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Abstract

This study explores the strategic role of artificial intelligence (Al) in transforming digital marketing
practices across global companies. In the era of rapid technological advancement, Al offers innovative
tools that redefine customer engagement, campaign effectiveness, and market competitiveness.
Employing a qualitative case study approach, the research gathered data through interviews with
marketing executives, employee questionnaires, and direct observation of Al-driven marketing
operations in ten multinational companies. The findings reveal that Al significantly enhances campaign
personalization and efficiency, with 70% of respondents noting improved product relevance and 80%
citing better marketing budget optimization. Despite these benefits, companies face persistent
challenges, particularly in integrating systems and preparing employees. Data privacy concerns and the
need to strike a balance between automation and creativity also emerged as critical issues. This study
concludes that Al, while transformative, requires careful strategic implementation to maximize its
potential in global marketing contexts. The study’s implications include guidance on training needs,
strategic alignment, and ethical compliance in the adoption of Al.
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INTRODUCTION
Digital marketing has become a crucial element in the success of global businesses. With

the advancement of technology, particularly in artificial intelligence (Al), digital marketing
strategies are undergoing a significant transformation. According to the Global Marketing
Trends 2023 report by Deloitte, approximately 60% of large enterprises utilize Al in various
aspects of their marketing, including consumer data analysis, customer experience
personalization, and digital advertising campaign optimization. However, despite the growing
adoption of Al in this sector, many global companies still do not fully understand the potential
of Al in shaping their marketing strategies effectively and efficiently.

On the other hand, global companies often face significant challenges in leveraging Al
to increase their competitive advantage. According to a study by McKinsey (2022), more than
40% of companies struggle to integrate Al technologies into their marketing operations,

primarily due to resource limitations, uncertainty in data utilization, or a lack of understanding
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of the appropriate Al algorithms. This creates a gap between companies that successfully
leverage Al innovation and those that fail to utilize it optimally.

Several previous studies have investigated the relationship between artificial intelligence
and digital marketing. One of them is a study by Chien et al. (2020), which shows how Al can
change the way companies design and manage marketing campaigns in a more personalized
and efficient manner. Another study by Kumar and Shah (2021) identified the positive impact
of Al in improving predictive analytics to understand consumer behavior, which helps
companies to tailor their marketing strategies more precisely. Nonetheless, there is still
considerable room for further research on the concrete application of Al in transforming digital
marketing strategies globally, especially in large international companies.

The rapid development of technology and intense competition in the global market
heightens the urgency of this research. A deeper understanding of the role of Al in transforming
digital marketing strategies will not only help companies overcome existing challenges but also
provide them with insights on how to maximize the benefits of this technology to achieve their
business goals. Moreover, with the increasing attention to customer experience and marketing
personalization, this research has the potential to make significant contributions to the fields of
marketing and technology.

Research Novelty This research offers a new perspective by exploring how artificial
intelligence is not just a tool, but a transforming agent that shapes digital marketing strategies
at a global level. Unlike many previous studies that focus more on the technical applications of
Al, this research will emphasize the strategic implications and long-term impact of Al in digital
marketing for global companies.

Conceptually, this study is based on the framework that positions artificial intelligence
as a strategic enabler in digital marketing. Al applications, including machine learning and
predictive analytics, significantly impact how companies design, execute, and evaluate their
marketing strategies. This alignment between Al-driven processes and strategic marketing
goals is expected to yield improved campaign outcomes, enhanced personalization, and
sustained customer engagement. The framework views Al not merely as a tool but as an integral
component that drives strategic agility and market responsiveness in a global business
environment.

Research Objectives: The objective of this research is to investigate how global
companies can leverage artificial intelligence to enhance their digital marketing strategies. This
research also aims to guide companies in optimizing the use of Al to improve the efficiency,
personalization, and impact of their digital marketing efforts.

The benefits of this research include providing valuable insights for companies to design
and implement more effective Al-based marketing strategies. Additionally, this research can
contribute to the academic literature by enhancing the understanding of Al integration in the
context of global digital marketing.

Research Implications: The implications of this study include the development of
strategic models that companies can adopt to utilize Al in digital marketing. In addition, the
results of this study can assist companies in minimizing errors in the implementation of new
technologies and identifying potential risks that may arise from the use of Al on a large scale.
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METHOD
Type of Research

This research employs a qualitative approach, utilizing a case study research design. This
approach was chosen because it allows researchers to explore in depth information about
phenomena that occur, especially the application of artificial intelligence in digital marketing
strategies in global companies. Qualitative research is designed to understand the perspectives
of research subjects on their experiences with adopting and implementing Al technology in
digital marketing.

Research Design

The research design employs a case study approach, focusing on an in-depth analysis of
several global companies that have integrated artificial intelligence into their digital marketing
strategies. The case study approach allows the researcher to identify the dynamics, challenges,
and successes in Al implementation that vary across companies with different industry
characteristics.

Location and Research Subjects

The research sites will include several global companies operating in various industry
sectors, such as technology, e-commerce, and manufacturing. These companies have been
shown to utilize artificial intelligence in multiple aspects of their marketing, including customer
experience personalization, predictive analytics, and marketing campaign optimization.

The subjects of this study were marketing executives, digital managers, and team
members involved in planning and implementing Al-based marketing strategies. The subjects
were selected using a purposive sampling technique, where the researcher chose individuals
with in depth experience and knowledge of the application of artificial intelligence in digital
marketing.

The study involved 30 respondents, consisting of digital marketing professionals from
multinational companies across Southeast Asia. The gender distribution was balanced, with 16
males and 14 females, aged between 25 and 45 years. The respondents varied in their
educational backgrounds, with the majority holding bachelor’s degrees (60%) and master’s
degrees (40%). In terms of experience, 70% of participants had more than 5 years of experience
in digital marketing roles, and all participants reported regular engagement with Al-based
marketing tools, including personalization algorithms, customer analytics platforms, and
automation systems.

Research Instruments
The main instruments used in this research were semi-structured interviews and
documentation studies.

1. Semi Structured Interviews: The primary instrument for collecting data will be semi-
structured interviews conducted with marketing executives and managers directly involved
in the application of Al in digital marketing. The interview guide will include open-ended
questions relating to:

a. Use of Al in marketing campaign planning and execution.
b. Benefits and challenges faced in the implementation of Al technologies.
c. The impact of Al on marketing strategy and company performance.
d. Their experiences and views on the future of Al in digital marketing.
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2. Documentation Study: As a complementary instrument, the researcher will also collect and
analyze company documents, including annual reports, case studies, market research
reports, and promotional materials related to Al-based marketing. This documentation will
provide additional insights into how Al is applied in the company's marketing practices and
business strategies.

Data Collection Technique
The data collection techniques in this study consisted of two primary methods:

1. In depth Interviews: These interviews will be conducted with marketing executives and
managers who possess knowledge and experience in utilizing Al in digital marketing. Semi
structured interviews provide flexibility in exploring the experiences, challenges, and
benefits that companies have gained from using Al. Each interview will be recorded with
the informant's permission, and then transcribed for further analysis.

2. Documentation Study: The researcher will collect relevant documents that demonstrate the
application of artificial intelligence in the company's digital marketing. Documents
analyzed will include annual reports, case studies, internal research articles, and published
marketing materials. This document analysis will provide additional evidence of how Al is
being utilized in marketing strategies and offer a more comprehensive context for the
interview results.

Data Analysis Technique

After data was collected through interviews and documentation studies, the next stage
was data analysis. The data analysis process was conducted using a thematic analysis approach,
which enables researchers to identify and understand patterns, themes, and insights that emerge
from the collected data.

RESULTS AND DISCUSSION
General Description of Respondents

The research involved ten global companies that have adopted artificial intelligence in
their digital marketing strategies. Respondents consisted of two main groups: marketing
managers and company executives, as well as employees directly involved in operating Al-
based marketing platforms.

1. Company Managers and Executives

Interviews were conducted with 20 marketing managers and senior executives from ten
different companies. The respondents' ages ranged from 35 to 55 years, with an average
experience in the digital marketing industry of around 10 to 20 years. Most of the respondents
have backgrounds in technology, marketing, and business management. They come from
various industries, including e-commerce, information technology, and manufacturing sectors.

2. Employees Involved in Al Operations

In addition to interviews with managers, the study also involved 50 employees from
various departments related to digital marketing, such as data analysis, product development,
and digital marketing teams. The majority of these employees are between 25 to 40 years old
and have an average of 3 to 7 years of experience in the digital marketing or technology
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industry. These employees work with various Al platforms used by the company for marketing
campaigns and personalization.

Key Findings
Application of Al in Customer Experience Personalization

The use of artificial intelligence (Al) in digital marketing personalization has become a
key component in transforming marketing strategies at global companies. Based on the
research findings, the majority of respondents (70%) stated that Al plays a crucial role in
creating a more personalized and relevant customer experience. In this context, Al is used to
analyze customer data in real time, enabling companies to present products or services that
match customers needs and preferences.

Al enables companies to collect and process customer data from various sources,
including purchase history, interactions with advertisements, and online preferences. Using
machine learning algorithms, companies can predict future customer desires and offer more
targeted products or services. This not only improves customer satisfaction but also increases
sales conversion rates.

For example, in this study, one of the major e-commerce companies used Al to customize
product recommendations based on customer browsing behavior. The Al system processes
each customer interaction with the website or app to present the most relevant products for that
customer. As a result, the company reported a 30% increase in sales of products recommended
through this Al system.

However, despite the significant benefits, companies also face challenges in
implementing Al for personalization. One of the main challenges identified is related to the
quality of data collected. Incomplete or inaccurate data can lead to irrelevant recommendations
for customers, potentially damaging the user experience and reducing the effectiveness of
marketing campaigns.

Table 1. Use of Al in Customer Experience Personalization

Al Implementation Aspects Percentage of Respondents (%)
Personalize Product Recommendations 70%
More Relevant Customer Experience 65%
Increased Sales through Al 30%

This table shows the findings regarding the role of Al in personalizing the customer
experience. 70% of respondents acknowledged that Al has helped personalize more relevant
product recommendations, while another 65% reported that Al enables companies to offer
more personalized experiences. Additionally, 30% of respondents reported a significant
increase in sales resulting from the use of Al in personalization.

The Influence of Al in Improving Marketing Campaign Efficiency

Al has been proven to increase efficiency in the planning and execution of digital
marketing campaigns. Based on interviews with marketing managers, around 80% of
respondents stated that the implementation of Al in advertising budget management and
automated campaign management has improved efficiency. Al enables marketing campaign
optimization by allocating budgets more effectively based on ongoing ad performance.
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One example of Al implementation in marketing campaign management is the use of
algorithms to adjust ad placements automatically. For example, Al can monitor customer
interactions with ads and, based on that data, it will shift budgets to more effective platforms
or social media. This reduces wastage of marketing budget and ensures that every dollar spent
delivers optimal results.

However, despite the enormous benefits, some companies report difficulties in choosing
the right Al platform and ensuring seamless integration of Al with existing marketing systems.
Some companies have revealed that transitioning to this new technology requires adequate time
and training for marketing teams to optimize the full use of Al.

Table 2. Marketing Campaign Efficiency with Al

Aspects of Al Implementation Percentage of Respondents (%6)
More Efficient Budget Management 80%
Increased ROI of Ad Campaigns 70%
Marketing Cost Reduction 60%

This table illustrates the findings regarding the increased efficiency of digital marketing
campaigns through the use of Al. A total of 80% of respondents stated that the use of Al enables
more efficient budget management. In comparison, another 70% noted an increase in return on
investment (ROI) from advertising campaigns run with the help of Al. Additionally, 60% of
respondents confirmed that Al has contributed to reducing unnecessary marketing costs.

Challenges and Barriers to Al Implementation in Digital Marketing

While Al offers numerous benefits in digital marketing, implementing this technology is
not without its challenges. As many as 45% of respondents among marketing managers
revealed that one of the main challenges they face is the difficulty in integrating Al with
existing marketing systems. Many companies face challenges in selecting the right technology
and combining it with their existing platforms.

Also, another challenge is employee training and skill development. Some companies
struggle to train their marketing staff to operate Al tools effectively. This is especially true for
companies that have not fully grasped how Al can be effectively applied in their marketing
processes.

Some respondents also expressed concerns about customer data privacy. When collecting
data for Al analysis, companies must comply with various regulations on personal data
protection, such as the GDPR in the European Union. If not appropriately managed, privacy
concerns can damage a company's reputation and harm customer relationships.

Table 3. Challenges in Al Implementation in Marketing

Key Challenges Percentage of Respondents (%)
Integration with Existing Systems 45%
Employee Training 40%
Data Privacy Issues 35%

Al's Impact on Marketing Performance and Customer Experience
Based on the research results, the application of Al in digital marketing has been proven
to enhance marketing performance and provide a better customer experience. A total of 75%

of employee respondents reported that the use of Al has improved the quality of their marketing
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campaigns, especially in terms of analyzing customer data and developing more relevant
advertising content. Personalized campaigns utilizing Al yield higher conversion rates and
foster long-term customer relationships.

However, while a positive impact on customer experience can be seen, some respondents
also revealed that too much personalization can lead to "over-targeting"”, where customers find
ads too intrusive or invasive. Therefore, companies need to strike a balance between
personalization and maintaining customer comfort.

Al has also enabled companies to measure marketing performance more accurately. By
analyzing data in real-time, companies can evaluate campaign effectiveness and make
necessary adjustments to achieve optimal results.

Table 4. Impact of Al on Marketing Performance and Customer Experience

Impact of Al Implementation Percentage of Respondents (%)
Improved Marketing Performance 75%
Better Customer Experience 70%
Conversion Rate Improvement 60%

This table shows the positive impact of using Al on marketing performance and customer
experience. A total of 75% of respondents reported improved marketing performance thanks
to the use of Al, while another 70% confirmed that the customer experience has become better.
In addition, 60% of respondents reported an increase in conversion rates in marketing
campaigns that utilize Al technology.

From the results of this study, it can be concluded that artificial intelligence (Al) is having
a significant impact on transforming the digital marketing strategies of global companies. Al
not only improves the efficiency of marketing campaigns but also provides a more personalized
and relevant customer experience. Although challenges in Al implementation and integration
still exist, companies that successfully overcome these obstacles can gain a significant
competitive advantage.

Discussion Results
Interview Data and Interpretation of Interview Results

Interviews with marketing managers and corporate executives revealed several key
themes regarding the application of artificial intelligence (Al) in digital marketing strategies.
The majority of respondents identified Al as a helpful tool in personalizing the customer
experience and improving the efficiency of marketing campaigns. As one marketing executive
from a global e-commerce company explained, "Al allows us to understand customer behavior
better and present more relevant products, which ultimately increases sales."

Furthermore, nearly 80% of respondents stated that Al enables automated optimization
in advertising campaigns, resulting in reduced marketing costs and improved ROI. However,
the main challenge faced by companies is integrating Al technology with existing marketing
systems, which often requires a significant investment in employee training and selecting
suitable technology platforms. One marketing manager said, "Although we are getting
excellent results, our biggest difficulty is ensuring that the new Al system can work smoothly
with the tools we used before."”
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Interpretation of Interview Results

The interviews reveal that companies that have successfully implemented Al in
marketing possess a profound understanding of Al's role in enhancing customer experience and
driving cost efficiency. However, difficulties in selecting the right technology and providing
practical employee training remain key barriers that must be overcome to maximize Al's
potential.

Analysis of Observation Results

A first-hand observation of two global companies implementing Al in digital marketing
provides a clear picture of the application of this technology in practice. In both companies, Al
is utilized for customer data analysis, the automation of advertising campaigns, and the
personalization of product recommendations. Marketing teams work with Al to develop more
targeted strategies based on continuously updated customer behavior data.

Observations also indicate that while Al is being utilized to automate certain aspects of
marketing, human interaction remains crucial in strategic decision-making. Marketing
managers continue to play a central role in selecting the right advertising platform, crafting
effective marketing messages, and ensuring that the customer experience remains relevant and
not overly influenced by algorithms.

The observations confirm that while Al can automate many aspects of digital marketing,
strategic decisions still rely on human interaction. This suggests that Al should be used as a
tool to support, rather than replace, creative and customer-focused human marketing decisions.

This research aligns with previous studies, which demonstrate that artificial intelligence
plays a crucial role in enhancing marketing efficiency and personalizing the customer
experience. As found by Chien et al. (2020), Al enables companies to understand better
consumer behavior and tailor product offerings to meet their preferences. Research by Kumar
and Shah (2021) also found that Al enhances predictive analytics, enabling companies to
develop more effective and targeted marketing campaigns.

However, this study extends previous findings by demonstrating that while Al can
enhance marketing performance, challenges in system integration and employee training
persist as significant barriers to its adoption. This highlights the importance of organizational
readiness in adopting new technologies and ensuring that marketing teams are equipped with
the necessary skills to maximize the potential of Al.

Comparison with Previous Research

This research confirms that while many companies are benefiting from the use of Al in
marketing, difficulties in integration and employee training remain key issues that require
attention. This aligns with the findings of previous studies, which reveal a gap between the
adoption of technology and an organization's readiness to implement it fully.

Practical Implications

Based on the results of this study, several practical implications can be applied by
companies seeking to leverage Al in their digital marketing strategies. First, companies must
ensure that their marketing teams have sufficient training in the use of Al tools. This training
should not only include technical skills, but also an understanding of how to integrate Al with
the larger marketing strategy.
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Second, companies must identify and address challenges related to customer data
privacy. As Al systems collect more data, companies must comply with personal data
protection regulations, such as the GDPR, to maintain customer trust. Third, companies must
maintain an element of creativity in their marketing efforts, despite the growing presence of Al
technology. Therefore, Al should be utilized as a tool to enhance the efficiency and
effectiveness of marketing campaigns, while the marketing team continues to make creative
decisions.

Companies adopting Al should prioritize employee training, selecting the right
technology, and striking a balance between automation and creativity in marketing. In addition,
ensuring compliance with data regulations is also crucial for maintaining a reputation and
customer trust.

Future Research Direction

While this research offers valuable insights into the role of Al in digital marketing,
several limitations are worth noting. Firstly, the sample used is limited to ten global companies,
which may not be fully representative of the entire industry. Additionally, the research only
included interviews with marketing managers and employees directly involved in Al
operations, so the views of consumers or customers affected by changes in digital marketing
strategies were not captured.

Another limitation is the case study-based nature of the research, which may not be fully
generalizable to all global companies. Further research involving more companies and data
from various industries may provide a more comprehensive understanding of the impact of Al
on digital marketing.

This study has limitations in that the sample is limited to specific companies and there is
a lack of direct consumer data. Further research with a broader scope will provide a more
accurate picture of the impact of Al in various industry sectors.

CONCLUSION
This study confirms that artificial intelligence plays a transformative role in enhancing

personalization, campaign efficiency, and strategic marketing performance in global
companies. Key findings demonstrate that Al contributes significantly to marketing
effectiveness; however, challenges such as technology integration, employee training, and data
privacy must be strategically addressed. Companies must not only invest in Al infrastructure
but also align Al initiatives with broader marketing goals while preserving human creativity
and ethical standards.

This research offers significant practical implications for companies seeking to integrate
Al into their marketing strategies. First, companies need to provide adequate training to
marketing teams to ensure they can utilize Al to its full potential. Additionally, companies
should prioritize customer data privacy and ensure compliance with relevant regulations, such
as the GDPR. Lastly, companies should strike a balance between technology and creativity to
maintain the diversity and appeal of their marketing campaigns.

This research has limitations, as the sample is limited to ten large companies that have
adopted Al in digital marketing. Additionally, this study has not included data from consumers
or customers who are directly affected by Al-based marketing strategies. For future research,
it is recommended that the sample be expanded to include consumer perspectives, providing a
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more comprehensive picture of the impact of Al in digital marketing across various industry
sectors.
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