
Advances in Consumer Research 

ISSN (Print): 0098-9258 

ISSN(Online): 3079-1766 

 

  

Page. 867 

Vol. 2, Issue 2 (2025)                        https://acr-journal.com/ 
 

 

Advances in Consumer Research| Year: 2025 | Volume: 2 | Issue: 2 

 

 

Artificial Intelligence in Marketing Management: Personalization and Consumer Insights 

 

Adv.Dr.Kajal Chheda1, Dr. Anand Ashok Kopare2, Dr. Komal Bodhwani3, Ms. Gitika Bodhwani4, Dr. 

Janhavi Rao5, Prof Dr Ajim Shaikh6 

1Associate Professor, Marketing, Atlas Skilltech University, Mumbai, Maharashtra  

Email ID: profkdc@gmail.com  
2Associate Professor, Marketing, Atlas Skilltech University, Mumbai, Maharashtra  

Email ID: anandkopare28@gmail.com  
3Assistant Professor, BFM, HSNC UNIVERSITY, MUMBAI, MAHARASHTRA.  

Email ID: komal.bodhwani@gmail.com  
4Assistant Professor, BBI, SHM DEGREE COLLEGE, UNIVERSITY OF MUMBAI, MUMBAI, MAHARASHTRA. 

Email ID: gitika.bodhwani@gmail.com  
5Assistant Professor, Commerce, University of Mumbai, Mumbai, Maharashtra 

Email ID: rao.janhavi@gmail.com  
6Professor, Yashwantrao Mohite Institute of Management, Bharati Vidyapeeth (Deemed to be University) Pune Maharashtra  

Email ID: ajim.shaikh@bharatividyapeeth.edu  

 

Cite this paper as: Adv.Dr.Kajal Chheda, Dr. Anand Ashok Kopare, Dr. Komal Bodhwani, Ms. Gitika Bodhwani, Dr. 

Janhavi Rao, Prof Dr Ajim Shaikh, (2025) Artificial Intelligence in Marketing Management: Personalization and Consumer 

Insights. Advances in Consumer Research, 2 (2), 867-872. 

 

KEYWORDS 

Artificial 

Intelligence (AI), 

Personalization, 

Machine learning, 

data analytics, 

Natural language 

processing (NLP) 

ABSTRACT 

The use of artificial intelligence (AI) is making things more personalized for people. Data helps 

companies learn more about their clients and decide what to do. It's getting too hard to handle all 

the customer information we have. Brands can learn what their customers like and don't like, 

guess how they'll act, and improve their experiences with AI-based tools. This talk will look at 

how AI can be used in marketing to make things stand out and learn more about people. To make 

sure that every customer gets a unique marketing plan, people can use AI, data analytics, machine 

learning, and natural language processing (NLP). It's not always clear how open computers 

should be, what is right, or how to use AI in marketing. In the last part of the paper, the writers 

talk about the future of AI in marketing and how it might change the way companies talk to their 

clients. 

 

 

1. INTRODUCTION 

A lot of things have changed because of artificial intelligence (AI), and marketing is one of them (Stone et al., 2020). Since 

digital contacts have grown so much and big files are easy to get to, AI has become an important tool for businesses that 

want to stay ahead of the competition. The most important thing in marketing today is being able to connect with and 

understand people on a personal level. Personalizing marketing materials, product ideas, and contacts with customers based 

on their likes can help businesses give them more useful and interesting experiences. AI makes this possible. Marketers can 

guess what customers will want well with AI's help because it gives them information about those customers. 

  

https://acr-journal.com/
mailto:profkdc@gmail.com
mailto:anandkopare28@gmail.com
mailto:komal.bodhwani@gmail.com
mailto:gitika.bodhwani@gmail.com
mailto:rao.janhavi@gmail.com
mailto:ajim.shaikh@bharatividyapeeth.edu


Adv.Dr.Kajal Chheda, Dr. Anand Ashok Kopare, Dr. Komal Bodhwani, Ms. 

Gitika Bodhwani, Dr. Janhavi Rao, Prof Dr Ajim Shaikh 
 

Page. 868 

Advances in Consumer Research| Year: 2025 | Volume: 2 | Issue: 2 

 

 

Figure 1: AI in marketing 

(Adapted from Haleem et al., 2022) 

AI in marketing management in imperative, focusing on how it helps with personalization and gives details about customers. 

It goes over some of the most important AI technologies, such as data analytics, machine learning (ML), and natural language 

processing (NLP). It also talks about how these technologies can be used in marketing. What it also does is talk about the 

moral and technical issues that come up when AI is used in marketing, like data protection, fake bias, and openness. 

2. AI-DRIVEN PERSONALIZATION IN MARKETING 

2.1 Overview of Personalization 

According to Behera et al., (2020), personalization means making marketing messages, products, or services more useful to 

each customer by looking at what they do, what they like, and other general information about them. Using a lot of personal 

information to divide people into groups was how marketing worked in the past. However, AI has made a more detailed way 

possible, which lets marketers vary how they talk to each person. Personalization driven by AI uses data from many sources, 

like watching history, social media contacts, buying habits, and geolocation data, to make marketing strategies that change 

based on the person. 

2.2 Role of Machine Learning in Personalization 

Marketing customization requires machine learning, an AI. Machine learning algorithms can detect patterns in vast data sets 

and predict based on past. Marketing customisation may benefit from machine learning: 

Content recommendation engines utilize machine learning algorithms to propose products, services, and content based on 

user preferences. Amazon and Netflix employ collaborative and content-based filtering to propose things and shows based 

on user and similar user behaviour. 

Predictive Customer Segmentation: Machine learning can group customers with similar preferences or purchase behaviours 

based on behaviour. Marketers may target certain groups with specialized messaging and products via segmentation. 

Dynamic Pricing Models: Machine learning models allow firms to use dynamic pricing methods that modify prices in real 

time based on demand, competition, and consumer behaviour (Nunan and Di Domenico, 2022). Machine learning algorithms 

adjust prices to maximize revenue by studying past pricing data and user reactions. 

2.3 Natural Language Processing for Personalized Communication 

NLP lets machines comprehend, interpret, and produce human language. NLP improves customization in marketing by 

enabling more natural and engaging brand-consumer communication. Key marketing NLP applications: 

Chatbots and Virtual Assistants: AI-powered chatbots and virtual assistants employ NLP to speak like humans. These 

chatbots answer questions, make recommendations, and resolve issues in real-time for personalized customer care. Sephora's 

virtual assistant uses NLP to propose products and beauty products based on consumer interests (Dang, 2022). 
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Sentiment Analysis: NLP can assess product or brand sentiment by analysing consumer comments, reviews, and social 

media posts. Sentiment research helps marketers analyse customer brand sentiment and alter marketing strategy. 

Personalized Email Campaigns: NLP technologies may evaluate consumer data to develop email subject lines and 

messaging that match recipient preferences and habits (Gaynullina, 2024). 

2.4 Personalization Algorithms and Techniques 

Several machine learning algorithms and methodologies promote marketing personalization: 

Collaborative Filtering: This method recommends based on comparable user behaviour. It assumes people who have 

engaged with comparable things will have similar preferences in the future. 

Content-Based Filtering: This method analyses product descriptions, genres, and features to a user's profile to produce 

suggestions (Javed et al., 2021). 

Deep Learning Models: Deep learning techniques, especially neural networks, model complicated data relationships and 

provide highly tailored suggestions. These models excel at managing unstructured data like photos, videos, and text. 

Reinforcement Learning: Feedback on actions helps systems learn optimal tactics. Reinforcement learning adapts marketing 

strategies to consumer interactions and preferences. 

3. AI-ENABLED CONSUMER INSIGHTS 

3.1 Data-Driven Insights 

With AI-powered analytics, marketers can use big files to find useful information about their customers. Businesses can 

make better choices, improve customer interaction, and make marketing strategies work well when they can handle and 

examine big data (Mariani and Wamba, 2020). AI systems look at information from many places, like social media, financial 

data, web analytics, as well as CRM systems, to get a comprehensive sense of how people act. 

 

Figure 2: Consumers and AI for business marketing 

(Adapted from Kumar, 2023) 

3.2 Predictive Analytics for Consumer Behaviour 

As it looks at events from the past, it tries to guess what will happen next. Brands can guess what their customers will do and 

need with AI-based prediction analytics.  

AI models use a person's search terms, browser habits, and past sales to guess if they are likely to buy something. AI can tell 
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which people are likely to leave by watching how they act and talk to each other. If a business wants to keep these customers, 

they can offer focused deals or send them personalized texts like this. Yılmaz Benk et al., (2022) says that AI tools can figure 

out how much a customer is worth by looking at what they've bought in the past, how busy they are, and their personal 

details. They can focus on the most important people and get more out of their time and money now that they know this 

3.3 Market Segmentation and Consumer Profiling 

AI looks at customer data to find likes, habits, and traits that are similar among groups of customers. This helps marketers 

split markets into groups. AI can look at a lot of data to make very detailed descriptions of clients, which is not possible with 

demographic-based classification. According to Babatunde et al., (2024), AI systems can split customers into groups based 

on how often they buy, what goods they like, and how they interact with the system. This segmentation helps marketers send 

messages that are fresh and useful. AI can divide customers into groups based on their beliefs, hobbies, and way of life. If 

brands know what drives customers, they can make more interesting marketing campaigns. 

3.4 Sentiment Analysis for Brand Perception 

The text from customer reviews, social media tweets, and feedback forms is used by NLP mood analysis. They can tell 

whether the texts are good, negative, or neutral, which shows how people feel about a brand or product. Marketers can see 

how people feel about a brand by reading real-time customer reviews and social media talks (Rust et al., 2021). Companies 

can quickly see problems as well as bad trends and act on them because of this. By reading what buyers say about a product 

or service, powered by AI sentiment analysis may help companies figure off how to improve them better. 

4. ETHICAL AND TECHNICAL CHALLENGES IN AI-DRIVEN MARKETING 

4.1 Data Privacy and Security 

AI marketing relies on consumer data collection and analysis. The increased usage of personal data raises safety and privacy 

concerns. People are more conscious of how their personal data is used, and regulations like the GDPR make it difficult to 

gather and use data without following tight restrictions. 

Regulation compliance: Marketers must get users' consent before collecting data to comply with data privacy rules. AI 

systems must manage data properly and protect user data (Ellahham et al., 2020). 

Customer data can be anonymized before being utilized in AI models to address privacy concerns. This keeps private data 

safe while letting marketers utilize it for insights. 

4.2 Algorithmic Bias and Fairness 

Machine learning models are only as good as their training data. If training data is biased, the AI system may incorporate it 

in its predictions and suggestions. Marketing may be unfair or prejudiced if some groups are excluded from targeted efforts. 

Bias Mitigation: AI models must be trained on several datasets that represent the target population to reduce bias (Ferrara, 

2023). Regular AI model tests can find and rectify system biases. 

Transparency and Explainability: Marketers must explain how AI systems make judgments. Giving clients explanations 

for AI decisions may develop confidence and ensure ethical AI use. 

4.3 Over-Reliance on AI 

AI offers many benefits for marketing; however AI systems may be overused. Marketers must blend technology and human 

judgment to ensure brand values and consumer requirements are met. 

AI systems should assist humans in decision-making, not replace them. AI-driven marketing techniques must be monitored 

by humans to ensure they meet corporate and moral standards. 

5. MACHINE LEARNING FOR PERSONALIZATION 

Personalization with Machine Learning 

Customization in marketing is based on AI and is powered by machine learning models such as Collaborative Filtering and 

Content-Based Filtering.  

Collaborative filtering is one of the most popular ways for AI-powered suggestion systems to work.  

𝑟𝑢𝑖̂ = 𝑝𝑢
𝑇𝑞𝑖  

To reduce the mistake in forecast as much as possible, the optimization function is: 

min ∑ (𝑟𝑢𝑖 − 𝑝𝑢
𝑇𝑞𝑖)

2 + 𝜆(‖𝑝𝑢‖2 + ‖𝑞𝑖‖
2)

(𝑢,𝑖)∈𝑅

 

In Collaborative Filtering, matrix factorization suggests what users will want and uses latent traits to suggest goods. Content-
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Based Filtering uses cosine similarity to match people and things based on their characteristics and make personalized 

choices.  

𝑆𝑖𝑚𝑖𝑙𝑎𝑟𝑖𝑡𝑦 (𝑢, 𝑖) =
𝑥𝑢. 𝑥𝑖

‖𝑥𝑢‖‖𝑥𝑖‖
 

These techniques are used by Netflix and Amazon to make user experiences more unique and make people happier (Mejtoft 

et al., 2020). Personalization increases user involvement and conversion rates by making suggestions that are more relevant 

to them. 

Predictive Consumer Insights Analytics 

AI algorithms predict purchase intent and churn, revealing customer information. Logistic Regression, which predicts 

customer behaviour using demographics and history, is popular.  

Logistic functions model user purchase probability: 

𝑃(𝑦 = 1|𝑥) =
1

1 + 𝑒−(𝑤𝑇𝑥+𝑏)
 

Weighting data and optimizing through log loss are two ways that AI helps businesses find trends in how customers act. 

The log loss function is what the loss function for logistic regression (or cross-entropy loss): 

𝐿(𝑤, 𝑏) = −
1

𝑁 
∑[𝑦𝑖𝑙𝑜𝑔(𝑃(𝑦 = 1|𝑥𝑖)) + (1 − 𝑦𝑖)log (1 − 𝑃(𝑦 = 1|𝑥𝑖))]

𝑁

𝑖=1

 

This helps advertisers tailor campaigns and target segments, increasing ROI. Predictive analytics help marketers create 

customer-focused marketing strategies that boost conversion rates and loyalty. 

Cluster-based market segmentation 

AI-driven segmentation lets marketers cluster clients by behaviour or demographics. Popular market segmentation approach 

K-Means Clustering minimizes distances between consumers and cluster centroids to group them (Kumar, 2023).  

min ∑ ∑‖𝑥𝑖 − 𝜇𝑘‖2

𝐾

𝑘=1

𝑁

𝑖=1
 

This approach helps marketer’s segment customers and establish customized marketing tactics. AI-based segmentation lets 

firms distribute targeted offers and messages. Companies may improve marketing and campaign performance by knowing 

client diversity. 

Dynamic Pricing AI 

Market demand and user behaviour drive real-time dynamic pricing using AI. Pricing techniques are often optimized using 

Reinforcement Learning (RL). An agent (price model) learns from market conditions to maximize cumulative income using 

RL.  

max 𝙴 [∑ 𝑟𝑡

𝑇

𝑡=0

] 

Companies may increase profits by setting prices that match demand fluctuations using algorithms like Q-Learning. Airlines 

and ride-sharing businesses employ dynamic pricing to stay competitive and maximize revenue and market share. 

6. FUTURE DIRECTIONS OF AI IN MARKETING 

As AI technology keeps getting better, it will play a more complex part in marketing. Some possible events that could happen 

in the future are: 

Advanced Personalization: AI systems will get even better at tailoring marketing material to each person in real time, taking 

into account their current situation and tastes (Lee, 2021). 

Emotion AI: Because it looks at body language, facial expressions, and voice tones, emotion AI will let marketers change 

the way they talk to and connect with customers based on how they are feeling. 

AI-Generated Content: AI tools like GPT models will get better at making targeted marketing content like product details, 

email campaigns, and social media posts. 

Ethical AI Frameworks: As worries about data privacy and algorithmic bias grow, it will be important to create ethical AI 

frameworks to make sure that AI is used responsibly in marketing. 
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7. CONCLUSION 

AI gives marketing managers unmatched customer data and customization power. ML, NLP, and data analytics can help 

businesses get customers more involved and make things more unique for them. Concerns have been raised about data 

security, manufactured bias, and morals when AI is used in marketing. As AI gets better, marketers will have to work hard 

to solve these issues and find new ways to get customers more involved, which will help their businesses do better. There is 

a lot that AI could do to change marketing, but companies need to figure out how to combine technology with ethics, honesty, 

and human control. In a safe way, AI can help businesses connect with people in a way that they can trust. 
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