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Abstract

Objective: In today's rapidly evolving business environment, advanced
technologies, particularly Artificial Intelligence (Al), are transforming
marketing processes into a critical focus for organizations. This study aims
to investigate the role and effects of Al in enhancing the efficiency and
accuracy of marketing processes. It seeks to identify the advantages and
challenges associated with the application of Al in marketing, providing
practical recommendations for business managers and policymakers.
Additionally, the study explores the extent to which Al impacts cost
reduction, customer experience improvement, and the competitive
advantage of firms.

Methodology: This research is applied in purpose and employs a mixed-
methods approach (qualitative and quantitative). In the qualitative phase,
data were collected through semi-structured interviews with 13 experts in
marketing and AL Thematic analysis was employed, resulting in the
identification of 9 main themes and 57 sub-themes. In the quantitative
phase, the Analytical Hierarchy Process (AHP) was used to prioritize the
main themes. Quantitative data were gathered through pairwise
comparison questionnaires completed by 8 experts in marketing and IT.
The consistency ratio of the data was calculated to ensure analytical
accuracy. The integration of qualitative and quantitative methods provided
a comprehensive understanding of Al's effects on marketing.

Findings: The results revealed that Al significantly impacts the
optimization of marketing processes. The key identified effects include
reducing operational and advertising costs, minimizing human error,
improving decision-making accuracy, accelerating marketing operations,
and enhancing customer experience. Among these, reducing human error
was ranked as the most critical impact, while improving resource
management was deemed the least significant. The findings also
highlighted that Al can make marketing processes more targeted and
personalize customer interactions, although careful management is
required to prevent issues such as privacy violations. Furthermore, the
research showed that Al can enhance firms' competitive capabilities,
particularly in target markets, provided that marketing strategies are
tailored to local cultures and needs.

Conclusion: Al provides businesses with tools such as predictive
analytics, machine learning, and process automation to make their
marketing processes more targeted and efficient. The study's findings
emphasize that reducing human error and improving decision-making
accuracy are among the most significant effects of Al in marketing
optimization. Al also enables cost reduction and enhances customer
experience through personalized interactions. However, successful
adoption of Al requires well-designed strategies, employee training, and
adherence to customer privacy guidelines. Additionally, to succeed in
target markets, Al-driven marketing strategies must be aligned with
cultural differences and local needs. This study underscores the importance
of leveraging Al intelligently to enhance competitiveness and improve
customer satisfaction.

Keywords: Artificial Intelligence, Effects of Artificial Intelligence, Smart
Marketing, Marketing Processe
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