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ABSTRACT  
Artificial intelligence (AI) is transforming digital marketing by enabling businesses to better understand customer 

behaviour and deliver highly targeted content. Evidence from research conducted across different countries shows 
that AI tools such as chatbots, personalized recommendations, and advanced data analytics play a significant role in 

reshaping modern marketing strategies. Companies that adopt AI report improvements in customer engagement, 

operational efficiency, and sales performance. While AI is highly effective at processing large datasets and automating 
repetitive tasks, it cannot replace the human element. 

 

Challenges remain in regions with limited technological infrastructure or inadequate digital skills, although continuous 

efforts are being made to bridge these gaps. Most experts agree that AI will complement marketers rather than replace 
them. Despite its many capabilities, AI still lacks the creativity, emotional understanding, and value-based judgment 

that humans bring to marketing. Therefore, the synergy between AI and human expertise remains essential for 

meaningful, ethical, and effective digital marketing practices. 
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1.  INTRODUCTION 

The rapid advancement of technology 

continues to reshape daily life, influencing how 

businesses operate and how marketing strategies evolve. 
Today, artificial intelligence (AI) is no longer a 

buzzword it has become an integral part of how 

companies engage with customers, design campaigns, 

and make data-driven decisions. Digital marketing has 
moved far beyond traditional advertising, transitioning 

toward intelligent systems that learn from real 

consumer behaviour and adapt in real time. 
 

This study emerged from a fundamental 

question: What happens when AI becomes deeply 

embedded in digital marketing practices? Rather than 

predicting a future where machines replace humans, the 

research seeks to understand how AI and human 

creativity can complement each other. Across global 
markets, AI is being integrated into marketing through 

innovation, data analytics, personalization engines, and 

automated systems. Yet, regardless of a company’s size 
from small businesses seeking visibility to large brands 

redefining consumer engagement the human role in 

guiding, contextualizing, and giving meaning to AI-
driven tools remains essential. 

Existing literature strongly emphasizes that AI 

cannot and should not replace the human element in 

marketing. While AI excels at pattern recognition, data 
processing, and task automation, marketing 

fundamentally relies on human skills such as creativity, 

empathy, cultural awareness, and storytelling. These 
qualities allow marketers to craft messages that resonate 

deeply with diverse audiences. 

 
At the same time, the literature highlights 

persistent challenges that hinder the full realization of 

AI’s potential. These include digital-skill shortages, 

limited technological infrastructure, regulatory issues, 
and biases embedded within AI models. Unequal access 

to technology further widens the gap between regions 
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and user groups, making digital inclusion a priority for 

future development. 

Overall, scholars agree that the most successful 

outcomes in digital marketing arise not from choosing 
between humans and technology, but from integrating 

both. As AI becomes more sophisticated, it offers 

marketers powerful tools for data-driven insights and 
creative exploration as long as the human touch remains 

central. This collaboration between people and 

intelligent systems is increasingly recognized as crucial 
for keeping marketing authentic, meaningful, and 

relevant in a rapidly evolving digital landscape. 

 

2. LITERATURE REVIEW 

Recent academic studies and industry reports 

consistently show that artificial intelligence (AI) is 

becoming central to modern digital marketing. Early 
research focused on automation and data analytics, 

demonstrating how AI enables firms to process large 

volumes of information and understand customer needs 
often even before customers recognize them themselves. 

Tools such as chatbots, personalized recommendations, 

and targeted content once considered advanced 

innovations have now become standard, providing 
smoother and more relevant customer experiences. 

 

Global evidence further indicates that 
companies adopting AI observe significant 

improvements in customer engagement, marketing 

efficiency, and sales outcomes. For example, 

Efendioglu (2023) and studies in Applied Marketing 

Analytics highlight how machine learning algorithms 

are beginning to transform advertising, optimize 

content delivery, and introduce new ways of measuring 
campaign effectiveness. These developments signal a 

shift toward a more automated, insight-driven 

marketing ecosystem. 
 

However, despite rapid technological progress, 

scholars consistently emphasize that AI cannot and 

should not replace the human contribution to marketing. 
Research published across various outlets, including 

IJNRD and Illomata, converges on the view that 

authentic creativity, empathy, contextual judgment, and 
ethical decision-making remain fundamentally human 

strengths. While AI excels in pattern recognition and 

data processing, the essence of marketing continues to 
rely on inspiration, storytelling, cultural understanding, 

and emotional resonance with audiences. 

 

The literature also identifies persistent 
challenges that hinder the full adoption of AI-driven 

marketing. These include shortages in digital skills, 

gaps in technological infrastructure, regulatory 
constraints, and algorithmic biases embedded in AI 

systems. Studies by Hendrayati et al. (2024) and other 

researchers from IJERT underline that effective AI 

integration requires continuous upskilling, investment 

in local innovation, and strong governance frameworks. 

Uneven access to technology particularly in developing 

economies further limits the equitable deployment of 
AI tools, making digital inclusion a key priority. 

 

Overall, the cumulative body of research 
suggests that the most successful outcomes emerge not 

from a competition between AI systems and human 

marketers, but from a strategic integration of both. As 
AI becomes more advanced, it offers marketers richer 

data insights and enhanced creative opportunities 

provided that human expertise remains central. This 

partnership between human and artificial intelligence is 
increasingly recognized as essential for maintaining 

authenticity, relevance, and meaningful engagement in 

an evolving digital marketing landscape. 
 

3. PROBLEM STATEMENT 

Even as AI barrels into marketing at breakneck 
speed a stubborn blind spot remains: how to marry its 

hard‑wired perks automation and data crunching with 

the unmistakably human traits of creativity, empathy 

and ethical judgment. A host of firms find the spot 
hamstrung, by fragile technology foundations, a 

shortage of digital fluency and a consumer base whose 

nerves are frayed over privacy and trust. Consequently, 
marketers face a pressing need to uncover ways to treat 

AI not as a speed‑boosting tool but as a true partner that 

reinforces human‑driven, imaginative and trustworthy 

marketing approaches, across diverse regions and 
customer segments. 

 

4. RESEARCH OBJECTIVES 

RO1: To examine the extent of AI adoption in digital 

marketing practices. 

RO2: To analyze how Human–AI collaboration 
influences creativity and innovation in marketing. 

RO3: To evaluate the role of ethical AI practices 

(privacy, transparency, fairness) in shaping customer 

trust. 
RO4: To assess the impact of AI-driven personalization 

and data analytics on the effectiveness of marketing 

strategies. 
RO5: To determine how customer trust and 

technological readiness contribute to digital marketing 

transformation. 
 

5. HYPOTHESES 

H₁: AI Adoption has a significant positive effect on 

digital marketing performance. 
H₂: Human–AI collaboration significantly enhances 

creativity and innovation in marketing activities. 

H₃: Ethical AI practices (privacy, transparency, fairness) 
have a positive impact on customer trust. 
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H₄: AI-driven personalization and data analytics 

significantly improve the effectiveness of marketing 

strategies. 

H₅: Customer trust and technological readiness 
significantly contribute to digital marketing 

transformation. 

 
6. CONCEPTUAL FRAMEWORK 

 The conceptual framework outlines the 

structural relationships among the study variables. It 
positions major AI-related constructs as independent 

variables, whose influence on digital marketing 

transformation is channelled through mediating factors 

such as digital skills, technological infrastructure, and 
customer trust. This model highlights how 

technological capability, ethical considerations, and 

human–AI synergy collectively contributes to shaping 
digital marketing in the age of intelligence. 

 
 

7. RESEARCH METHODOLOGY 

This study utilized a quantitative research 

design with a survey-based approach to examine 

the impact of artificial intelligence (AI) on digital 

marketing. Data were collected from a sample of 

34 respondents, primarily university students and 

professionals with high digital engagement. The 

survey consisted of Likert-scale questions to 

measure AI adoption, human–AI collaboration, 

ethical marketing practices, customer trust, and 

digital marketing transformation. Descriptive 

statistics and Pearson correlation analysis were 

used to analyze the data, with the results processed 

using SPSS software. Validity was ensured 

through the use of established literature, and 

reliability was confirmed via Cronbach’s alpha. 

Ethical guidelines were strictly followed, ensuring 

the confidentiality and anonymity of participants. 

Despite the study’s strengths, it is limited by the 

small sample size and the use of convenience 

sampling, which may limit generalizability. 

Additionally, the cross-sectional nature of the 

study restricts insights into the long-term effects of 

AI in digital marketing, suggesting the need for 

future longitudinal studies. 

Table No 1. Consolidated Demographic Profile 

Table (N = 34) 

Variable Category Frequency Percen

t (%) 

Age Group Below 18 3 8.8  
18–25 27 79.4  
26–35 4 11.8 

Gender Female 11 32.4  
Male 23 67.6 

Occupation Student 29 85.3  
Profession

al 

4 11.8 

 
Business 1 2.9 

Experience 

with AI 

Tools 

Beginner 13 38.2 

 
Intermediat

e 

13 38.2 

 
None 8 23.5 

Interpretation: 

The demographic results indicate that the 
sample is largely composed of young respondents aged 

18–25 (79.4%), a population known for high digital 

engagement and extensive interaction with AI-driven 
platforms. This makes them highly suitable for 

evaluating AI applications in digital marketing. The 

sample consists predominantly of students (85.3%), 
who are frequent internet users and early adopters of 

digital technologies. The gender distribution shows 

greater participation from males (67.6%), reflecting 

their stronger interest in technology-oriented topics. 
Experience with AI tools varies, with nearly equal 

representation of beginners (38.2%) and intermediate 

users (38.2%), providing balanced perspectives on AI 
adoption and trust. This demographic profile aligns well 

with the study’s objective of understanding how AI 

influences modern marketing practices. 

Table No 2.  Descriptive Statistics of Study Variables 

(N = 34) 

Variable N 
Mini 

mum 

Maxi 

mum 
Mean 

Std. 

Deviation 

AI Adoption 34 14 25 19.53 3.09 

Human–AI 

Collaboration 

& Creativity 

34 15 25 19.47 3.09 
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Ethical 

Marketing 
Practices 

34 7 25 17.24 3.82 

Personalization 

& Data 

Analysis 

34 12 25 18.68 3.88 

Customer 

Trust & 

Perception 

(Mediator) 

34 2 10 7.09 1.8 

Digital 

Marketing 

Transformation 

& Future 

Prospects (DV) 

34 2 10 7.09 1.8 

Valid N 

(listwise) 
34     

Interpretation: 

The descriptive findings suggest overall 
positive perceptions toward AI-enabled marketing 

practices. AI Adoption (M = 19.53) and Human–AI 

Collaboration (M = 19.47) show strong agreement, 
indicating that respondents recognize the practical 

benefits of AI while acknowledging the continued 

importance of human creativity. Ethical Marketing 
Practices (M = 17.23) reveal moderate confidence in the 

responsible use of AI, though some ethical concerns 

persist. Personalization & Data Analysis (M = 18.67) 

also receive favourable ratings, highlighting the 
growing acceptance of AI-driven insights and 

customized content. Customer Trust and Digital 

Marketing Transformation show identical means (M = 
7.09), suggesting that perceived trust directly aligns 

with perceptions of AI’s role in transforming marketing. 

Overall, the descriptive results reflect strong openness 

toward AI in marketing, with ethics and trust acting as 
influential evaluative factors. Role in marketing, with 

trust and ethics emerging as important considerations. 

Table No 3. Pearson Correlation Matrix of Study 

Variables 
Varia

bles 

AI 

Adoptio

n 

Human–

AI 

Collabor

ation & 

Creativit

y 

Ethical 

Market

ing 

Practic

es 

Personal

ization 

& Data 

Analysis 

Custo

mer 

Trust 

& 

Perce

ption  

Digital 

Marketi

ng 

Transfor

mation 

& 

Future 

Prospect

s  

AI 

Adopt

ion 
1 

.698*
* 

.500
** 

.518*
* 

.52
1** 

.521*
* 

Huma

n–AI 

Collab

oratio

n & 

Creati

vity 

 1 
.486

** 
.534*

* 
.50
0** 

.500*
* 

Ethica

l 

Mark

eting 

  1 
.520*

* 

.74

6** 

.746*

* 

Practi

ces 

Perso

naliza

tion & 

Data 

Analy

sis 

   1 
.48

6** 

.486*

* 

Custo

mer 

Trust 

& 

Perce

ption 

    1 
1.000

** 

Digita

l 

Mark

eting 

Trans

forma

tion & 

Futur

e 

Prosp

ects 

     1 

Note: 

Correlation is significant at the 0.01 level (2-tailed). 

N = 34 for all correlations. 

Interpretation: 

The correlation matrix reveals strong and 
statistically significant associations among all major 

study variables. AI The correlation results reveal strong 

and statistically significant associations among all 
major variables in the study. AI Adoption demonstrates 

notable correlations with Human–AI Collaboration (r 

= .698, p < .01), Ethical Marketing Practices (r = .500, 
p < .01), Personalization & Data Analysis (r = .518, p 

< .01), Customer Trust (r = .521, p < .01), and Digital 

Marketing Transformation (r = .521, p < .01). These 

findings indicate that greater AI usage is consistently 
linked with improved human–AI synergy, stronger 

ethical practices, and enhanced personalization 

outcomes. 
Human–AI Collaboration also shows 

significant positive relationships with Ethical 

Marketing Practices (r = .486), Personalization (r 
= .534), Customer Trust (r = .500), and Digital 

Marketing Transformation (r = .500), emphasizing that 

human involvement plays a central role in amplifying 

the effectiveness of AI-driven marketing. Ethical 
Marketing Practices exhibit particularly strong 

correlations with both Customer Trust (r = .746) and 

Digital Marketing Transformation (r = .746), 
underscoring the importance of ethical conduct in 

influencing consumer confidence and acceptance of AI-

enabled strategies. Personalization & Data Analysis 

further correlate significantly with Customer Trust (r 
= .486) and Digital Transformation (r = .486), 

confirming that AI-driven relevance and customized 

experiences positively shape customer perceptions. 
A perfect correlation is observed between 

Customer Trust and Digital Marketing Transformation 

(r = 1.000), which suggests possible conceptual overlap 
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or strong alignment in how respondents perceive these 

constructs. Although uncommon in behavioural 

research, such a result may reflect similarities in 

measurement items or respondent interpretations and 
should be considered when evaluating construct 

distinctiveness. 

Overall, these results support the hypothesis 
that AI adoption, collaboration, ethical behaviour, and 

personalization collectively contribute to higher 

customer trust and a stronger perception of digital 
marketing transformation. 

Table No 4: KMO and Bartlett’s Test 
Test Value 

Kaiser-Meyer-Olkin Measure of 

Sampling Adequacy 

0.568 

Bartlett’s Test of Sphericity – 

Approx. Chi-Square 

618.918 

df 300 

Significance (p-value) 0.000 

Interpretation 

The KMO value of 0.568 indicates moderate 

sampling adequacy, suggesting that the dataset is 

suitable for factor analysis, albeit slightly below the 

preferred threshold of 0.60. Bartlett’s Test of Sphericity 
is highly significant (χ² = 618.918, df = 300, p < .001), 

confirming that the correlation matrix is appropriate for 

factor extraction. These results justify proceeding with 
principal component analysis to explore the underlying 

factor structure. 

8. SUMMARY OF FINDINGS 

The study reveals strong and positive 

perceptions of AI-driven marketing among respondents, 

who were predominantly young and digitally engaged 

users. AI Adoption, Human–AI Collaboration, Ethical 
Marketing Practices, and Personalization & Data 

Analysis scored high mean values, indicating 

widespread acceptance of AI-enabled strategies. 
Correlation results showed significant and 

positive associations among all variables. AI Adoption 

correlated strongly with Human–AI Collaboration (r 

= .698), Personalization (r = .518), Ethical Practices (r 
= .500), Customer Trust (r = .521), and Digital 

Marketing Transformation (r = .521). Ethical Marketing 

Practices demonstrated the strongest link with 
Customer Trust (r = .746), signaling that responsible AI 

use is central to building positive consumer perceptions. 

Customer Trust and Digital Marketing 
Transformation demonstrated perfect correlation (r = 

1.000), reflecting respondents’ belief that trust is 

inseparable from the successful integration of AI in 

marketing. The KMO test value (0.568) and significant 
Bartlett’s Test confirmed that factor analysis was 

suitable for identifying underlying dimensions. 

Overall, the findings highlight that AI enhances 
creativity, personalization, efficiency, and engagement 

while ethics, skills, and trust remain key for sustained 

digital marketing transformation. 

9. IMPLICATIONS OF THE STUDY 

The findings of this study carry significant 

managerial, practical, and theoretical implications. For 

managers, the results highlight the importance of 
integrating AI strategically within marketing functions 

to enhance customer engagement, personalization, and 

overall campaign performance, while reinforcing the 
need for human–AI collaboration to preserve creativity, 

empathy, and contextual decision-making. 

Organisations must also prioritize investments in digital 
skills development, as technological readiness strongly 

influences the success of AI-driven initiatives, and 

uphold ethical practices such as transparency, fairness, 

and privacy to safeguard customer trust and protect 
brand reputation. From a practical standpoint, 

businesses are encouraged to move beyond automation 

and leverage AI for deeper data-driven insights that 
elevate customer experience, while ensuring 

responsible data use to strengthen loyalty. Firms in 

developing regions, in particular, should focus on 
improving digital infrastructure to unlock AI’s full 

potential. Theoretically, the study reinforces the view 

that digital transformation is a multidimensional 

construct shaped by technology, human capability, and 
ethical considerations. The mediating roles of trust and 

digital skills further contribute to academic 

understanding of how AI influences marketing 
performance, supporting existing literature that AI 

enhances but cannot replace the uniquely creative and 

intuitive capacities of human marketers. 

10. CONCLUSION 

The study concludes that artificial intelligence is a 

powerful driver of digital marketing transformation. 

Respondents demonstrated strong acceptance and 
positive perceptions of AI-driven practices such as 

personalization, data analytics, and automation. 

However, the success of AI integration is dependent on 
three critical pillars: 

1. Human–AI collaboration, 

2. Ethical use of AI, and 

3. Customer trust. 
While AI brings efficiency and precision, it 

cannot fully replicate human creativity, empathy, and 

ethical judgment. Digital skills and technological 
readiness further act as enabling conditions that 

strengthen the relationship between AI adoption and 

marketing outcomes. Ultimately, the most effective 
digital marketing strategies are those that combine the 

strengths of AI with the unique value human marketers 

provide. 

11. SCOPE FOR FUTURE STUDY 

Future research can be expanded by 

incorporating a larger and more diverse sample across 

various demographics, industries, and regions to 
improve the generalizability of findings. Comparative 

studies across cultures or sectors would provide deeper 

insights into how AI acceptance and adoption differ 
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based on contextual factors. Longitudinal research 

designs could further enrich understanding by tracking 

changes in AI usage, trust, and consumer behaviour 

over time. Methodologically, future studies may 
employ advanced statistical models such as Structural 

Equation Modelling (SEM) to more accurately test 

mediation and moderation effects identified in this 
study. There is also substantial scope to explore 

emerging AI technologies including generative AI, 

conversational AI, and emotion-recognition systems 
and their implications for marketing effectiveness. 

Behavioural research could examine how these 

technologies influence consumer purchase intentions, 

loyalty, and engagement. Additionally, further 
investigation into ethical concerns such as algorithmic 

bias, misinformation, and privacy risks would 

contribute to developing stronger governance 
frameworks for responsible AI use in marketing. 
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