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Abstract 

Artificial intelligence (AI) tools greatly impact almost every sphere of human life. 

This paper attempts to investigate the role of AI in personalized marketing. AI altogether 

changes the perspective in which companies interact with their consumers. AI enables 

businesses to acquire profound insights into individual preferences, behaviors, and 

purchase history by facilitating the accumulation and analysis of vast consumer data. 

Organizations can enhance user experiences, improve conversion rates, and promote 

customer engagement by implementing hyper-personalization strategies that leverage 

machine learning algorithms. Furthermore, AI enables marketers to automate 

processes such as targeted advertising, brand promotion, content recommendations, 

and real-time decision-making, thereby optimizing the customer journey across multiple 

channels and streamlining marketing efforts. Nevertheless, the introduction of AI into 

marketing also raises significant concerns about data privacy and the potential for 

over-reliance on automated systems, requiring a balanced approach that balances 

human interaction with technology. To effectively implement AI-driven personalized 

marketing, it is essential to prioritize ethical considerations and user trust while 
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embracing technological advancements as the digital marketing landscape continues to 

evolve. No doubt, AI is revolutionizing marketing personalization across the world. 

Keywords: AI Personalization, Consumer Engagement, Marketing Strategy, Data 

Privacy, Machine learning algorithm, Brand promotion. 

Cite this Article: Pratik Shukla, Pramod Goyal. (2025). The Role of Artificial 

Intelligence (AI) in Personalized Marketing- An Analytical View. International Journal 

of Management (IJM), 16(4), 7-20. DOI: https://doi.org/10.34218/IJM_16_04_002 

 

Introduction 

Artificial intelligence (AI) plays a key role in personalized marketing by helping 

businesses understand customer behavior and deliver tailored experiences. A personalized 

marketing is a strategy that customizes messages and offerings to individual customers based 

on their likings and needs. In today’s digital landscape, where customers are bombarded with 

an enormous amount of content and advertisements, personalization has become crucial for 

businesses seeking to stand out and build strong customer relationships (Abildtrup, 2024). 

Artificial Intelligence (AI) plays a transformative role in this space by enabling brands to deliver 

highly relevant, personalized experiences at scale. 

AI-powered technologies, such as machine learning, data analytics, big data, and natural 

language processing, allow marketers to analyze vast amounts of customer data and gain deeper 

insights into consumer behavior. These insights help in segmenting audiences more effectively 

and predicting future preferences or purchasing behaviors. As a result, AI helps businesses 

make smarter decisions, optimize their marketing strategies, and provide personalized 

recommendations, offers, and content to users.  
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From customized emails and interactive website content to targeted ads and product and 

services suggestions, AI is revolutionizing the way brands connect with their customers. By 

automating and streamlining these processes, businesses can not only improve engagement and 

customer satisfaction, and retention but also drive higher conversion rates and return on 

investment (ROI). In this context, AI's ability to learn from past interactions, adapt to new data, 

and optimize marketing efforts in real time makes it a critical tool for modern marketers looking 

to create highly personalized and impactful customer journeys. 

 

 

Source: Linkedin 
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However, traditional methods of personalization often rely on basic segmentation and 

data analysis, limiting their effectiveness (Abrahams et al., 2023). This paper delves into the 

significant role of AI in marketing personalization. It explores how it resonates with customer 

needs which is the essence of any marketing activity (Adaga et al., 2024). 

 

Review Of Litrature 

Artificial intelligence (AI) plays a pivotal role in personalized marketing strategies by 

enabling brands to tailor their offerings based on consumer data, enhancing engagement and 

loyalty. AI facilitates behavioral and psychographic personalization, significantly impacting 

consumer attitudes and engagement intentions in social network advertising (Zhang et al., 

2024). Moreover, AI-driven personalization enhances the customer journey through 

personalized profiling and nudges, addressing dilemmas at various stages of interaction (Gao 

& Liu, 2023). However, the implementation of AI in marketing raises ethical concerns, 

including privacy risks and algorithmic bias, necessitating a balance between personalization 

benefits and ethical considerations (Anonymous, 2024) Additionally, AI marketing strategies 

are linked to improved firm performance, driven by marketing capabilities and customer value 

co-creation (Wu & Monfort, 2023) Thus, while AI enriches personalized marketing, it also 

demands careful management of ethical implications and strategic execution. 

AI-driven personalization utilizes data collection and analysis, predictive analytics, and 

machine learning algorithms to segment customers and deliver targeted marketing messages, 

thereby improving engagement and retention rates (Balcıoğlu, 2024) (Nnenna Ijeoma Okeke 

et al., 2024) . For instance, AI can analyse customer behaviors and preferences to generate 

personalized recommendations and dynamic pricing strategies, significantly enhancing 

consumer satisfaction in mobile commerce (Behare et al., 2024). Additionally, AI tools such 

as natural language processing and chatbots facilitate improved communication and customer 

support, fostering stronger emotional connections with brands (Wilson et al., 2024). However, 

the integration of AI in marketing also raises challenges, including data privacy concerns and 

the need for ethical considerations in its application (Binlibdah, 2024). Overall, AI's ability to 

create customized experiences positions it as a transformative force in modern marketing 

strategies. 

AI technologies have been shown to positively impact user engagement and conversion 

rates. This is particularly evident in online shopping, where AI can lead to a satisfying user 

experience and increase repurchase intentions(Bag et al., 2022) There are some marketing 

activities were AI plays important role for the market and marketing strategies such as 
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personalized recommendations. AI-driven recommender engines are crucial for delivering 

personalized marketing information. These engines use strategies like up-selling and cross-

selling to recommend relevant items, thereby increasing cart value and customer engagement. 

This approach has been tested in a healthcare retailer, resulting in significant growth in revenue 

and order value (Behera et al., 2020). Customer Journey Management in B2B Market settings, 

AI helps manage the customer journey by providing a framework for understanding and 

leveraging AI solutions. This involves using AI to streamline organizational activities and 

improve customer interactions, ultimately enhancing the customer journey (Khvatova et al., 

2024) For Sales Forecasting AI, particularly through neural networks, is used for accurate sales 

forecasting. By analyzing customer feedback, AI can predict future sales volumes, helping 

marketers identify potential customers and tailor their strategies accordingly (Biswas et al., 

2023). For Data-Driven Marketing Strategies AI enables marketers to gather and analyze 

customer data, including behaviors, choices, and emotions, to create more effective marketing 

strategies. This data-driven approach allows for the development of marketing architectures 

that consider customer attitudes and preferences, unlocking significant benefits for 

companies.(Ullal et al., 2021) 

A strategic framework for artificial intelligence (AI) in marketing encompasses multiple 

dimensions, integrating various AI capabilities to enhance marketing effectiveness. Huang and 

Rust propose a three-stage framework that categorizes AI into mechanical, thinking, and feeling 

types, facilitating tasks from data collection to customer engagement (Huang & Rust, 2021). 

Complementing this  emphasize a four-pillar approach focusing on data processing, customer 

insights, personalized strategies, and performance improvement, highlighting the importance 

of organizational readiness and resource allocation for successful AI integration (Jalaja et al., 

2024). Neves et al. further illustrate how AI can enhance agile marketing by promoting 

flexibility and rapid adaptation to market changes. (Neves et al., 2024) Additionally, The 

Holistic AI-Enhanced Marketing Framework Theory advocates for ethical considerations and 

human creativity in AI applications, ensuring user trust and engagement (Rachid 2024) Lastly, 

Anjorin et al. stress the necessity of aligning AI initiatives with business objectives to drive 

sustainable growth and innovation (Kikelomo Fadilat Anjorin et al., 2024). Together, these 

frameworks provide a comprehensive roadmap for leveraging AI in marketing. 

AI significantly enhances personalized marketing by improving customer engagement, 

providing tailored recommendations, managing customer journeys, and enabling precise sales 

forecasting. These capabilities allow businesses to better understand and meet customer needs, 

leading to increased sales and customer satisfaction. 
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Objectives of the Study 

The digital marketing arena is crowded with common messages competing for 

consumer attention. attention (Sadok and Assadi, 2024). This article explores the transformative 

capabilities of  Artificial Intelligence (AI) in tailored marketing. Here the goal is to investigate 

how AI can transform marketing approaches by customizing messages and content for each 

customer's requirements and choices.  The main aim of this paper is to explore the impact of AI 

on individualized marketing and its effect on consumer involvement. 

 

Research Methodology 

The present research employed an extensive literature review. It studies the role of AI 

in personalized marketing through success stories of companies employing AI in their 

marketing program and how they can harness the power of AI to satisfy and retain their 

customer through robust engagement with their offerings. 

 

Case Study of Food Delivery Company 

In the ever-competitive world of food delivery services.  Tiagato stands out as a leader 

in subscriber retention and engagement. A key factor behind this success is its masterful use of 

Artificial Intelligence (AI) to deliver personalized recommendations to each user.  

Tiagato , one of the leading online food delivery platforms, has effectively leveraged 

artificial intelligence (AI) to create personalized marketing experiences for its customers. By 

utilizing AI, Tiagato has been able to enhance user engagement, optimize customer acquisition 

and retention, and boost overall customer satisfaction. This case study explores how Tiagato 

uses AI for personalized marketing and the impact it has had on its business. 

1. Personalized Recommendations: 

Tiagato employs AI to provide tailored restaurant and food suggestions based on user 

behaviour, tastes, location, and previous orders. Machine learning algorithms examine the 

customer’s past interactions with the platform—like the types of meals or particular eateries 

they favour—and propose suitable choices. Sure! Please provide the text you'd like me to 

paraphrase, and I'll be happy to help.  

Previous Orders: When a user regularly chooses vegetarian meals or has particular 

dietary requirements, the platform will recommend similar dishes, new vegetarian eateries, or 

options that align with their dietary restrictions.  



The Role of Artificial Intelligence (AI) in Personalized Marketing- An Analytical View 

https://iaeme.com/Home/journal/IJM 13 editor@iaeme.com 

Location-Driven Recommendations: Tiagato ’s AI algorithms take into account the 

user’s location and suggest nearby dining establishments, simplifying the process for users to 

discover convenient and pertinent choices.  

This tailored recommendation system has greatly enhanced user satisfaction by 

minimizing decision fatigue and boosting the likelihood of users swiftly discovering something 

they enjoy.  

2. Dynamic Pricing and Offers: 

Tiagato  also utilizes AI to generate tailored offers and discounts for its users. Machine 

learning models examine customer data to uncover buying habits and preferences, enabling 

Tiagato  to provide timely offers that are likely to result in conversions. Sure! Please provide 

the text you'd like me to paraphrase.  

Adaptive Discounts: Taking into account factors like the time of day, ordering 

frequency, and spending patterns, Tiagato can provide tailored discount codes or promotions to 

individual users. For instance, a customer who often places orders for late-night food could get 

a unique discount on their next late-night order.  

Offers Based on Loyalty: Tiagato employs AI to recognize devoted customers and 

provide them with rewards or special offers. If a customer has been consistently ordering from 

a particular restaurant or food type, they may get exclusive offers, enhancing feelings of 

appreciation and loyalty.  

These AI-powered deals enhance customer appreciation and boost the chances of repeat 

purchases.  

3. Chatbots and Conversational Marketing: 

Tiagato has incorporated AI-driven chatbots to manage customer inquiries and deliver 

tailored suggestions through dialogue. Via Tiagato ’s chatbot, users have the ability to:  

Request Suggestions: Through interaction with the chatbot, users can obtain tailored 

food and restaurant recommendations that align with their tastes, types of cuisine, or dietary 

needs.  

Order Support: AI chatbots aid in placing orders, tracking them, and resolving any 

problems users encounter throughout the ordering process, ensuring a smooth experience. This 

improves customer interaction by providing immediate, customized responses.  

Employing AI chatbots allows Tiagato  to deliver a round-the-clock personalized 

experience that seems human-like, thereby enhancing overall customer engagement.  
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4. Behavioural and Sentiment Analysis: 

Tiagato  employs AI to monitor customer sentiment and examine their actions 

throughout the platform. Utilizing natural language processing (NLP) and sentiment analysis, 

Tiagato  can comprehend customer feedback and pinpoint possible problems or opportunities 

for enhancement. Sure! Please provide the text you'd like me to paraphrase.  

Reviews and Feedback: Tiagato ’s AI systems examine customer reviews to detect 

prevalent sentiments or trends in feedback. If customers show discontent with a particular 

restaurant or menu option, Tiagato can intervene to resolve these problems or provide 

compensatory measures to the impacted customers.  

Customer Preferences: AI can monitor preferences such as food ratings or user habits 

to refine the recommendations given to each person, resulting in more precise suggestions in 

the future.  

This information enables Tiagato to provide a more tailored experience and enhance its 

services using real-time customer insights.  

5. Predictive Analytics for Order Forecasting: 

AI allows Tiagato to forecast future customer actions by examining past data. By 

employing predictive analytics, the platform is capable of:  

Predict Ordering Trends: By identifying when a customer is prone to place an order 

(for instance, during lunch or dinner times), Tiagato can take the initiative to send promotions 

or notifications to stimulate ordering at the optimal moment.  

Inventory Management: Predictive analytics enables Tiagato  to assist restaurant 

partners in optimizing their inventory by anticipating demand, making sure that popular items 

are consistently accessible to customers. This degree of anticipation improves the custom 

experience for clients by guaranteeing they consistently have access to their preferred meals 

and eateries when desired.  

 

Impact of AI on Tiagato 's Marketing Strategy: 

The application of AI in personalized marketing has notably influenced Tiagato 's 

operations:  

Enhanced Customer Loyalty: Through providing highly tailored experiences, Tiagato  

has managed to establish deeper connections with users, promoting repeat purchases and 

nurturing lasting loyalty.  

Enhanced Conversion Rates: Tailored offers, discounts, and suggestions raise the 

chances that users will complete their purchases, enhancing conversion rates. 
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Enhanced Customer Contentment: Customized recommendations, flexible pricing, 

and prompt support via chatbots boost overall satisfaction, resulting in elevated ratings and an 

increase in favourable  reviews.  

Scalable Marketing: AI enables Tiagato  to tailor marketing strategies extensively. The 

same degree of personalization offered to one user can be extended to millions more, enhancing 

operational efficiency while maintaining a focus on personalization. 

 

Findings and Discussions 

Consumer Engagement with AI-Powered Personalization 

Consumer engagement has evolved significantly with the advent of AI-powered 

personalization. Traditionally, marketing strategies were based on broad demographic and 

psychographic categories. However, AI enables a much deeper, data-driven approach by 

allowing marketers to understand individual consumers at a granular level. This personalized 

approach not only captures attention but also strengthens relationships, drives loyalty, and 

enhances overall customer satisfaction and hence retention. Some of the key ways how AI 

enhances customer engagement are : 

1. Targeted and focused Content 

AI analyzes data from consumer interactions, including browsing history, previous 

purchases, and social media use, to forecast the types of content a consumer is most inclined to 

interact with. For instance, recommendation systems powered by AI on platforms such as 

Amazon or Netflix propose products or films according to past behaviors, greatly enhancing 

the likelihood of consumer engagement. By offering consumers content, products, or services 

customized to their unique interests and thereby high chance of engagement.  

2. Personalized messages  

AI allows companies to establish tailored interactions with customers through various 

channels, including emails, messages, and website pop-ups. Utilizing natural language 

processing (NLP), AI can create customized emails or notifications that greet the consumer by 

name, suggest pertinent product recommendations, or present exclusive offers. This enhances 

interactions to feel more genuine and captivating, promoting a sense of connection and 

increasing the likelihood that consumers will engage with the brand.  

3. Real-Time Interaction 

AI can evaluate data and react to customer behaviors instantly, offering prompt, tailored 

responses. For example, AI chatbots can help customers by responding to inquiries, suggesting 

items, or quickly resolving problems. The quickness and significance of these exchanges 
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enhance the user experience while also fostering trust and loyalty. Real-time customization, 

including adaptive website content or focused advertisements, guarantees that customers 

encounter what they find most engaging at the moment they are most inclined to make a 

purchase.  

4. Predictive Insights and Anticipation of Needs   

AI not only reacts to consumer behavior; it also has the ability to foresee future needs 

and preferences. Through the examination of previous purchase records, online behavior, and 

interaction trends, AI technologies can forecast which products a consumer may want to explore 

next. For instance, a clothing retailer could anticipate a customer's demand for seasonal apparel 

and provide tailored discounts or product recommendations in advance. This proactive 

involvement enhances consumer satisfaction, as customers perceive that the brand 

comprehends their needs prior to them having to request anything.  

5. Enhanced Customer Experiences Across Channels  

The capacity of AI to collect and assess data from various channels (websites, mobile 

applications, social platforms, in-store engagements) enables companies to develop consistent, 

tailored experiences across all interactions. Customers anticipate smooth interactions when 

engaging with brands on different platforms. AI allows businesses to identify customers across 

various channels and deliver personalized content and offers, enhancing the overall customer 

experience and boosting engagement.  

6. Behavioral and Sentiment Analysis  

AI-driven systems are capable of assessing consumer feelings and sentiments using 

methods such as social listening and sentiment analysis. By monitoring consumer responses to 

products, ads, or customer service experiences, brands can modify their strategies to align with 

consumer feelings or preferences. This skill in grasping consumer feelings allows brands to 

connect more personally, nurturing deeper emotional ties with their customers.  

7. Enhanced Loyalty Programs 

AI can assist companies in enhancing customer loyalty by providing tailored rewards. 

For instance, AI can monitor consumer habits to provide personalized rewards according to 

unique preferences, like giving discounts on commonly bought products or sending special 

deals on birthdays. Such a degree of customization makes customers feel appreciated and 

increases their likelihood of interacting with the brand again.  

Obstacles and Factors to Consider  

Steering through these intricacies is essential for brands to harness the advantages of 

AI-driven Personalization while cultivating trust and responsible data practices with their 



The Role of Artificial Intelligence (AI) in Personalized Marketing- An Analytical View 

https://iaeme.com/Home/journal/IJM 17 editor@iaeme.com 

clients Many AI algorithms are intricate and unclear, making it hard for consumers to 

comprehend how Their information is utilized to tailor their experiences. This absence of clarity 

may result in emotions of scepticism and deceit. It's crucial for brands to be open regarding AI's 

involvement in customization (Okorie et al., 2024).  

They ought to clarify how data is gathered and utilized, and offer methods for consumers 

to manage their information and choose to exclude themselves from custom marketing if they 

wish. AI algorithms are merely as effective as the information they are trained with. If the 

datasets employed to train AI models harbor biases, these biases may be evident in the tailored 

marketing experiences provided to consumers.  

For example, an AI model developed on biased data could suggest specific products or 

services to particular demographics more often, resulting in biased or unjust marketing practices 

(Orieno et al., 2024).  

Offer straightforward and easily accessible choices for consumers to decline 

personalized marketing or modify their privacy configurations. Consistently Review AI 

Models, Routinely evaluate AI algorithms for possible biases and implement measures to 

reduce any discovered biases in the data sets. Evidently inform consumers about how AI tailors 

their experiences and offer clarifications.  

for the reasons they encounter specific suggestions or promotional content (Osasona et 

al., 2024). Powered personalization presents significant opportunities to improve marketing 

efficiency and create stronger customer relationships (Patel, 2024).  

In the future, AI personalization will continue to evolve, and the responsibility lies with 

brands to ensure it remains a force for good, fostering trust and creating a personalized 

marketing landscape that benefits everyone involved. Incorporating additional details and 

insights, AI powered personalization, while a powerful marketing tool, presents a complex 

landscape with ethical considerations and challenges to navigate Responsible implementation 

is crucial for brands to reap the benefits of personalization while fostering trust and upholding 

responsible data practices (Reis et al., 2024). 

 

Conclusion 

AI-driven personalization elevates consumer interaction by crafting unique experiences 

that connect with consumers personally. Through predictive suggestions, customized messages, 

or instant engagements, AI empowers brands to cultivate stronger relationships, enhance 

satisfaction, and develop loyalty which results in customer retention. As AI technology 

progresses, consumer engagement will be increasingly accurate and influential, resulting in 
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improved customer experiences and heightened business success. AI-powered personalization 

strategies offer a glimpse into the future of the delivery of brands and how artificial intelligence 

can transform the way brands interact with consumers and thereby propel the growth of 

business. 
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