Network for Research and Development in Africa

International Journal of Information, Technology & Innovation in Africa
ISSN: 2360-9772, Volume 12, Issue 7

PP 55-64 (April, 2024)

DOI: 6732-0-183-066-35-1276

arcnjournals@gmail.com

https://arcnjournals.org

Leveraging Artificial Intelligence and Machine Learning
for Enhanced Marketing Strategies

Auwal Waziri
Department of Marketing, Ramat Polytechnic, Maiduguri, Borno State, Nigeria

Abstract: The fusion of technology and marketing has ushered in a powerful catalyst: Artificial Intelligence (Al)
and Machine Learning (ML). These transformative tools have revolutionized marketing strategies, prioritizing
data-informed decisions and personalized consumer interactions. This paper investigates the integration of Al and
ML in marketing, examining their various applications across segments and discussing their transformative
potential. Through mixed-method research, encompassing qualitative interviews, observations, and quantitative
surveys, the study delves into organizational perceptions of Al and ML adoption in Nigeria and consumer
acceptability of these technologies. The findings underscore the pivotal role of Al and ML in personalized service
delivery and highlight the necessity for businesses to embrace these technologies to remain competitive in the
evolving industrial landscape.
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Introduction

In the contemporary era of rapid digital advancements, the prosperity of businesses heavily
relies on their adeptness in navigating and flourishing within a data-centric realm. The fusion
of technology and marketing has birthed a potent catalyst: Artificial Intelligence (AI) and
Machine Learning (ML). These groundbreaking tools have fundamentally reshaped the
strategies employed by businesses, marking the onset of an epoch wherein data-informed
choices and tailored consumer interactions take precedence.

Artificial intelligence (AI) and machine learning (ML) stand as pivotal technologies reshaping
business operations across various industries. Their integration, seen in Robotics Process
Automation, Internet of Things, and Chatbots, among other forms, has swiftly permeated
different sectors. Yet, their influence extends beyond operational realms into marketing,
birthing a novel discipline known as Al marketing.

Al possesses the capacity to address unforeseen challenges unaccounted for by existing rules,
offering superior predictive capabilities. For instance, leveraging location, date, and weather
data enables marketers to forecast optimal product promotion locations and timings
accurately. In contrast, conventional marketing methods rely on pattern-based strategies,
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aligning promotional efforts with historical responses, such as advertising umbrellas during
anticipated rainy periods. However, such approaches may falter in adapting to evolving
environmental and market dynamics.

With the leverage of Al, marketers can target the segmented audience better. One example of
how to use Al to do customer segmentation is through look-alike modeling. It is a technique
that is commonly used to find new people who are likely to be interested in a business
because they are similar to the existing customer. Marketers would not be able to respond to
every customer in the same personalized way. However, this creates a big challenge for most
of today's businesses. Customer activity generates a large amount of data, and it is really
difficult to process this data using traditional methods. By utilizing Al and ML, it has the
potential to unlock the value of this data and use this insight to allow businesses to reach the
right customer at the right time.

Artificial Intelligence will become an integral part of every commercial entity across the
globe in the long term. The new trends in Al-driven automation reflect substantial changes
in the Al landscape. It is evident in the form of reconfigured ideas, interests, and investments
in the field of Al adoption by the enterprise. Al software enables in-depth online analysis of
restaurants and their customers Digital marketing gives a visibly pleasant experience for
clients with Al for advertising across social media and digital platforms such as Facebook and
Instagram. These platforms thoroughly assess users’ information before directing them to
offers appropriate to their wants. Al also assists marketers in identifying and forecasting
trends. It prevents the company from overspending on digital advertising and ensures that
the money is well spent.

The proliferation of data sources, both structured and unstructured, has created a data
overload for marketers. The challenge lies in not only managing this vast amount of data but
also ensuring its quality, relevance, and accuracy for Al and ML algorithms to generate
meaningful insights and recommendations.Choosing the right Al and ML algorithms tailored
to specific marketing objectives is a complex task. Marketers often struggle with selecting,
customizing, and fine-tuning algorithms to suit their unique business needs, and
understanding which algorithms perform best under different circumstances.

As Al and ML solutions collect and analyze customer data for personalized marketing,
concerns about data privacy and ethics arise. Striking a balance between leveraging
customer data for better targeting and respecting individuals' privacy rights is a growing
challenge. Integrating Al and ML solutions into existing marketing technology stacks can be
a daunting task. Compatibility issues, data synchronization problems, and the need for
specialized skills can hinder seamless integration and result in suboptimal performance.

Developing and maintaining Al and ML systems for marketing purposes often requires
substantial financial investments. Many organizations, especially small and medium-sized
enterprises, face resource constraints that limit their ability to adopt and sustain Al and ML
initiatives. Determining the return on investment (ROI) for Al and ML-based marketing
strategies can be challenging. Marketers need effective metrics and Key Performance
Indicators (KPIs) to gauge the success and impact of Al-driven campaigns accurately.
Building and maintaining consumer trust in Al-powered marketing is crucial. Negative
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perceptions, such as intrusiveness or misalignment with customer preferences, can lead to
backlash and reduced brand loyalty.

Markets are constantly evolving, and consumer behaviors change rapidly. Ensuring that Al
and ML models can adapt to these dynamic conditions and provide timely insights and
recommendations is a significant challenge. A shortage of Al and ML expertise within
marketing teams can hinder the successful implementation of these technologies. Training
staff or hiring skilled professionals can be time-consuming and expensive.

Al applications in digital marketing can sift through billions of data points on the internet
and tell precisely what it needs to know for business. It will describe what price will get the
most conversions, when is the best time to post, what subject line will get the most attention,
etc. Intelligent marketers stay current with all trends. It simplifies jobs and allows for more
creativity and out-of-the-box thinking. It also adds value to the customers who benefit.

It is against these background that this paper intend to examined Al and ML and its need in
the marketing sector. It will briefly cover their various applications in several marketing
segments. The paper also looks at other AI-ML based transformations for the marketing
industries. Finally, the study will identify and discusses important uses of Al and ML in
marketing.

Review of Literature
Applications of Al and ML in Marketing

Despite the rising interest in Al within marketing, it remains a relatively new field with
several unexplored research opportunities. Several significant attempts to classify ML and Al
applications in marketing have appeared in recent times, particularly from 2017 onwards.
For instance, in a joint research with Deloitte, Davenport and Ronanki (2018), Al cognitive
technology projects that are making use of Al-based systems across a variety of business
functions and processes have been examined reporting interesting results. Specifically, the
study allowed Davenport to classify Al applications into three categories: (1) Robotics and
cognitive automation, which aims at automating back-office administrative and financial
tasks, using robotic process automation; (2) Cognitive insights, which aim at finding patterns
in the data and transforming it into useful knowledge through machine learning algorithms;
and (3) Cognitive Engagement, which aims at engaging consumers and employees thanks to
chatbots, intelligent agents and machine learning.

Other attempts to systematize Al and ML applications in marketing provide more common
classifications based on marketing strategies, Segmentation, Targeting and Positioning,
(STP), and marketing actions, Product, Price, Place and Promotion (4Ps). Accordingly,
marketers and managers could leverage Al and ML to improve three strategic areas:
Segmentation, Targeting, and Positioning (Corbo et al, 2022). An example of an ML
application in this scheme is personalized advertisement. Data mining can help define
segments, discovering patterns that human intuition and experience alone would not detect.
The marketing 4Ps, or ‘marketing mix’, originally proposed by McCarthy in 1960, are a
conceptual framework referring to the four areas of marketing actions: Product, Price, Place,
and Promotion.
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Jarek and Mazurek (2019) conducted an analysis of many examples of Al applications in
marketing, showing how the examples reflect the marketing mix. Jarek brings as examples of
Al application in product actions, hyper-personalization, automatics recommendations, and
new product development. Al technologies are also used for price actions to automate
payments (e.g., Apple Pay, Google Pay, PayPal), and reinforcement learning algorithms are
able to dynamically adjust prices, taking into account consumer choices, competitor actions,
and supply parameters.

With regards to price actions, retail processes can be optimized using [oT (Amatulli et al,,
2021; Nguyen & Simkin, 2017), while frontend presence can be automated with 24/7
consumer service chatbots (de Cosmo et al,, 2021; Kurachi et al., 2018).

The integration of Al technologies significantly bolsters promotional endeavors across
myriad domains, including social media marketing, mobile marketing, and search engine
optimization, according to Miklosik et al. (2019). These technologies adeptly handle tasks
such as advertising media planning, keyword research, real-time bidding, and social media
targeting, as outlined by Kumar et al. (2019). Huang and Rust (2021) introduce an insightful
framework that categorizes Al applications based on the intersection of the marketing mix
and various Al intelligences: mechanical Al thinking Al, and feeling Al. Mechanical Al, serving
as the foundational layer of Al intelligence, focuses on automating standardized processes.
Conversely, thinking Al revolves around data analysis to yield actionable insights pivotal for
strategic decision-making and competitive advantage. Finally, feeling Al entails a nuanced
interaction with humans, deciphering consumers' needs and emotions to foster deeper
engagement and resonance.

Importance of Marketing Strategies in Today's Business Landscape

Marketing encompasses the multifaceted endeavors of a business involving the procurement,
promotion, distribution, and sale of its products or services. Irrespective of a company's
scale, navigating the competitive modern business arena hinges greatly on effective
marketing strategies. The primary objective of marketing is to deeply comprehend the
customer base, aligning products or services seamlessly with their needs to facilitate organic
demand. Essentially, marketing endeavors to consistently propagate the brand and its core
values to the wider populace. Chiefly, marketing serves as a conduit for fostering societal
awareness regarding new products, thereby enabling consumers to stay abreast of the latest
innovations, while concurrently fulfilling their needs and desires through the application of
the marketing concept. Integral to this process is meticulous marketing research,
indispensable at various junctures of a company's operations, facilitating informed decision-
making and optimizing resource allocation for sustained industry relevance and longevity.

Moreover, marketing strategies are inextricably entwined with sales, furnishing a structured
framework for leveraging available resources to drive impactful outcomes and bolstering
company revenues. Sales, being a fundamental component of marketing, underscores the
significance of well-crafted marketing strategies in directing consumer behavior towards
desired actions. In contemporary times, societal emphasis on corporate responsibility,
spanning areas such as environmental conservation and social welfare, underscores the
imperative for robust marketing strategies to engender consumer engagement with
environmental initiatives. Through initiatives like green marketing, wherein consumers are
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encouraged to make socially conscious purchasing decisions, businesses can not only
contribute positively to society but also reap tangible benefits in terms of brand loyalty and
reputation enhancement. Consequently, the symbiotic relationship between marketing
strategies and societal imperatives underscores their pivotal role in driving both business
success and positive societal impact.

Importance of Al and ML in Marketing

Al and ML have revolutionized marketing by facilitating personalized and real-time
engagement strategies. In an age overwhelmed with information, capturing and retaining
customer attention has become increasingly difficult for businesses of all scales, be it small
enterprises, startups, or large corporations. The challenge lies in delivering the right message
to the right audience at the right moment to drive meaningful interactions and conversions.
For instance, in the realm of professional marketing such as mutual funds, Al-driven analysis
of stock market data aids in identifying top-performing funds, showcasing a pivotal role of Al
in marketing endeavors. With the widespread adoption of the Internet, marketing has
evolved beyond traditional methods, necessitating the integration of advanced technologies
like Artificial Intelligence and Machine Learning into digital marketing practices.

Artificial intelligence offers distinct advantages in processing vast amounts of data with
unprecedented speed, enabling businesses to leverage real-time insights into customer
preferences and behaviors. This capability empowers companies to tailor promotions and
offerings precisely when customers are most receptive to making purchases, thereby
maximizing engagement and conversion rates. Moreover, Al's deep learning capabilities
enhance predictive analytics, enabling businesses to segment customer behaviors effectively.
By identifying patterns such as when specific customer groups are likely to engage in
shopping activities, enterprises can optimize promotional strategies, pricing decisions, and
delivery arrangements, resulting in substantial cost savings and improved efficiency.

The emergence of Al-powered Q&A chatbots represents a paradigm shift in customer
communication and interaction. While chatbots have been prevalent on social media
platforms like Facebook, their potential for businesses has only recently been realized. These
chatbots provide a dynamic and instant communication channel, allowing businesses to
engage both new and existing audiences effectively. Unlike traditional email marketing
approaches that direct customers to generic landing pages, chatbots guide users to relevant
sections of a website, increasing the likelihood of lead generation and conversion. Integrating
Al into email marketing enables more targeted and efficient campaigns, with chatbots acting
as intermediaries to gather customer preferences and refine marketing strategies over time.
Ultimately, these Al-driven practices enhance lead generation accuracy, optimize purchasing
conditions, and establish dynamic customer profiles, fostering long-term profitability and
customer relationships for businesses.

Methods

To understand the impact of Al and ML on overall marketing landscape in Nigeria, we will be
using mixed method research wherein we will be performing qualitative research (both
interview and observation) to understand the perception of organizations towards adoption
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of Al and ML in Nigeria and implications of the adopting Al and ML; and quantitative research
(surveys) for understanding consumer’s acceptability of Al and ML.

Qualitative Analysis

Table 1: Qualitative Data Analysis

Designation Domain Key comments
Head Emerging | Travel Industry 1. Limited embrace of digitalization impedes
Markets the advancement of Al and ML in Nigeria.

2. Presently, Al and ML proves more
advantageous in retaining customers rather
than acquiring them.

3. Intelligent Al and ML aids in finding astute
customers, consequently enhancing data
intelligence and advancing Al capabilities.

CE Chatbot 1. The outlook for Al and ML in Nigeria appears

Platform uncertain, with a need for focused efforts on
innovating in data collection methods.

2. The telecommunication company, facing
relentless pressure to maintain profitability,
is poised to pioneer the adoption of Al and ML
technologies.

3. The telecommunication company is diligently
monitoring our social media information to
optimize sales strategies, aiming to efficiently
identify potential customers for acquisition

Digital Pharmaceutical | Businesses in Nigeria lack a comprehensive
Transformation | Industry understanding of Al and ML, its functionality, and
Lead how to maximize its benefits.

The primary factors contributing to the limited
adoption of Al and ML in Nigeria include:

1. Infrequent data collection and slow response
times.

2. Inadequate analysis of collected data to
extract valuable insights.

3. Limited evolution of the concept of machine
learning, leading to uncertainty among
Nigerian companies regarding the utilization
of vast datasets.

Quantitative Analysis

The survey was crafted aligning with the research goals to gauge the acceptance of Al and Ml
among Nigerian consumers, focusing on the following criteria:
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» Interest in utilizing Al and ML for service personalization.
» User-friendliness of Al and ML.
» Real-world incorporation of Al and ML.

Service personalization entails tailoring services to suit consumer preferences, while Al and
MI adoption pertains to consumer acceptance of Al and MI technology.

Data Analysis

The information gathered underwent analysis through SPSS. Initially, the questionnaire
addressed demographic details such as age, gender, income, and internet usage frequency.
Subsequent inquiries focused on gauging participants' perspectives on embracing Al and ML
in customer support services, online shopping platforms, and virtual assistants.

Results and Discussion

Al and MI contribute to enhancing personalized service experiences by comprehending
consumer preferences and customizing services accordingly. To gauge the potential impact
of adopting Al and ML in service personalization from a Nigerian standpoint, it's crucial to
first grasp Nigerian consumers' inclination towards personalized services.

Nigerian consumers' inclination towards personalized experiences on e-commerce
platforms was considered in designing the research questionnaire, owing to the audience's
substantial familiarity with such platforms.

Table 2: Online shopping platform, Purchase attitude towards online platforms with virtual trial Cross
tabulation

Purchase attitude towards

online platform with virtual trial

Most
Likely Likely = Neutral
Count 22 44 14
Percentage of the effectiveness of
Useful recommendations offered on an online 27 55 18
shopping platform.
% of Total 7% 14% 5%
Count 36 51 24
The efficacy of
suggestions Percentage of the effectiveness of
offeregg ononline  Neutral recommendations offered on an online 26.70% 37.80% 17.80%
retail platforms. shopping platform.
% of Total 13.0% 18.5% 8.7%
Count 6 9 15
Percentage of the effectiveness of
Not recommendations offered on an online 13.30%  20.00% 33.30%
Useful  shopping platform.
% of Total 2.2% 3.3% 5.4%
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The table above indicates that individuals who express neutrality regarding the efficacy of
suggestions offered on online retail platforms tend to demonstrate a stronger inclination
towards online purchases when virtual trial options are available.

Conclusion and Recommendations.

While there exist numerous obstacles to overcome, the potential of Al and ML to address
many of today's challenges is undeniable. This transformation can only be achieved through
the collaborative efforts of individuals and businesses in creating a man-machine hybrid that
is more potent than either component operating independently.

The Nigerian government has taken proactive steps towards digitalization and is
championing the Al and MI agenda by establishing a policy group dedicated to these
technologies. Collectively, these advancements will drive the advancement of an Al and ML
ecosystem and their integration into our daily lives. The era of the 'augmented age' is fast
approaching. In order to stay competitive in the current industrial landscape, it is imperative
for companies to embrace Al and ML.

Marketers can employ artificial intelligence (AI) to assess consumer behaviors and patterns,
predict forthcoming outcomes, and adjust advertising accordingly. This entails leveraging
data, statistical algorithms, and advanced Al technology to forecast future trends. As Al
systems analyze larger datasets, they refine their outcomes and provide increasingly
accurate responses over time. Machine learning (ML) algorithms powered by Al can sift
through extensive historical consumer data to pinpoint suitable advertisements for clients
and determine the most effective stage of the purchasing process for their deployment. By
capitalizing on trends and data, Al enables marketers to optimize content delivery at
precisely the right moment. ML, as a process, utilizes observations or data, such as firsthand
experience or instruction, to detect patterns that facilitate better decision-making in the
future. The objective of ML is to empower computers to autonomously learn, without human
intervention, thereby enabling systems to adjust their actions accordingly.

Looking ahead, marketers can harness Al to craft personalized experiences for their clientele
and refine marketing analytics techniques for targeting potential customers. Every
interaction between a prospect or consumer and a product or solution is logged and
leveraged to enhance future iterations of the product or service. The present moment
presents an opportune time for marketers to delve into Al strategies to create highly tailored
experiences for their customers. With Al expected to continue its expansion across various
industries and sectors, marketers must invest time and resources in experimenting with
strategies to ensure that their marketing endeavors are positioned for sustained success,
both presently and in the future.
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