
the quality of the findings, but inherent
methodological issues of the selected
papers limited the findings. On account of
these, future research needs to explore a
primary research approach suitable for
addressing the research question from a
contemporary perspective.
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