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The impact of artificial intelligence on marketing communications:
New business opportunities and challenges

M Abstract. The purpose of this study was to analyse the impact of the integration of artificial intelligence (AI) technologies
on modern approaches to marketing communications, with an emphasis on identifying new opportunities for optimising
business processes. A wide range of technologies have been explored to automate, optimise, and personalise marketing
processes, enabling companies to interact more effectively with customers and improve the results of their marketing
campaigns. Technologies such as machine learning and natural language processing have been examined, which
contribute to the analysis of large amounts of data, the formation of forecasts and recommendations, and the automation
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of content creation and advertising campaign management. In particular, Al allows personalising communication with
customers, which increases the effectiveness of marketing campaigns and ensures maximum efficiency of advertising
costs. The study provides examples of successful implementation of Al in the marketing strategies of companies such
as Netflix, Amazon, Sephora, Coca-Cola, and Google Ads, which allowed them to substantially increase the level of
customer loyalty, reduce the cost of storing goods and optimise advertising budgets. The main limitations and risks
of using Al are analysed, such as the high cost of implementation, the possibility of algorithm bias, and data privacy
issues. Rozetka has developed an Al marketing strategy that includes analysis of current processes, selection of tools
and technologies, integration of Al into content personalisation and advertising campaign management, automation of
advertising budget management, demand forecasting, and inventory management. Expected economic effects include
increased conversions, reduced advertising costs, an increase in the average receipt, and increased company profitability.
Thus, Al becomes a key tool for transforming marketing strategies, providing companies with competitive advantages
and the ability to quickly respond to changes in consumer behaviour and market conditions

M Keywords: automation; personalisation;forecasting; technological change; customerloyalty; marketing communications

H INTRODUCTION

The rapid development of artificial intelligence (AI) tech-
nologies has dramatically changed many aspects of busi-
ness, in particular, marketing communications. These
changes are not only revolutionary but also inevitable, forc-
ing companies to adapt to new market realities. Al offers
tools that substantially improve the effectiveness of mar-
keting campaigns by automating processes that previously
required substantial resources. Therewith, the use of Al in
marketing communications raises a number of challenges,
such as ethics, data privacy, and dependence on new tech-
nologies, which makes research on this topic particularly
relevant. The relevance of the subject is due to the growing
competition in the field of marketing, where each compa-
ny strives to stand out and attract a large audience. The
use of Al in marketing communications can substantially
improve the accuracy of targeted marketing by offering
consumers personalised offers based on big data analysis.
However, despite the substantial advantages, many compa-
nies face difficulties in integrating Al into their strategies.
Thus, exploring new opportunities and challenges asso-
ciated with the use of Al in marketing communications is
essential to ensure business competitiveness. The problem
of using AI in marketing communications includes several
critical aspects. The issue of adapting businesses to new
technologies requires substantial investment in person-
nel training and updating the technical infrastructure. It is
important to consider the ethical aspects of the use of Al,
in particular, in matters of data privacy, when personalised
marketing campaigns can turn into a violation of consumer
privacy. Companies face challenges in measuring the effec-
tiveness of Al use, as traditional evaluation methods may
not fully reflect the impact of new technologies.

General information about the use of Al in marketing
communications covers several key areas. In particular, Al
allows to automate data analysis processes, which provides
a deeper understanding of consumer needs and behaviour.
Al is also used to create and optimise content, which can
substantially improve the effectiveness of campaigns in
social networks and other digital platforms (Bilovodska et
al., 2024). In addition, AI helps improve customer service
through chatbots and other automated communication
systems. In marketing communications, there is a key
problem — how to effectively use Al to optimise processes
and improve the effectiveness of campaigns (Oklander et
al., 2024). This problem has already attracted the atten-

tion of many researchers, each of whom has examined
different aspects of the impact of AI on marketing. A. Hal-
eem et al. (2022), for example, emphasised that the use of
AT algorithms can substantially improve the accuracy of
ad campaign targeting by analysing large amounts of data
and identifying consumer behavioural patterns. S.L. Wam-
ba-Taguimdje et al. (2020) focused on how integrating Al
into the content creation process helps generate relevant
content faster and test it against different target audiences,
which increases communication efficiency. K. Shakhovs-
ka et al. (2020), in turn, investigated the use of Al in ana-
lysing consumer sentiment through social networks, point-
ing to the ability to better understand customer needs and
adapt strategies to these expectations. A study by P. Van
Esch & J. Stewart Black (2021) focused on automating mar-
keting processes, such as using chatbots and automated
data processing systems, which can substantially improve
customer interaction. R. Srinivasan & G. Sarial-Abi (2021)
highlighted the possible negative consequences of imper-
fect machine learning models, which can lead to discrim-
inatory strategies and damage the company’s reputation.

G. Overgoor et al. (2019) drew attention to new oppor-
tunities for conducting A/B testing (split testing to identi-
fy the most effective version of the page and increase the
conversion rate) in real time, which is made possible by
Al, allowing for a quick adaptation of the marketing cam-
paigns to market requirements. V.V. Vorobiova et al. (2023)
investigated the impact of Al on improving the effective-
ness of loyalty programmes, emphasising that algorithms
can predict consumer behaviour and provide personalised
offers, which increases customer retention. A. Maedche et
al. (2019), in turn, reviewed the use of Al to create virtual
agents that can interact with consumers at different stag-
es of their purchases. M. Stone et al. (2020) examined how
Al helps optimise the distribution of advertising budgets
across different communication channels. A.F. Borges et
al. (2021) emphasised that Al allows companies to auto-
matically collect and analyse data about competitors, pro-
viding the ability to respond faster to market changes and
adjust their strategies accordingly.

The analysis of the papers of these authors highlights
both the substantial potential of Al in the transformation
of marketing communications and the challenges that
companies face when implementing these technologies.
Despite the substantial contribution of researchers to the
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examination of the impact of Al on marketing communica-
tions, there are still several aspects that require more in-
depth analysis. There is a limited amount of research ana-
lysing how small and medium-sized enterprises implement
Al in their marketing strategies, given the limited resourc-
es and technical infrastructure. Insufficient research was
focused on the impact of personalised marketing commu-
nications on long-term customer loyalty. It is particularly
relevant to consider the possible negative consequences of
automating interaction with consumers. The purpose of
this study was to identify and analyse various aspects of the
impact of Al on marketing communications in the digital
economy. The objectives of the study were to assess the im-
pact of Al integration in marketing on long-term customer
loyalty and identify the risks of algorithm bias in market-
ing communications and develop ways to minimise them.

® MATERIALS AND METHODS

A comprehensive methodological approach was used to ex-
amine the impact of Al on the transformation of modern
marketing communications, which combines the analysis
of practical cases and the development of strategic recom-
mendations based on the data obtained. Modern AI tech-
nologies such as machine learning, natural language pro-
cessing, and computer vision were analysed, as well as their
applications in various aspects of marketing, including au-
tomation, optimisation, and process personalisation. This
process allowed identifying the main directions of Al appli-
cation in marketing and formulating the following critical
hypotheses: Al improves the personalisation of marketing
messages, increases the effectiveness of interaction with
consumers through process automation, allows predicting
user behaviour based on data analysis, optimises advertis-
ing budgets through more accurate targeting, promotes
content creation based on natural language analysis, and
increases the overall effectiveness of marketing campaigns
through real-time data analysis.

For practical analysis, examples of successful imple-
mentation of Al in the marketing strategies of leading in-
ternational companies were selected, such as Netflix, Am-
azon, Sephora, Coca-Cola, and Google Ads. Each example
was reviewed in detail to identify specific approaches to Al
integration and assess the economic effects achieved, such
as increasing conversions and customer loyalty, and opti-
mising advertising budgets. Comparing the results of Al im-
plementation in different companies identified trends and
effective practices. In particular, it was investigated how
AI affects content personalisation, ad campaign manage-
ment, demand forecasting, and customer service automa-
tion. Several key indicators were considered to evaluate the
effectiveness of Al implementation, such as increased con-
versions, increased customer loyalty, reduced advertising
costs, improved inventory management, and delivery times.

Based on theoretical analysis and the reviews of
practical cases, a strategy for integrating Al into Rozet-
ka’s marketing processes was developed. The strategy
includes several stages: analysis and planning, selection
of tools and technologies, integration of Al into content
personalisation and advertising campaign management,
automation of advertising budget management, demand
forecasting, inventory management, and performance mon-
itoring. Each stage is accompanied by specific measures and
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expected economic effects that ensure a systematic ap-
proach to implementing Al and maximising its potential.
Key performance indicators, such as conversion rate, return
on investment, customer loyalty, and average receipt, were
identified to evaluate the effectiveness of implementing Al
in Rozetka’s marketing processes.

In the process of developing an Al integration strategy,
specific tools and platforms were selected that best meet
the needs of Rozetka. Among them are Google Cloud Al
for data analysis and creating personalised recommenda-
tions, Market Brew for optimising search rankings and pre-
dicting the impact of changes in search engine positions,
and Emarsys for automating and personalising marketing
campaigns. The choice of these tools was based on their
effectiveness, scalability, and ability to integrate into the
company’s existing marketing processes. The examination
of Al integration considered the ethical and social aspects
of technology use.

W RESULTS

Al is rapidly gaining a key role in changing modern ap-
proaches to marketing communications. The term covers
a wide range of technologies that enable machines to per-
form tasks that previously required human involvement.
In marketing, Al helps automate, improve efficiency, and
personalise various processes, allowing companies to com-
municate more effectively with consumers and improve
the effectiveness of their campaigns. These technologies
include machine learning, natural language processing,
computer imaging, etc. Through machine learning, Al can
analyse large amounts of information, identify specific pat-
terns, and provide predictions or recommendations. Natu-
ral language processing allows systems to understand text
or speech like humans, which is particularly useful in the
context of automated customer service or content genera-
tion (Chintalapati & Pandey, 2022).

In marketing, Al acts as a powerful tool to help brands
reach their audiences more accurately. For example, using
Al algorithms, user behaviour can be tracked in real time,
their preferences can be analysed, and personalised rec-
ommendations or advertising messages can be provided,
which substantially increases audience engagement. This
increases the likelihood that the consumer will respond to
the marketing message, as it will meet their expectations
and needs. In addition, Al allows automating many rou-
tine marketing processes. This includes automatic content
creation, managing advertising campaigns, processing cus-
tomer requests using chatbots, and much more (Vlaci¢ et
al., 2021; Butenko et al., 2023). Such technologies not only
save time and resources but also increase the overall effec-
tiveness of marketing efforts, allowing specialists to focus
on strategic tasks.

However, the essence of Al in marketing communica-
tions goes far beyond simple automation. An important
aspect is the AI’s ability to learn and adapt based on new
data. This means that marketing campaigns can be not only
accurate but also dynamic, constantly adapting to changes
in consumer behaviour and market conditions. This gives
the business a substantial competitive advantage, allowing
it to quickly respond to changes and take advantage of new
opportunities. Therewith, the use of Al in marketing com-
munications raises a number of ethical and social issues.

Economics of Development. 2024. Vol. 23, No. 4



For example, there is a risk that algorithms may be biased
or use data in a way that violates consumer privacy. These
aspects require careful analysis and consideration when
developing and implementing Al-based strategies.

Al has become an important tool for transforming
marketing strategies in business environment (Trusova et
al., 2022). Its capabilities allow companies to interact more

Paid advertising NN

Email messages/offers personalisation [ NN

Product/content recommendations || NN

Email subject personalisation ||
Predictive analytics || Y
Account identification || N NI

Chatbots NN

Campaign send/deploy time | NN
Segmentation |G
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effectively with customers, optimise resource usage, and
improve the results of marketing campaigns. An important
advantage of Al is its ability to analyse huge amounts of
data and adapt to changes, making it an indispensable tool
in modern marketing strategies (Eriksson et al., 2020). Fig-
ure 1 shows in which areas Al is most used or tested for
marketing automation.

32%
32%
22%
22%
18%
18%
16%
16%
12%
10% 15% 20% 25% 30% 35%

Figure 1. Areas where Al is tested or used for marketing automation
Source: compiled by the authors based on The state of marketing automation (2022)

The figure shows that the largest share of Al use in
marketing communications is accounted for by the person-
alisation of electronic messages and offers and paid adver-
tising. Personalisation of electronic messages can substan-
tially increase the effectiveness of marketing campaigns,
as individually adapted offers better meet the interests of
users, which encourages increased sales and customer loy-
alty. Paid advertising optimised with Al ensures maximum
efficiency of advertising costs, which allows companies to
get high results at a lower cost. Next in value are product
or content recommendations and personalisation of the
email subject. Recommendation systems using Al allow
users to offer products or services that best suit their inter-
ests, which increases the likelihood of purchases. Person-
alising the subject of an email also substantially improves
email opening rates, as adapted headers make emails more
attractive to recipients.

Al-based predictive analytics provides companies with
important insights to make decisions by predicting cus-
tomer behaviour and market trends, which helps them bet-
ter plan their marketing strategies. Account identification
provides increased security and accuracy in personalising
services, but this is not yet widely used in marketing. Chat-
bots are used to automate customer service, enabling the
provision of information and resolving issues in real time,
reducing customer support costs. Segmentation, while im-
portant for accurate campaign targeting, is currently used
on a smaller scale, which may be due to the complexity and
need for specialised knowledge to implement it.

One of the main areas of use of Al in marketing is the
personalisation of content and communications. Al allows
analysing data about consumer behaviour, preferences,
purchase history, demographics, and other parameters to
create individually tailored offers (Hermann, 2022a). For

example, the Netflix platform uses Al to analyse user views
and provide personalised recommendations for movies and
TV shows, which increases the probability of renewing a
subscription by 75% and increases customer loyalty (An-
nual reports & proxies, n.d.). This personalisation not only
improves the customer experience but also increases com-
panies’ revenue by about 20%, as customers are more likely
to shop when they receive offers that match their interests.

Another important area of Al application is demanding
forecasting and inventory management. Al helps business-
es predict demand for goods and services, allowing them
to manage inventory more efficiently and reduce costs.
For example, Amazon uses machine learning algorithms to
analyse historical sales data and determine future trends
(Annual reports..., n.d.). This helps the company reduce
the delivery time of goods by 40% and the level of product
shortages — by 30%. Due to such technologies, companies
can reduce the cost of storing goods by 15% and ensure
timely delivery of products to consumers, which contrib-
utes to increasing customer satisfaction.

Al is also actively used to automate customer ser-
vice. Al-based chatbots and virtual assistants are able to
respond to customer requests, provide information or
solve problems without human intervention. For example,
Sephora’s chatbots help customers find the right cosmetics
by giving recommendations based on an analysis of previ-
ous purchases and preferences (DE &I annual report, 2024).
Due to the use of chatbots, the level of customer satisfac-
tion increased by 50%, and the response time to requests
was reduced by 70%. Al also plays an important role in
analysing social media sentiment (Carles & Vila, 2024).
With natural language processing, Al algorithms can an-
alyse the tone of comments, reviews, and other text data
to determine the overall attitude to a brand or product. For
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example, Coca-Cola uses Al-based social media analytics
to monitor responses to ad campaigns and adjust strategies
in a timely manner (Annual reports, n.d.). This approach
allows companies to be more sensitive to changes in public
opinion and quickly adapt to new conditions.

Another area of Al application is the smart manage-
ment of advertising campaigns. Al is able to automate ad
campaign management processes, optimising budget allo-
cation and audience selection. Al-based systems can ana-

lyse the effectiveness of ads concurrently, determine the
best platforms for placing them, and set up targeting to
achieve maximum return on investment. Google Ads, for
example, uses machine learning algorithms to automati-
cally optimise bids and select keywords, which helps ad-
vertisers achieve better results at a lower price. This allows
companies to maximise the return on their marketing costs
while minimising the risk of overspending. Table 1 shows
examples of the use of Al in marketing strategies.

Table 1. Examples of the use of AI in marketing strategies by different companies and their effects

Company Use case Effect
Netfli Personalisation of movie and TV series recommendations | Increasing the probability of subscription renewal by 75%,
ettiix based on view analysis customer loyalty — by 60%, revenue — by 20%
A Demand forecasting and inventory management Reduction of delivery time by 40%, product shortages — by
mazon optimisation using machine learning 30%, and storage costs — by 15%
. i Increased customer satisfaction by 50%, reduced response
Sephora Using chatbots to automate customer service K i .
time to inquiries by 70%
c Col Social media sentiment analysis using natural language Increasing the effectiveness of advertising campaigns by
ocartola processing to monitor responses to advertising campaigns 35%, the positive perception of the brand - by 20%
Google Ad Automatic optimisation of bids and selection of keywords Return on investment increase by 50%, cost price
008le ACS for advertising campaigns reduction by 30%

Source: compiled by the authors

Al plays a vital role in transforming approaches to
managing advertising budgets, offering new opportuni-
ties to optimise costs and improve the effectiveness of
advertising campaigns. By utilising the power of machine
learning algorithms and the processing of large volumes
of data, companies can perform accurate and operational
market analysis, which allows for more informed decisions
about the allocation of resources. One of the key ways
Al is impacting the management of advertising budgets
is through its ability to analyse vast amounts of data in
real time. Modern Al-based tools can instantly evaluate
the effectiveness of advertising campaigns, determining
which channels and strategies bring the highest return
on investment (Peyravi et al., 2020). In addition, AI allows
for more precise and personalised targeting. Instead of
spending money on ads that are shown to a wide audience
with low conversion rates, Al helps identify specific groups
of consumers who are most likely to make a purchase. Al
also plays an important role in ad spend forecasting. By
analysing historical data and considering external factors
such as seasonality, the economic situation or changes
in consumer behaviour, Al can predict future advertising
campaign costs with high accuracy.

Despite the substantial benefits of using AI in market-
ing, there are certain limitations that should be considered.
One of the key limitations is the high cost of implementing
Al technologies. Integrating Al into marketing processes
requires substantial investment in technology and skilled
personnel. For a small business, this can be an overwhelm-
ing task, limiting the availability of these technologies to a
wide range of companies. The high cost of implementation
can also hold back the development of companies that al-
ready use Al but need to expand its capabilities (Shaw et
al., 2019). In addition, there is a risk of Al algorithms being
biased. Algorithms can be biased if they were trained on in-
correct or incomplete data. This may lead to discrimination
or false conclusions. For example, ad campaigns using Al
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for targeting can exclude certain groups of consumers if the
algorithm deems them less profitable. Such bias can have
negative consequences for the brand if customers perceive
that they are being discriminated against.

Data privacy is also an important issue. The use of Al
to analyse personal data raises questions about privacy
and data protection. Failure to comply with relevant regu-
lations may result in loss of customer confidence and legal
sanctions. In the context of growing attention to the pro-
tection of personal data, companies need to carefully mon-
itor the use of AI and comply with all necessary standards
and regulations (Murdoch, 2021). Data dependency is an-
other limitation of using Al in marketing. The effectiveness
of Al systems directly depends on the quality and quantity
of data they use. Insufficient or poor-quality data can lead
to wrong decisions and ineffective marketing strategies.
Therefore, companies need to ensure access to quality data
and constantly update it so that Al systems can work as
efficiently as possible.

Small businesses with limited resources often face
the challenge of limited budgets for marketing campaigns
(Lewinski et al., 2016). In such conditions, choosing the
right tools becomes vital to expanding advertising oppor-
tunities. Due to the development of Al, even small busi-
nesses can gain access to powerful tools that were previ-
ously only available to large corporations. For example,
using Google Cloud AI allows such companies to quickly
integrate Al into their marketing strategies. This service
provides convenient and secure access to a pre-trained
Al model and the ability to customise model to work with
images, speech, dialogues, and structured data. With this
tool, even inexperienced marketers can easily get started
with Al, using it to automate processes, analyse data, and
improve customer interactions. For small businesses, this
is extremely important because they can save time and
resources while receiving high efficiency from the use of
advanced technologies.

Economics of Development. 2024. Vol. 23, No. 4



Large companies looking to gain a competitive edge
are turning to search engine optimisation-based Al tools
to optimise their digital strategies. One such tool, Market
Brew, helps search engine optimisation teams better un-
derstand how the search engine landscape is changing.
This tool allows not only to analyse the current positions
in the search results but also to predict changes that may
occur in the future. Using new forecasting services, Market
Brew provides for testing website changes in a conditional
model, allowing for the understanding of how these chang-
es will affect real-world ranking results. This is especially
important for large companies that strive to always stay
one step ahead of their competitors. They can predict in ad-
vance the impact of their actions on search results and thus
adjust their strategies according to the expected changes.

Another important tool used by both large companies
and small businesses is Emarsys. This platform provides
a single omnichannel solution that allows for large-scale
personalisation of marketing campaigns. Emarsys helps
brands not only improve the efficiency of their interaction
with customers but also substantially increase sales due to
an individual approach to each customer. Using data from
various channels, the platform creates targeted campaigns
that meet the needs and expectations of specific custom-
ers. This increases the level of customer satisfaction and
increases brand loyalty, which, in turn, leads to an increase
in company revenues.

The use of Al in marketing communications raises a
number of ethical and social issues that are becoming
increasingly relevant. While AI provides marketers with
powerful tools to improve the effectiveness and accuracy
of ad campaigns, its adoption also raises concerns about
privacy, transparency, equality of access, and societal im-
pact (Kurmanov, 2023). Many consumers may feel uneasy
about their personal data being used without their consent
or even their knowledge. This raises the question of the
ethical responsibility of companies regarding the collec-
tion, storage, and use of personal data, as well as the need
to ensure transparency in this process (Hermann, 2022b).
Another important ethical aspect is the possibility of dis-
crimination and bias in Al algorithms. If algorithms were
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trained on data containing discriminatory patterns, they
may reproduce or even reinforce these biases in their work.

The social aspects of the use of Al also include the
availability of technology and its impact on jobs. The use
of Al in marketing may require highly skilled profession-
als, creating barriers for smaller companies or developing
countries where access to such resources is limited. This
can lead to increased digital inequality between different
regions and economies (Mikalef et al., 2022). In addition,
the automation of marketing processes through Al could
lead to job cuts in traditional marketing sectors, raising
concerns about the social consequences for workers who
may lose their jobs due to technological change.

Another important social aspect is the impact of Al
on consumer behaviour. Al algorithms are capable of ana-
lysing and predicting the wants and needs of consumers,
which can influence their decisions and even manipulate
choices. This raises questions about the ethics of such prac-
tices, as manipulative marketing can undermine consumer
autonomy and lead to overconsumption, which in turn can
have negative social and environmental consequences (Eh-
san et al., 2021). With the growing role of Al in marketing
communications, it is important to develop ethical stand-
ards and regulations that will ensure the responsible use
of technology. Companies must adhere to the principles of
transparency, providing consumers with clear information
about how their data is used and giving them the ability
to control this process. In addition, it is important to en-
sure that Al algorithms are designed with the principles of
equality and non-discrimination in mind and consider the
social implications of implementing these technologies.

Integrating Al into marketing processes is critical for
companies seeking to maintain a competitive advantage
and improve the efficiency of their operations. A strategy
was developed for the implementation of Al in the market-
ing of the Ukrainian company Rozetka (Table 2). For this
company, one of the largest online retailers in Ukraine, the
introduction of Al is a strategic step that will allow increas-
ing the level of personalisation, optimising advertising
budgets, improving inventory management, and ensuring
a high level of customer service.

Table 2. Strategy for implementing Al in the marketing of the Rozetka company

Stage Description

Expected economic effect

Analysis and planning

Detailed analysis of current marketing processes,
identification of opportunities for Al integration

Optimisation of resources, reduction of Al
implementation costs, improvement of planning
efficiency

Selection of tools and

technologies
processes

Choice of tools such as Google Cloud Al, Market
Brew, Emarsys for integration into marketing

Increasing forecasting accuracy, improving
personalisation, reducing customer service costs

Integration of Al in
marketing

Implementation of Al in the personalisation of
content, management of advertising campaigns, and
forecasting of demand

Increase conversion by 15-20%, customer loyalty,
and the average check by 10-15% while reducing
advertising costs by 20%

Automation of advertising

Optimising the distribution of the advertising

Maximising return on investment, reducing

budget, adjusting bids based on the analysis of the . . R .
management advertising costs, increasing conversion rates

effectiveness of ads

A L Reduction of delivery time, prevention of
Demand forecasting and | Use of Al to forecast demand for goods, optimisation .
shortage or surplus of goods, reduction of storage

inventory management of logistics processes

costs, increase of customer satisfaction

Economics of Development. 2024. Vol. 23, No. 4 65 -.I
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Table 2. Continued

Stage Description

Expected economic effect

Performance monitoring
successful initiatives

Constant analysis of key performance indicators,
making corrections in processes, scaling up

Increasing the efficiency of operations, cost
efficiency, and revenues by 10-15% due to
attracting new customers

Source: compiled by the authors

The first stage of the strategy is analysis and planning,
which includes a detailed analysis of Rozetka’s current
marketing processes and the identification of opportuni-
ties for Al integration. It is important to determine which
of the existing processes can be automated or improved
with AL In particular, attention should be paid to person-
alisation of content and communications, management of
advertising campaigns, and demand forecasting. The next
step is to select the appropriate Al tools and technologies
that will be integrated into marketing processes. For ex-
ample, Google Cloud Al can be used to analyse data and
create personalised recommendations, Market Brew — to
optimise search rankings and predict the impact of chang-
es in search engine positions, and Emarsys - to automate
and personalise marketing campaigns.

The integration of Al into marketing processes in-
cludes several key areas. To begin with, personalisation of
content and communications is necessary. The company
must configure Al algorithms to analyse data about user
behaviour and provide personalised recommendations
to do this. Such personalisation is expected to increase
conversion by 15-20% and increase customer loyalty. For
example, users who regularly purchase electronics will re-
ceive personalised offers for accessories or related products
that match their previous purchases. This can increase the
average order check by 10-15%. The next step is to auto-
mate the management of advertising campaigns, which will
allow optimising the allocation of the advertising budget
and increase the effectiveness of each ad. For example, Al
algorithms can analyse the effectiveness of ad campaigns
in real time and automatically adjust bids to ensure max-
imum return on investment, resulting in a reduction in ad
spend of around 20% while maintaining or even increasing
conversion rates. The next important area is demand fore-
casting and inventory management. Using Al to forecast
demand will allow the company to better plan purchases
and avoid shortages or overstocks. For example, based on
the analysis of previous years and current trends, Al can
predict increased demand for certain categories of goods
during the holiday period, which will allow preparing in ad-
vance and avoiding losses due to a lack of goods.

After the integration of Al, the company must ensure
constant monitoring of the effectiveness of the new pro-
cesses. This includes regular analysis of key performance
indicators such as conversion, return on investment, cus-
tomer retention time, etc. For example, if the personalisa-
tion of the content does not produce the expected results,
it is necessary to make adjustments to the algorithms or
to expand the data set used for analysis. Depending on the
monitoring results, the company can optimise processes
and scale the use of Al to new areas. For example, if the au-
tomation of advertising campaigns is successful, the com-
pany can expand this approach to all advertising platforms,
including social networks and email marketing. This can

lead to a 10-15% increase in revenue by attracting new cus-
tomers and improving cost efficiency. Integrating Al into
Rozetka’s marketing processes has substantial potential to
improve operational efficiency and increase revenue. How-
ever, this process requires careful planning, selection of
appropriate tools and constant monitoring of results. Giv-
en the scale of the company’s operations and the amount
of data it processes daily, the introduction of AI will allow
Rozetka to remain competitive and meet the growing needs
of customers for high-quality service.

m DISCUSSION

The use of Al in marketing communications is becoming
an increasingly important factor in the transformation of
modern business strategies. The results show that Al not
only facilitates the automation and optimisation of pro-
cesses but also provides deep personalisation of commu-
nications, which increases the effectiveness of marketing
campaigns and interactions with customers. One of the
key aspects is the ability of Al to analyse huge amounts
of data and make predictions based on the patterns deter-
mined (Prymostka & Kysil, 2023). This enables companies
to quickly respond to changes in consumer behaviour and
market conditions, which is a substantial competitive ad-
vantage. For example, personalised emails created with Al
have substantially higher open and engagement rates, in-
creasing the chances of conversion and building customer
loyalty. C.G.M. Arce et al. (2024) investigated how Al affects
the management of advertising budgets in small and me-
dium-sized businesses. They came to the conclusion that
the introduction of Al allowed substantially increasing the
efficiency of the use of advertising resources. In addition,
K. Abrokwah-Larbi & Y. Awuku-Larbi (2024) focused on
how Al helps optimise staff costs by automating routine
tasks and freeing up time for more strategic actions. They
noted that by automating processes such as ad campaign
management, data analysis and reporting, companies were
able to reduce labour costs and increase team productivity.
Compared to the results of this study, the authors’ papers
confirm an increase in efficiency, but the current data show
a higher level of this efficiency (by 10-15%). This may be
explained by the fact that the study used different Al algo-
rithms or a different sample.

H.A. Lari et al. (2022) investigated the impact of Al on
the effectiveness of advertising campaigns in the field of
e-commerce. They established that the introduction of Al
in advertising campaigns allowed a 30% increase in effi-
ciency due to the personalisation of ads and the automa-
tion of the ad-buying process. Importantly, Al has substan-
tially reduced customer acquisition costs and improved
conversion rates. The results are consistent with current
research on improving the effectiveness of advertising
campaigns through the use of Al. However, the authors fo-
cused on e-commerce, whereas this study covers a wider
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range of industries, including traditional businesses, and
also includes implications for managing advertising budg-
ets, which was not mentioned in this paper.

However, along with the advantages, the results indi-
cate a number of challenges and limitations associated with
the implementation of Al in marketing processes. The high
cost of implementing Al technologies, the need for invest-
ments in technological infrastructure, and attracting qual-
ified specialists can become barriers for small and medi-
um-sized enterprises (Zelisko et al., 2024). In addition, the
risk of biasing algorithms that may be trained on incomplete
or incorrect data raises ethical issues and may lead to dis-
crimination against certain groups of consumers. N. Soni et
al. (2019) investigated the impact of Al on the management
of advertising budgets in small businesses. They conclud-
ed that the implementation of AI allowed for substantial
improvements in targeting accuracy, but the impact on
the overall budget remained minimal due to the limited
resources of small businesses. The current study confirms
that small businesses are indeed limited in their ability to
widely adopt AL, but even partial use of Al can lead to some
positive results, especially in the context of cost reduction.

K. Nair & R. Gupta (2021) focused on studying the im-
pact of Al on the creative campaigns of large brands. Their
investigation showed that the use of Al greatly simplifies
and automates the process of creating promotional mate-
rials, which has led to a reduction in creative content costs.
This study also confirmed the effectiveness of AI in the
creation of advertising content, but it examined its role in
personalising content to further reduce costs, which was
not considered by the author. Ethical and social aspects of
the use of Al are another important subject of discussion.
Using consumers’ personal data without their knowledge
or consent can raise concerns among users, highlighting
the need for transparency in data collection and use. In
addition, the automation of marketing processes may lead
to job cuts in traditional marketing sectors, creating so-
cial challenges for workers who may lose their jobs due to
technological change (Makedon et al., 2022). L. Ouchchy et
al. (2020) in their study also emphasised the ethical aspects
of using Al in advertising, highlighting the risks of discrim-
ination and privacy violations. They noted that insufficient
control over algorithms can lead to unequal distribution of
budgets based on biased data. The current results also in-
dicate possible ethical issues, but they focused more on the
economic aspects of using Al, while the author focused on
the ethical challenges. This indicates the need to combine
these approaches in future research.

Dependence on data quality is also a substantial limi-
tation in the use of Al. The effectiveness of Al systems di-
rectly depends on the quality and quantity of data they use.
Cases of wrong decisions due to poor data quality can lead
to ineffective marketing strategies (Savytska et al., 2024).
This highlights the importance of ensuring access to quality
data and regularly updating it. A study by P. Boozary (2024)
investigated the impact of data quality on the use of Al and
the adaptation of advertising strategies. The author estab-
lished that Al can substantially improve the effectiveness
of advertising campaigns by adapting strategies according
to changes in consumer behaviour, resulting in increased
efficiency, but the quality of the data must be considered.
T. Davenport et al. (2020) also emphasised the importance
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of integrating Al with other technologies to achieve maxi-
mum results, noting that the use of Al alone without such
integration may limit the potential for efficiency gains.
The authors’ results are consistent with the findings of this
study about the importance of using real-time to adapt ad-
vertising strategies.

Looking ahead, AI technologies continue to evolve,
and over time many of the current limitations may be over-
come. For example, implementing ethical standards and
regulating the use of Al can reduce the risks associated
with algorithmic bias and the protection of personal data
(Gashi et al., 2024). A decrease in the cost of technologies
can also be expected, which will make them more accessible
to a wider range of enterprises. M.A. Al Khaldy et al. (2023)
analysed the impact of AI on return on investment in ad-
vertising campaigns. They determined that using Al can
increase return on investment by 25-35%, especially in
highly competitive industries. G. Shanmugam et al. (2023),
in turn, noted that a substantial increase in efficiency is ob-
served when Al is used to analyse and adjust campaigns in
real time. In particular, the automation of processes based
on data allows better adaptation of advertising strategies
to changes in consumer behaviour, which leads to more ef-
ficient use of advertising budgets. The results of this study
support the authors’ conclusions regarding the increase
in return on investment due to the implementation of Al.
However, this effect can be even greater if Al is integrated
with other marketing technologies, such as automated data
analysis and behavioural analytics.

In general, the implementation of Al in marketing
communications brings substantial benefits, such as in-
creased efficiency, automation of processes, and personal-
isation of communications. However, there are also certain
challenges that require a careful approach, including ethi-
cal issues, cost of implementation, and dependence on data
quality. Companies need to consider these aspects and ac-
tively work to overcome them while ensuring ethical stand-
ards and increasing consumer trust to successfully use Al
in marketing.

B CONCLUSIONS
The study confirmed that Al is becoming an increasingly
influential factor in the transformation of modern mar-
keting communications. Al encompasses a wide range of
technologies that enable machines to perform tasks that
traditionally require human intelligence. In the context of
marketing communications, Al provides the ability to au-
tomate, optimise and personalise many processes, allowing
companies to interact more effectively with customers and
improve the results of their advertising campaigns. In par-
ticular, machine learning allows Al-based systems to ana-
lyse large volumes of data and make predictions or recom-
mendations based on detected patterns. Natural language
processing allows machines to understand and interact
with text or language the way humans do, which is espe-
cially valuable for automated customer service or content
generation. These technologies create opportunities to au-
tomate routine marketing processes, such as content crea-
tion, management of advertising campaigns, processing of
customer inquiries using chatbots, etc.

An important advantage of Al is its ability to self-
learn and adapt based on new data. This allows marketing
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campaigns to remain dynamic and respond in time to
changes in consumer behaviour and market conditions,
which provides companies with a substantial competitive
advantage. The study also identified that AI is actively
used to manage advertising budgets, which allows for more
efficient allocation of resources and maximum return on
investment. An important part of the research is also the
consideration of the ethical and social issues of using Al
The use of Al can raise questions about data privacy, algo-
rithm bias, and the impact on jobs. It is necessary to devel-
op ethical standards and regulations that will ensure the
responsible use of technologies and reduce possible nega-
tive consequences. It was determined that Al substantially
optimises the planning, distribution, and analysis of the
effectiveness of advertising campaigns. Examples of com-
panies such as Netflix, Amazon, Sephora, Coca-Cola, and
Google Ads have demonstrated the successful use of Al to
improve the effectiveness of marketing strategies and per-
sonalise the user experience.

As part of the study, a strategy for introducing Al into
the marketing processes of the Rozetka company was also
developed. It involves the use of machine learning algo-
rithms to analyse user behaviour and predict their needs.

This strategy includes the integration of modern tech-
nologies to automate the management of advertising
campaigns, which will allow the company to allocate ad-
vertising budgets more efficiently and increase return on
investment. By implementing Al, Rozetka will be able to
reduce advertising costs and increase targeting accura-
cy and customer satisfaction through personalised offers.
Successful implementation of Al can provide substantial
economic benefits and improve customer service, but re-
quires careful planning, selection of appropriate tools and
continuous monitoring of results. A limitation of the study
is the insufficient number of companies examined and pos-
sible differences in market conditions that may affect the
results of Al implementation. Further research could focus
on analysing a wider range of companies and investigating
the impact of Al on different marketing industries in differ-
ent economic contexts.
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BNNMB LUTYYHOIO iHTENEKTY HAa MapKeTUHIroBi KOMyHiKauii:
HOBi MOXX/TUBOCTi Ta BUKJIMKM ANnga 6i3Hecy

M AHoTauif. MeTo10 1IbOTO JOCTiIKeHHS 6Y/I0 TpoaHaii3yBaTy BIUIMB iHTErpallii TeXHOIOTii mTydyHoro inTenexty (III)
Ha CYYacHi IMiJXoay G0 MapKeTMHTOBMX KOMYHiKallili 3 aKIleHTOM Ha BUSBJIEHHI HOBUX MOSKJIMBOCTEN AJIsT ONTMMi3aliii
6i3Hec-mporieciB. TOCTiIKEHO IMIMPOKUI CIHEKTp TEXHOJIOTiii 1jisi aBTOMaTu3allii, onmTumisalii Ta mepcoHamisaiii
MapKeTHHTOBMX ITIPOIIECiB, IO M03BOJISIE KOMIIAHisIM Giiblll e(PeKTUBHO B3a€MOMISITM 3 KIi€HTaMM Ta IOKpallyBaTU
pe3yabTaTy CBOIX MapKeTMHIOBUX KaMIlaHiit. PO3IISIHYTO Taki TEXHOJOTIT, SIK MallMHHe HaBYaHHsI Ta 06po6Ka MpUpogHOL
MOBM, SIKi CIIPUSIOTh aHaTi3y BEJMKUX 00CATIB JaHMxX, (GOpMYBaHHIO MPOTHO3iB Ta peKOMeHAalliil, aBToMaTK3allii
CTBOPEHHSI KOHTEHTY Ta yIIPaBIiHHS PeKIaMHMMM KaMraHissmu. 3o0kpema, 111 mo3Bosisie nmepcoHamizyBaTy KOMYHiKallito
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A. Lyndyuk et al.

3 KIi€HTaMy, IO MiJBUIIYE Pe3yIbTAaTUBHICTh MAapKETMHIOBMX KaMITaHiil Ta 3abe3reuye MaKCUMaabHy e(heKTUBHICTD
peKIaMHMX BUTpAT. Y JOC/TiIKeHHI HaBedeHO IMPUKIIaAM YCITiITHOro BripoBaakeHHs 1111 B MapKeTMHTOBI cTpaTerii Takux
KoMmmaHiii, sk Netflix, Amazon, Sephora, Coca-Cola, Google Ads, 1110 JO3BOIWIIO iM CYTTEBO ITiIBUIIUTY PiBEHb JIOSTTBHOCTI
KIi€EHTIB, 3HM3UTU BUTPATM Ha 30epiraHHsI TOBapiB Ta ONTMMIi3yBaTU peKaaMHi OiomkeTu. [IpoaHanizoBaHO OCHOBHI
0oOMeXXeHHSI Ta PU3UKM BUKOPUCTAHHSI LITYYHOTO iHTENeKTYy, Taki SIK BMCOKA BapTiCTh BIPOBAIKeHHS, MOXIUBICTH
yIepemKeHOCTi aITOPUTMIB Ta MUTaHHS KoHbigeHiiHOCTI tanux. Rozetka po3po6uiia MmapkeTMHTOBY cTparerito 1111, ska
BKJTIOUA€E aHaJIi3 MMOTOUHMX IIPOIIeCiB, BUOIp iHCTPYMEHTIB i TeXHOJOTi, iHTerpariito Il B mepcoHamisaliito KOHTEHTY Ta
YIPaBIiHHS PEKIAMHMMM KaMIIaHisSIMM, aBTOMAaTU3AIliI0 YIIPABIiHHS PEeKIaMHUM GIO/IKeTOM, TTPOTHO3YBAHHS MOMUTY
Ta yhpaBdiHHS 3amacamyu. OuikyBaHi eKOHOMiuHI edeKTU BKIIIOYAIOTh ITiIBUIIEHHS KOHBEpPCii, 3SHVKEHHSI BUTpAT Ha
pekamy, 36i7bllIeHHs CepeJHbOTO YeKa Ta IMiJBUILEHHS MpuUOYyTKOBOCTI KoMmaHii. Takum unHOM, IIII cTae KIIOYOBUM
iHcTpyMeHTOM TpaHcdopMallii MapKeTMHIOBMX CTpaTeriit, HaJaouy KOMIIaHisIM KOHKYPeHTHI IlepeBaru Ta MOX/IUBICTb
IIBMIKO pearyBaTy Ha 3MiHM B MTOBEiHIIi CITOKMBAYiB i pUHKOBOT KOH IOHKTYPU
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