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Introduction: The integration of big data and artificial intelligence (AI) is reshaping marketing 

strategy and management, enhancing decision-making and competitive advantage. This study 

explores how these technologies contribute to strategic excellence in marketing.  

Objective: To examine the impact of big data and AI on marketing effectiveness and to provide 

practical recommendations for improving strategy formulation and implementation.  

Methods: A mixed-methods approach was employed, including a survey of 250 marketing 

professionals and semi-structured interviews with 15 experts. Quantitative data were analyzed 

using descriptive statistics and multiple regression, while qualitative data were examined through 

thematic analysis.  

Results: The survey revealed that 82% of organizations use big data analytics and 70% employ AI 

technologies. Regression analysis demonstrated that both technologies significantly improve 

marketing effectiveness (big data: β = 0.45, p < 0.001; AI: β = 0.38, p = 0.002). Qualitative findings 

highlighted AI's role in enhancing personalization and identified data privacy and strategic 

alignment as key challenges. Conclusion: Big data and AI substantially boost marketing 

effectiveness, though challenges such as data privacy and alignment with business goals must be 

addressed. Future research should investigate emerging technologies like blockchain and 

augmented reality to further advance marketing strategies. 
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1. INTRODUCTION 

In the context of the development of the discipline of marketing strategy and management, the 

use of contemporary technologies and methods of data analysis is an essential factor. The use 

of big data and AI is investigated to improve the decision making within the field of marketing 

and customer relations (Kumar et al. , 2016). Such technological enhancements make it 

possible for organizations to get better approaches towards achieving their goals and 

objectives, thereby increasing their chances of success and outcompeting their rivals (Wedel 

& Kannan, 2016).  

 Several opportunities have been observed where AI has applied in marketing with much 

success most notably in the area of customer experience and automation. Research shows that 

AI tools provide better customer insights, which can be useful in the effective management of 

marketing communication activities (Choi & Kim, 2019). The problem is that as companies 

implement such technologies into their operations, it is critical to meet new marketing 

expectations (Rust & Huang, 2014). As we are living in the world where business is 

increasingly becoming competitive, it is imperative to be aware of the latest technological 

developments. Marketing communication also enhances brand equity and aids the 

sustainability of the business (Keller, 2001). This understanding is essential in creating 

strategies that are unique and capable of being fitted into the market trends (Hunt & Morgan, 

1995). 

This research will aim at finding out how organizations can achieve strategic mastery in the 

use of contemporary trends and technologies in marketing strategy and management. 

Therefore, the purpose of the present research is to provide practical suggestions on the ways 

in which strategy formulation and implementation can be improved based on case evidence 

and empirical findings. 

 

2. LITERATURE REVIEW 

Marketing communication and management research has therefore changed over the years 

with the growing technology and the use of analytical tools. Several papers point out that big 

data and AI are at the heart of current and future marketing processes and initiatives. 

 

2.1 The Impact of Big Data on Marketing Strategy 

The emergence of big data has brought a lot of changes in the way organizations undertake 

marketing. Kumar et al. (2016) note that, through big data analytics, firms are able to make 

effective decisions from the large volume of information available to the them, and, in 

particular, to market their products more effectively. Through the consumer analytics, it is 

possible for the companies to fine tune the marketing strategies in order to satisfy and meet 

the consumers’ needs and wants (Wedel & Kannan, 2016). This shift towards data driven 

decision making underlines the need to adopt advanced analytics as part of the formulation of 

the marketing strategies. 

 

2.2 The Role of Artificial Intelligence in Marketing 



434 Dr. Rabichand Thongam et al. Towards Strategic Excellence: Enhancing...               

                                      

Nanotechnology Perceptions 20 No. S11 (2024)                                         

AI has taken marketing strategies to further heights through improved customer relations 

through improved efficiency through the use of AI technologies. Choi and Ko (2018) explain 

how the application of artificial intelligence in the form of machine learning algorithms and 

natural language processing improves the customers’ experience through the use of 

recommendation systems and chatbots. Marketing effectiveness and operational efficiency 

have also been reported to have been enhanced by AI’s ability to analyze big data and to predict 

consumer behavior (Rust & Huang, 2014). With the rising use of AI technologies in 

organizations, there is the need to adjust for full optimization of these technologies. 

 

2.3 Strategic Alignment and Brand Equity 

Marketing goals and objectives they set should be in line with organizational objectives and 

with the market realities. For it is essential to sustain competitive advantage, as Keller (2003) 

underlines, building a high brand equity is a must. Marketing synchronization also enhances 

the position of brand identity and increases customer loyalty and sustainability. Hunt and 

Morgan (1995) further state that strategic alignment means that marketing actions have to be 

congruent with business goals and objectives and at the same time, are responsive to the 

changes in consumer behavior and market conditions. 

 

2.4 Challenges and Opportunities in Marketing Strategy 

Like any other integration of technologies, there are advantages and disadvantages of 

integrating big data and AI. Challenges include issues to do with data privacy and the fact that, 

often, specialized skills are required in order to analyze large and complex data (Lemon & 

Verhoef, 2016). Moreover, the technological advancement is fast and this means that 

marketing strategies have to be adjusted frequently (Kannan & Li, 2017). Nevertheless, the 

prospects for improving market efficiency and reaching the strategic apex of excellence with 

the help of technology are significant. 

 

2.5 Future Directions in Marketing Strategy Research 

3. Future research on marketing strategy should focus on exploring how advanced 

technologies such as blockchain and augmented reality can revolutionize marketing. 

Blockchain, for example, has the potential of increasing the levels of transparency and 

therefore, trust in digital advertising (Marr, 2020). Also, augmented reality might redefine 

consumer engagement with the help of engaging, interactive experiences (Pantano & 

Gandini, 2017). As such, knowledge of these technologies is crucial for the development 

of innovative and effective marketing strategies that will capture the new demand and 

technological trends.  

4.  To sum up, the integration of big data and AI has a great impact on marketing strategy and 

management. Marketing also becomes dynamic as the use of technology in the business 

increases, organizations need to be prepared to change their strategies. Future research 

should look at how these new technologies can be deployed in order to gain strategic 

advantage and sustain a competitive advantage. 

 

5. METHODOLOGY 

This research employs both quantitative and qualitative research to establish how 

organisations can achieve strategic marketing strategy and management. This research adopts 
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both quantitative and qualitative research approaches, and the analysis provides insights into 

the modern practices, technologies, and their impact on marketing performance. 

 

3.1 Research Design 

A sequential explanatory mixed-methods design was employed whereby the quantitative data 

was collected and analyzed before the qualitative data was collected and analyzed with a view 

of explaining and enriching the findings of the quantitative data (Creswell & Plano Clark, 

2017). This approach enables a strong analysis of the application of big data and AI in the 

marketing plans. 

 

3.2 Data Collection 

3.2.1 Quantitative Data 

Surveys were conducted online targeting the marketing professionals of different 

organizations. The survey was meant to provide information on the use of big data analytics 

and AI in the marketing plans. The questions covered in the survey instrument were on the 

level of technology adoption, perceived benefits and the problems encountered. The survey 

was developed using the items from previous studies in the related field (Netemeyer et al. , 

2003; Nunnally & Bernstein, 1994). In all, 250 responses were gathered, giving a 

representative view of the range of marketing and technological activity. 

 

3.2.2 Qualitative Data 

The data for this study were collected from 15 professionals from the field of marketing 

executives and the technological field through semi-structured interviews. The purpose was to 

get more information about their experiences and perceptions of big data and AI in the context 

of marketing. The interview guide was developed from themes in the literature and was pilot 

tested for both face and content validity (Gubrium & Holstein, 2001). The interviews were 

audio-taped, transcribed and coded thematically in order to determine the most frequent 

themes and patterns. 

 

3.3 Data Analysis 

3.3.1 Quantitative Analysis 

Quantitative data analysis included both descriptive and inferential statistics. Survey data was 

described by frequency distribution and measures of central tendencies. To test the hypothesis 

that there is a correlation between the use of technology in marketing and the effectiveness of 

the marketing communication, statistical testing such as multiple regression analysis was 

conducted (Hair et al. , 2019). Data analysis was done with the help of the software called 

SPSS, the version used was 28. 

 

3.3.2 Qualitative Analysis 

The study adopted thematic analysis as outlined by Braun and Clarke (2006) in the analysis of 

the qualitative data. This entailed analyse the interview data, emerging patterns and themes 

and provide an analysis of the findings in light of the objectives of the study. Specifically, the 

qualitative data was managed and analysed by using NVivo software, version 12. 

3.4 Validity and Reliability 
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To enhance the credibility, dependability, transferability and quality of the results the 

following techniques were used. This survey instrument was pre-tested to check and to ensure 

that the questions set and clarity of the questions were appropriate. For the interviews, a pilot 

study was done on the interview protocol that was to be used. This paper has also used data 

triangulation where data from both quantitative and qualitative sources is used to cross check 

the findings hence enhancing the validity and reliability of the research findings (Denzin, 

1978). Further, peer debriefing and member checking were employed to increase credibility 

of the qualitative data. 

 

3.5 Ethical Considerations 

The institutional review board approval was sought before data collection in this study. The 

participants’ consent was sought, and they were informed of the anonymity of the study. To 

ensure confidentiality of the participants, the data collected were anonymized and saved 

securely. 

 

6. RESULTS AND DISCUSSIONS 

 

4.1 Quantitative Results 

4.1.1 Survey Respondent Demographics 

The survey was conducted on 250 marketing professionals across various sectors. The 

demographics were as follows: retail 30%, technology 24%, financial services 18%, health 

care 16 %, and other 12%. This way, the respondents’ sample is diverse, and the results provide 

a general picture of the current marketing practices and the use of technologies. 

 

Table 1: Survey Respondent Demographics 

Demographic Category Frequency Percentage 

Industry   

Retail 75 30% 

Technology 60 24% 

Financial Services 45 18% 

Healthcare 40 16% 

Other 30 12% 

Total 250 100% 

 

The table illustrates the distribution of survey respondents by industry: Retail, 30% 

Technology, 24% Financial Services, 18% Healthcare, 16% and Other 12%. Preliminary, a 

total of 250 respondents were selected and the study covered a wide range of sectors in the 

country. 
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4.1.2 Adoption Rates of Big Data and AI Technologies 

The survey shows that organizations are using big data and AI technologies in their operations. 

Particularly, 82% of the participants utilize the big data analytics, 70% use AI to support their 

marketing activities, and 60% use both tools. This is a clear pointer to another emerging trend 

where firms are seeking to apply state-of-the-art technologies to improve marketing 

communications and decision making. 

 

Table 2: Adoption Rates of Big Data and AI Technologies 

Technology Adoption Rate (%) 

Big Data Analytics 82% 

AI Technologies 70% 

Both 60% 

 

The table reveals that big data analytics have been adopted by 82% of the organizations, AI 

technologies by 70% and a combined use of both by 60%. This shows that the advanced 

technologies are currently being adopted in marketing with a significant number of firms using 

big data and AI to support their marketing efforts. 

 

 
Figure 1: Adoption of Big Data Analytics and AI Technologies 

 

The bar chart below displays the level of organization’s adoption of big data analytics and the 

AI technologies. From the statistics, 82% of organizations reported that they employ big data 

analytics to improve marketing, and 70% use artificial intelligence technologies with 60% 

incorporating both. 
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4.1.3 Impact on Marketing Effectiveness 

The regression analysis reveals that big data analytics and AI technologies have a significant 

and positive impact on marketing effectiveness. In particular, the use of big data has a very 

strong correlation with an increase in effectiveness with a coefficient of 0. 45 (p < 0. 001), the 

use of AI also increases effectiveness by 0. 38 (p = 0. 002). This means that the use of these 

technologies increases marketing performance because it helps in targeting, personalization, 

and the overall effectiveness of the marketing strategy, thus, underlining the significance of 

these technologies in the improvement of the marketing process. 

 

Table 3: Multiple Regression Analysis of AI Adoption on Marketing Effectiveness 

Variable Coefficient Standard Error t-Statistic p-Value 

Big Data Adoption 0.45 0.10 4.50 <0.001 

AI Adoption 0.38 0.12 3.17 0.002 

Company Size (Control) 0.22 0.08 2.75 0.007 

R-squared 0.65    

Adjusted R-squared 0.62    

 

The following table illustrates the regression analysis with big data adoption having a positive 

predictor coefficient of 0. 45, p < 0. 001 and AI adoption coefficient of 0. 38, p = 0. 002 in 

predicting the marketing effectiveness. Company size also has a positive impact (coefficient 

= 0. 22, p = 0. 007). The model accounts for 65 per cent of the variation in marketing 

effectiveness (R-squared = 0. 65, Adjusted R-squared = 0. 62). 
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Figure 2: Relationship Between AI Adoption and Marketing Effectiveness 

 

The following scatter plot shows the relationship between the rate of adoption of AI and the 

level of marketing efficiency. Data points represent the relationship, with a red trend line 

illustrating the general upward trend: what is evident, however, is that as the uptake of AI 

grows, marketing performance generally enhance, which is a positive sign of the impact of AI 

technologies in marketing. 

 

4.2 Qualitative Results 

 

4.2.1 Key Themes from Interviews 

From the interviews conducted with the marketing executives and technology specialists, the 

qualitative analysis revealed the following three themes. First of all, AI technologies contribute 

a lot to customer personalization and interaction. Secondly, issues of data privacy present 

themselves as a problem in the adoptions of big data and AI solutions. Finally, the integration 

of technologies in a business setting requires the synchronization of the implementation of the 

technologies with the overall corporate goals. Such themes include; how AI enhances 

marketing approaches, the call for privacy concerns, and the proper integration of technologies 

for effectiveness. 

 

Table 4: Key Themes from Qualitative Analysis 

Theme Description 

Personalization AI technologies enhance customer engagement 

through personalized recommendations and 

interactions. 

Data Privacy Concerns Data privacy and security are major challenges in 

implementing big data and AI solutions. 

Strategic Alignment Successful integration of technology requires 

alignment with overall business objectives. 

 

The table outlines three key themes:  

Personalization—AI enhances customer engagement with tailored recommendations 

Data Privacy Concerns—privacy and security challenges hinder big data and AI 

implementation 

Strategic Alignment—effective technology integration necessitates alignment with broader 

business goals. 

 

Discussion 

● Adoption and Impact of Big Data and AI 

The survey reveals that the use of big data analytics is fairly high with 82% and AI 

technologies are used by 70% of the respondents. The regression analysis confirms that both 
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big data and AI adoption positively impact marketing effectiveness, with significant 

coefficients (big data: The adjusted associations were as follows: for the total score, β = 0. 45, 

p < 0. 001; for the AI, β = 0. 38, p = 0. 002. This discovery is evidence of the premise that 

incorporating advanced technologies into marketing initiatives raises organizational 

effectiveness. 

 

● Personalization and Customer Experience 

The qualitative findings show that AI technologies greatly enhance customer personalisation, 

a fact supported by prior studies showing that AI can help enrich customer experiences and 

engagement by delivering more specific and relevant content (Choi & Ko, 2018). Marketing 

communications tailored to the specific customer is likely to result in higher customer interest 

and satisfaction. 

 

● Challenges and Strategic Alignment 

Probably the biggest issue is data privacy and the second one is the requirement of expertise 

to implement big data and AI solutions. These results are in line with earlier literature that 

states that data privacy issues are one of the key challenges in the digital world (Lemon & 

Verhoef, 2016). Furthermore, the role of the strategic alignment model is supported, which 

states that technology should not be implemented in isolation, but rather should be 

incorporated into the overall organisational strategy in order to gain the greatest benefits 

(Keller, 2003). 

 

●  Future Research Directions 

Further research should be conducted on new trends like Blockchain and Augmented reality 

as they are likely to revolutionize marketing even further. Studying these technologies might 

offer understanding of the effects of these technologies on marketing outcomes and strategic 

performance. 

 

7. CONCLUSION 

In this paper, the focus is on the role of big data and artificial intelligence in the current and 

future marketing landscape. The present findings indicate that big data analytics is adopted by 

82% of organizations and AI by 70%. As for big data and AI, both are discovered to increase 

marketing effectiveness, which provides evidence for the enhancement of performance 

through integration. There are some qualitative findings that AI enhances customer targeting 

and interactions, but there are concerns such as data security and AI alignment. The 

management of these technologies has to be done in such a way that they support the goals of 

the business for effectiveness in strategic management.  Subsequent studies should explore the 

other current and future advancements like the blockchain and augmented reality with an aim 

of discovering their relevance in marketing. This continuous research is essential for the 

creation of such new strategies that will fit in the existing technology and the ever-evolving 

consumer needs. 
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