COSTING: Journal of Economic, Business and Accounting fmi

Volume 9 Nomor 2, Tahun 2026

¢-ISSN : 2597-5234 _'LJMEKDE
JOURNAL...

THE ROLE OF ARTIFICIAL INTELLIGENCE IN PERSONALIZING DIGITAL
MARKETING AND CUSTOMER EXPERIENCE

PERAN KECERDASAN BUATAN DALAM MEMPERSONALISASI
PEMASARAN DIGITAL DAN PENGALAMAN PELANGGAN

Siti Nurhayati!, Yenni Kurnia Gusti2, Tri Apriyono®
Universitas Muhammadiyah Kupang!
STIE Widya Wiwaha?
Institut Jambatan Bulan Timika®
chity217@gmail.com

ABSTRACT

This study aims to examine the role of Artificial Intelligence (Al) in personalizing digital marketing and
enhancing customer experience through a literature review approach. The research employs a qualitative
method by analyzing various academic journals, books, and scholarly publications related to Al
technologies, digital marketing strategies, and customer experience management. The findings indicate
that Al plays a significant role in improving marketing personalization through technologies such as
machine learning, predictive analytics, recommendation systems, and natural language processing. These
technologies enable organizations to analyze customer behavior, predict preferences, and deliver
personalized content and services in real time. The study also reveals that Al enhances customer experience
by improving responsiveness, efficiency, and customer engagement across multiple digital platforms.
However, the implementation of Al also presents several challenges, including data privacy concerns,
ethical issues, algorithmic bias, and organizational readiness. Therefore, businesses must adopt responsible
Al governance and balance technological innovation with customer trust and data protection. Overall, this
research concludes that Al has transformed digital marketing practices and customer experience
management by enabling more customer-centered and data-driven business strategies in the digital era.
Keywords: Artificial Intelligence, Digital Marketing, Personalization, Customer Experience, Predictive
Analytics.

ABSTRAK

Studi ini bertujuan untuk meneliti peran Kecerdasan Buatan (Al) dalam mempersonalisasi pemasaran
digital dan meningkatkan pengalaman pelanggan melalui pendekatan tinjauan pustaka. Penelitian ini
menggunakan metode kualitatif dengan menganalisis berbagai jurnal akademik, buku, dan publikasi ilmiah
yang berkaitan dengan teknologi Al, strategi pemasaran digital, dan manajemen pengalaman pelanggan.
Temuan menunjukkan bahwa Al memainkan peran penting dalam meningkatkan personalisasi pemasaran
melalui teknologi seperti pembelajaran mesin, analitik prediktif, sistem rekomendasi, dan pemrosesan
bahasa alami. Teknologi ini memungkinkan organisasi untuk menganalisis perilaku pelanggan,
memprediksi preferensi, dan memberikan konten dan layanan yang dipersonalisasi secara real-time. Studi
ini juga mengungkapkan bahwa Al meningkatkan pengalaman pelanggan dengan meningkatkan
responsivitas, efisiensi, dan keterlibatan pelanggan di berbagai platform digital. Namun, implementasi Al
juga menghadirkan beberapa tantangan, termasuk masalah privasi data, masalah etika, bias algoritmik, dan
kesiapan organisasi. Oleh karena itu, bisnis harus mengadopsi tata kelola Al yang bertanggung jawab dan
menyeimbangkan inovasi teknologi dengan kepercayaan pelanggan dan perlindungan data. Secara
keseluruhan, penelitian ini menyimpulkan bahwa Al telah mengubah praktik pemasaran digital dan
manajemen pengalaman pelanggan dengan memungkinkan strategi bisnis yang lebih berpusat pada
pelanggan dan berbasis data di era digital.

Kata Kunci: Kecerdasan Buatan, Pemasaran Digital, Personalisasi, Pengalaman Pelanggan, Analisis
Prediktif.

INTRODUCTION with customers. Digital marketing has

The rapid advancement of digital evolved from a one-way communication
technologies has fundamentally model into an interactive, data-driven
transformed the business landscape, ecosystem that emphasizes personalized

particularly in how organizations interact engagement and  customer-centric
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strategies. Among the technological
innovations driving this transformation,
Artificial Intelligence (AI) has emerged
as one of the most influential tools in
reshaping digital marketing practices
and enhancing customer experience. Al
enables businesses to analyze vast
amounts of customer data, predict
consumer behavior, automate decision-
making processes, and deliver highly
personalized marketing content in real
time (Kaplan & Haenlein, 2019).

Personalization in digital
marketing refers to the process of
tailoring content, recommendations, and
communication strategies to individual
customer preferences, behaviors, and
needs. Traditional marketing
segmentation methods often classify
consumers into broad demographic
groups, limiting the ability to address
individual expectations effectively. In
contrast, Al-driven personalization uses
machine learning algorithms, natural
language processing, and predictive
analytics to create highly customized
customer interactions. This capability
allows organizations to provide relevant
product recommendations, targeted
advertisements, dynamic  website
content, and personalized customer
support experiences that significantly
improve customer satisfaction and
engagement (Huang & Rust, 2021).

The significance of
personalization has grown substantially
in the digital era due to changing
consumer expectations. Modern
consumers expect brands to understand
their preferences and provide seamless,
relevant experiences across multiple
digital touchpoints. Research shows that
customers are more likely to engage with

brands  that  offer  personalized
experiences, and they tend to
demonstrate  greater loyalty when

interactions feel relevant and meaningful
(Lemon & Verhoef, 2016).
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Consequently, businesses are
increasingly investing in Al-powered
technologies to gain  competitive

advantages through enhanced customer
relationships and improved marketing
effectiveness.

Artificial Intelligence contributes
to digital marketing personalization
through several mechanisms. First,
machine learning algorithms analyze
historical customer data, browsing
patterns, and transaction records to
identify preferences and predict future
purchasing behavior. These predictive
capabilities enable marketers to design
highly targeted campaigns that increase
conversion rates and customer retention.
For example, recommendation systems
employed by digital platforms such as e-
commerce websites and streaming
services suggest products or content
based on previous interactions,
significantly  influencing consumer
decision-making processes (Chintalapati
& Pandey, 2022).

Second, Al-powered chatbots and
virtual assistants have transformed
customer service by enabling instant,
personalized responses to customer
inquiries. Unlike traditional customer
service systems, Al chatbots can process
customer requests continuously,
interpret natural language, and provide
contextually relevant solutions. This
capability improves service efficiency
and enhances customer satisfaction by
reducing response times and ensuring
consistent service quality (Davenport et
al., 2020). Additionally, Al systems can
collect and analyze customer feedback in
real time, allowing businesses to refine
their strategies and address emerging
concerns proactively.

Third, Al enhances digital
advertising by optimizing audience
targeting and  content  delivery.
Programmatic advertising systems use
Al to automate the buying and placement
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of digital advertisements based on
consumer behavior patterns and
contextual relevance. These systems
increase advertising efficiency by
ensuring that promotional messages
reach the right audience at the right time.
As aresult, businesses can reduce wasted
advertising expenditures while
improving customer engagement and
campaign performance (Jarek &
Mazurek, 2019).

Despite  these benefits, the
implementation of Al in digital
marketing also presents significant
challenges. One major concern involves
data privacy and ethical considerations.
Al-driven personalization relies heavily
on collecting and analyzing personal
customer data, raising concerns
regarding surveillance, consent, and data
misuse. Consumers increasingly demand
transparency in how their information is
collected and used. Failure to address
these concerns can erode trust and
damage brand reputation (Martin &
Murphy, 2017). Regulatory frameworks
such as the General Data Protection
Regulation (GDPR) have further
emphasized the importance of ethical
data governance and responsible Al
deployment.

Another  challenge lies in
algorithmic bias and transparency. Al
systems are only as effective as the data
used to train them. Biased or incomplete
datasets may result in discriminatory
recommendations or inaccurate
customer profiling, negatively affecting
customer trust and organizational
credibility (Dwivedi et al., 2021).
Furthermore, the complexity of Al
algorithms often creates a “black box™
problem,  where  decision-making
processes are difficult to interpret. This
lack of explainability can hinder
managerial  oversight and reduce
confidence in Al-generated marketing
strategies.
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The integration of Al also requires
substantial organizational readiness,
including technological infrastructure,
skilled human resources, and strategic
alignment. Many organizations,
particularly small and medium-sized
enterprises, face difficulties in adopting
Al due to limited financial resources and

technical expertise. Successful
implementation requires not only
technological investment but also
cultural adaptation and organizational
learning to ensure that Al tools
complement human decision-making
rather than replace it entirely

(Brynjolfsson & McAfee, 2017).

Moreover, while numerous studies
have explored AI applications in
marketing, there remains a gap in
understanding how Al-driven
personalization  directly  influences
customer experience in diverse market
contexts. Much of the existing literature
focuses on technical performance
metrics, such as click-through rates or
recommendation ~ accuracy,  while
providing limited insight into customer
perceptions, emotional engagement, and
long-term  relationship development.
Understanding these dimensions 1is
crucial because customer experience
encompasses not only functional
satisfaction but also emotional and
psychological responses that shape
loyalty and advocacy behaviors (Verhoef
et al., 2009).

This  research is  therefore
important because it seeks to examine
the role of Artificial Intelligence in
personalizing digital marketing and
enhancing customer experience. It aims
to explore how Al technologies influence
customer interactions, improve service
relevance, and create value for both
businesses and consumers. Additionally,
the study seeks to identify the challenges
associated with Al implementation,
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including ethical concerns, privacy risks,
and organizational barriers.

The findings of this research are
expected to contribute both theoretically
and practically. Theoretically, the study
will enrich academic understanding of
AD’s role in customer-centric marketing
strategies and provide insights into the
relationship  between  technological
personalization and customer experience
outcomes. Practically, it will offer
recommendations for businesses seeking

to implement Al responsibly and
effectively to improve customer
satisfaction, engagement, and

competitive performance.

In an increasingly digital and
competitive  business  environment,
organizations must adopt innovative
approaches to meet evolving customer
expectations.  Artificial Intelligence
represents a transformative force capable
of redefining digital marketing and
customer experience. However, its
effectiveness depends on thoughtful
implementation that balances
technological capability with ethical
responsibility and  human-centered
design. Therefore, investigating the role
of Al in personalizing digital marketing
and customer experience is both timely
and essential for advancing modern
marketing practices.

METHOD

This study employs a qualitative
research approach using a literature
review method. A literature review is a
systematic and structured method used to
identify, evaluate, and synthesize
previous studies related to a specific
research topic. The purpose of this
method is to develop a comprehensive
understanding of existing theories,
concepts, findings, and research gaps
regarding the role of Aurtificial
Intelligence (Al) in personalizing digital
marketing and customer experience.
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According to John W. Creswell,
qualitative research emphasizes
understanding social ~ phenomena

through the interpretation of existing
information and contextual analysis
(Creswell, 2014). Through a literature
review, researchers can analyze various
scholarly perspectives and identify
patterns, relationships, and emerging
issues relevant to the study topic.

The literature review method in
this research focuses on collecting
secondary data from credible academic
sources, including international journals,
books, conference proceedings, and
reputable online publications. The data
sources were selected based on their

relevance to Artificial Intelligence,
digital  marketing  personalization,
customer experience, and related

technological developments. The study
prioritizes recent publications to ensure
the discussion reflects current trends and
advancements in Al-driven marketing
practices. According to Lawrence A.
Machi and Brenda T. McEvoy (2016), a
literature review serves as both a
foundation and a framework for
conducting scholarly research because it
allows researchers to compare, critique,

and integrate  previous  findings
systematically.

The data collection process
involves searching and reviewing

academic databases such as Google
Scholar, ScienceDirect, SpringerLink,
and ResearchGate. Keywords used in the

search process include “Artificial
Intelligence,”  “digital  marketing,”
“customer experience,”
“personalization,” and  “Al in

marketing.” The selected literature is
then screened based on relevance,
publication quality, and contribution to
the research objectives. This process
ensures that only valid and reliable
sources are included in the analysis.
According to Grant McCracken (1988),
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qualitative analysis through textual
interpretation enables researchers to
explore  meanings, themes, and
conceptual relationships in depth.

The data analysis technique used in
this study is descriptive qualitative
analysis. The collected literature is
analyzed by categorizing the findings
into several themes, such as Al
technologies in marketing
personalization, customer engagement,
predictive analytics, ethical challenges,
and organizational implications. The
researcher compares and synthesizes
various scholarly arguments to identify
similarities, differences, and research
gaps. This analytical process helps
develop a deeper understanding of how
Al contributes to improving digital
marketing strategies and customer
experiences. According to Matthew B.
Miles, A. Michael Huberman, and
Johnny Saldafia (2014), qualitative data
analysis involves data condensation, data
display, and conclusion drawing to
produce meaningful interpretations from
collected information.

This literature review research is
expected to provide both theoretical and
practical contributions. Theoretically, it
contributes to the development of
knowledge regarding the integration of
Artificial  Intelligence in  digital
marketing and customer experience
management. Practically, the findings
may serve as references for businesses,

RESULT AND DISCUSSION

This study reviewed various
academic articles, books, and scientific
publications discussing the role of
Artificial Intelligence (A in
personalizing digital marketing and
improving customer experience. The
reviewed literature indicates that Al has
become a strategic technology that
enables organizations to understand
customer behavior more accurately,
automate marketing processes, and
provide personalized interactions across
digital platforms. AI technologies such
as machine learning, predictive
analytics, natural language processing,
and recommendation systems are
increasingly integrated into digital
marketing activities to improve customer
engagement and organizational
competitiveness (Davenport et al.,
2020).

The literature also reveals that
customer expectations in the digital era
have shifted significantly. Customers no
longer expect generic promotional
messages; instead, they demand
personalized experiences that align with
their  preferences, interests, and
purchasing behaviors. Consequently,
organizations are  utilizing Al
technologies to create customer-centered
marketing  strategies  capable  of
delivering real-time recommendations,
personalized  advertisements,  and

marketers, and  researchers in responsive customer support services
understanding the opportunities and (Huang & Rust, 2021). The reviewed
challenges  associated  with Al studies collectively emphasize that Al-
implementation in marketing strategies. driven  personalization  contributes
By synthesizing existing studies positively to customer satisfaction,
comprehensively, this research aims to loyalty, and long-term relationship
provide a clearer perspective on the development.

growing role of Al in shaping modern

customer-centered marketing practices.

Table of Reviewed Articles

No Author(s) Title Method Main Findings
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How Artificial Intelligence Al 'mproves marke‘qng
Davenport et al. ; . . automation, targeting
1 Will Change the Future of Literature Review
(2020) . accuracy, and customer
Marketing . ; .
interaction efficiency.
Al enhances service
Huang & Rust s . personalization and customer
2 (2021) The Role of Al in Service Conceptual Study engagement through intelligent
systems.
Jarek & Marketing and  Artificial o . Al Supports predictive
3 Mazurek Intellivence Descriptive Analysis marketing and  consumer
(2019) g behavior analysis.
Chintalapati &  Artificial Intelligence in Systematic Literature Al mgmﬁcgntly !mproves
4 . . recommendation systems and
Pandey (2022)  Marketing Review . -
personalized advertising.
Understanding ~ Customer Persopahzed customer
Lemon & ; . . experiences influence
5 Experience Throughout the Literature Review
Verhoef (2016) customer loyalty and
Customer Journey . .
satisfaction.
Martin &  The Role of Data Privacy in o Ethlcal concerns and privacy
6 Murphy (2017)  Marketin Qualitative Study issues remain major challenges
Phy g in Al-based marketing.
. AL ) Multidiscip lmqry R Al implementation requires
Dwivedi et al. Perspectives on Emerging Multidisciplinary .
7 . ethical ~ governance and
(2021) Challenges and Review .. .
. organizational readiness.
Opportunities
. Customer experience depends
8 Verhoef et al. Custgmer Experience Conceptual Study on emotional and functional
(2009) Creation . . .
interactions with brands.
Discussion recommendation algorithms
Artificial Intelligence and Digital substantially improve customer

Marketing Personalization

The reviewed literature
demonstrates that Artificial Intelligence
plays a central role in transforming
traditional digital marketing into highly
personalized marketing systems.
Conventional marketing approaches
typically rely on  demographic
segmentation and mass communication
strategies. However, Al  enables
organizations to collect and analyze
customer data in real time, allowing
businesses to tailor marketing messages
to individual preferences and behaviors
(Kaplan & Haenlein, 2019).

Al-powered recommendation
systems are among the most significant
innovations in personalized marketing.
These systems analyze browsing history,
purchase patterns, and customer
interactions to  predict consumer
preferences and recommend relevant
products or services. According to
Chintalapati and Pandey (2022),
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engagement because consumers are
more likely to respond positively to
relevant and customized content.
Personalized recommendations also
reduce customer search effort, thereby
increasing purchasing efficiency and
satisfaction.

In addition, machine learning
algorithms contribute to customer
segmentation by identifying behavioral
patterns that may not be visible through
conventional analysis. Al allows
marketers to categorize customers
dynamically based on interests, online
activities, and purchasing habits. This
capability enables organizations to
deliver highly targeted advertisements
that improve conversion rates and reduce
ineffective  marketing  expenditures
(Jarek & Mazurek, 2019).

The findings further indicate that
Al-driven personalization contributes to
stronger customer relationships.
Customers  perceive  personalized
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communication as more relevant and
valuable, which positively influences
brand trust and loyalty. Therefore, Al not
only improves operational marketing
performance but also strengthens
emotional connections between
organizations and customers.

The Role of Al
Customer Experience
Customer experience has become a
critical factor influencing organizational
success in the digital economy. The

in Enhancing

reviewed literature consistently
highlights  that Al  technologies
significantly improve customer
experience by creating faster, more
responsive, and personalized

interactions. Al-powered chatbots and
virtual assistants are among the most
widely used technologies in customer
service operations.

According to Huang and Rust
(2021), AI chatbots enhance customer
experience by providing immediate
responses to customer inquiries without
time limitations. Unlike traditional
customer service systems that rely
heavily on human agents, Al systems can
operate continuously and handle large
volumes of interactions simultaneously.
This capability increases service
efficiency while reducing customer
waiting times.

Furthermore, natural language
processing technology enables Al
systems to understand customer
intentions and provide contextually
appropriate  responses.  Customers
increasingly value convenience and
responsiveness in digital interactions,
making Al an important tool for
improving customer satisfaction. The

reviewed  studies  indicate  that
organizations implementing Al-based
customer  service  systems  often

experience higher levels of customer
engagement and retention.
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Al also contributes to customer
experience through predictive analytics.
Predictive systems analyze historical
customer data to anticipate future needs
and behaviors. For example, e-
commerce platforms can recommend
products before customers actively
search for them. This anticipatory
approach  creates  seamless  and
convenient customer journeys that
improve overall satisfaction (Lemon &
Verhoef, 2016).

Another important finding is that
Al supports omnichannel customer
experiences. Customers interact with
brands through multiple platforms,
including websites, social media, mobile
applications, and online marketplaces.
Al integrates customer data across these
channels, enabling organizations to
provide consistent and personalized
experiences throughout the customer
journey.

Ethical and Privacy Challenges in Al-
Based Marketing

Although AI offers significant
advantages in  digital marketing
personalization, the reviewed literature
identifies several ethical and privacy-
related challenges. Al systems rely
heavily on customer data collection and
analysis, raising concerns regarding data
security, surveillance, and unauthorized
use of personal information.

Martin  and Murphy
emphasize  that  customers  are
increasingly concerned about how
organizations collect, store, and utilize
their ~ personal  data.  Excessive
personalization may create perceptions
of privacy invasion, particularly when
customers are unaware of how their
information is  being  processed.
Consequently, transparency and
informed  consent are  essential
components of ethical Al
implementation.

(2017)
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The literature also discusses
algorithmic bias as a major concern. Al
systems trained on biased or incomplete
datasets may produce discriminatory
outcomes or inaccurate
recommendations. Dwivedi et al. (2021)
argue that organizations must ensure
fairness, accountability, and
transparency in Al decision-making
processes to maintain customer trust and
organizational credibility.

Another challenge involves the
“black box” nature of many Al systems.
Complex algorithms often make
decisions that are difficult for managers
and customers to interpret. This lack of
explainability may reduce confidence in
Al technologies and create difficulties in
managerial  oversight. Therefore,
organizations must adopt responsible Al
governance practices that balance
technological innovation with ethical
accountability.

Regulatory  compliance  also
represents an important issue in Al-
driven marketing. Governments and
international institutions have introduced
regulations aimed at  protecting
consumer privacy and ensuring ethical
data management practices.
Organizations implementing Al
technologies must comply with these
regulations to avoid legal risks and
reputational damage.

Organizational Readiness and Al
Implementation

The literature review indicates that
successful Al implementation requires
substantial organizational readiness. Al
adoption is not solely a technological

issue but also involves strategic,
financial, and human  resource
considerations.  Organizations  must

invest in technological infrastructure,
employee training, and data management
systems to maximize the benefits of Al
technologies.
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Brynjolfsson and McAfee (2017)
explain that organizations adopting Al
successfully often integrate
technological innovation with human
expertise. Al systems are most effective
when they support managerial decision-
making rather than completely replacing
human involvement. Human oversight
remains important for interpreting Al
outputs, addressing ethical concerns, and
maintaining customer relationships.

The findings also reveal that small
and medium-sized enterprises frequently
face barriers to Al adoption due to
limited financial resources and technical
capabilities. Implementing advanced Al
systems often requires significant
investment in software, hardware, and
skilled personnel. Consequently, larger
organizations tend to adopt Al
technologies more rapidly than smaller
businesses.

Despite these challenges, the
literature demonstrates that
organizations capable of implementing
Al  effectively gain  competitive
advantages through improved
operational efficiency, enhanced
customer engagement, and stronger
market  positioning. Al  enables
businesses to respond more quickly to
market changes and evolving customer
expectations, making it an increasingly
important  component of  digital
transformation strategies.

Implications of the Study
The findings of this literature

review suggest  that  Artificial
Intelligence has fundamentally
transformed digital marketing and

customer experience management. Al
technologies provide organizations with
the ability to deliver personalized, data-
driven, and customer-centered marketing
strategies that improve customer
satisfaction and loyalty.
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However, the successful
implementation  of Al  requires
organizations to address ethical
concerns, ensure transparency, and

develop responsible data governance
frameworks. Businesses must balance
personalization with customer privacy
protection to maintain trust and long-
term customer relationships.

This study also highlights the
importance of organizational readiness
in Al  adoption.  Technological
investment alone is insufficient without
strategic planning, employee
competence, and ethical awareness.
Therefore, organizations should develop
integrated Al strategies that combine
technological innovation with human-
centered approaches.

Future research is recommended to
explore customer perceptions of Al-
driven personalization in different
industries and  cultural  contexts.
Additional empirical studies are also
needed to examine the long-term effects
of Al on customer trust, emotional
engagement, and brand loyalty.

CONCLUSION

Artificial Intelligence (AI) has
become a transformative technology in
the field of digital marketing and
customer  experience  management.
Based on the literature review findings,
Al significantly contributes to the
personalization of digital marketing
through technologies such as machine
learning, predictive analytics,
recommendation systems, and natural
language processing. These technologies
enable organizations to analyze customer

behavior more accurately, deliver
personalized content, and improve
marketing efficiency. As a result,

businesses are able to enhance customer
engagement, satisfaction, and loyalty by
providing more relevant and customer-
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centered
platforms.
The study also reveals that Al
plays an important role in improving
customer experience by creating faster,
more  responsive, and  seamless
interactions.  Al-powered  chatbots,
virtual assistants, and predictive systems
help organizations provide real-time
customer support and anticipate
customer needs effectively. However,
despite these advantages, the
implementation of Al in digital
marketing also  presents  several
challenges, particularly regarding data
privacy, ethical concerns, algorithmic
bias, and transparency. Therefore,
organizations must ensure responsible
Al governance and maintain a balance
between personalization and customer
privacy protection to preserve customer
trust and organizational credibility.
Furthermore, successful Al
adoption requires strong organizational
readiness, including technological
infrastructure, strategic planning, and
human resource capabilities.
Organizations that effectively integrate
Al technologies with human expertise
are more likely to achieve competitive
advantages and sustainable customer
relationships. This study concludes that
Al has substantial potential to reshape
modern digital marketing practices and
customer  experience  management.
Nevertheless, future research is needed
to further examine customer perceptions,
ethical implications, and the long-term
impact of Al-driven personalization in
various industrial and cultural contexts.

experiences across digital
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