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Abstract 

Introduction: Considering the overall changes in the business environment it was noted that AI has become a 
significant aspect of modern business. As a result, the study offers insight into the potential and difficulties brought 
about by this changing marketing trend when integrating AI. Furthermore, related objectives, aims and questions are 
presented in the introduction.  
Literature Review: An analysis of previous research on consumer behaviour and customer satisfaction was carried out. 
Deeper perspectives on the topic were produced. 
Methodology: After the primary data collection, quantitative analysis was performed using IBM SPSS. Seventy survey 
participants were selected for an interview to gather data the data was collected using 13-question questionnaires. 
Findings: Challenges including data privacy, AI algorithm complexity, data accuracy, customization fatigue, and 
different platform integration were noted. To solve all of these problems, a well-balanced approach that places a high 
value on superior data management, transparency, and continuous algorithm optimization is needed.  
Discussion: The overall discussion is presented based on the analysis data and an exhaustive discussion is presented.  
Conclusion: To give a brief overview of the whole empirical investigation, a research summary and a concise analysis 
of the findings are provided. 

Keywords: AI, AI for marketing, Customer engagement, Implication of AI, Business Technology  

INTRODUCTION 
AI's fast-paced integration into personalized marketing changes customer engagement. Factors such as the 
effectiveness of content personalization, degree of AI integration, and others indicate the significance of AI-
driven strategies to enhance customer engagement (Usman et al.2024). Therefore, the study discusses 
insight into the challenges and opportunities presented by this evolving marketing trend during integration 
of AI. 

Even with significant AI adoption in personalized marketing, the effects on customer engagement 
are not very clear. Various challenges are involved in the process, making it highly difficult to execute due to 
differences in the effectiveness of the personalised content (Stone et al. 2020). For instance, inconsistency 
in AI integration, fluctuating customer demand, and most importantly, concerns over data accuracy are 
some of the major concerns (De Bruyn et al. 2020). These factors require a critical understanding of the 
optimization of AI-driven marketing strategies. 
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Figure 1: Market value of AI for marketing from 2020 to 2028 
("Source: Statista, 2023”) 

Figure 1 describes the market value for AI integration. This chart makes it clear that there is a 
significant, steady expansion. It is estimated that the market for artificial intelligence marketing is predicted 
to be worth 15.84 billion US dollars in 2021 (Statista, 2023). By 2028, this value is predicted to have more 
than quadrupled to approximately 107.5 billion (Statista, 2023). The information specifies that AI is 
relevant to marketing prediction, which can improve consumer engagement to a great extent. Furthermore, 
this data also contributes to the rationale of the study.  
 
AIM 
The study aims to assess how AI integration into personalised marketing influences customer engagement, 
and the effectiveness of personalised content 
 
RESEARCH OBJECTIVES 
RO1: To understand the effectiveness of personalised content for improving customer engagement. 
RO2: To understand the significance of AI integration for delivering personalized content in marketing.  
RO3: To analyse the associated challenges hindering the integration of AI for personalised contests in 
marketing.  
RO4: To recommend tangible solutions for countering the challenges associated with the integration of AI 
for personalized marketing content.  
 
RESEARCH QUESTIONS 
RQ1: What is the effectiveness of personalised content for improving customer engagement? 
RQ2: What is the significance of AI integration for delivering personalized content in marketing? 
RQ3: How to analyse the associated challenges hindering the integration of AI for personalised contests in 
marketing? 
RQ4: What are the tangible solutions for countering the challenges associated with the integration of AI 
for personalized marketing content? 
 
LITERATURE REVIEW 
 
DISCUSSION ON THE EFFECTIVENESS OF PERSONALIZED CONTENT FOR IMPROVING 
CUSTOMER ENGAGEMENT 
Increasing business competition can be identified with the modernization of a business. Therefore, 
personalisation of the marketing campaign is significant to achieve a competitive edge for a business. As per 
the opinion of Ratakam&Petison (2023), personalization can improve the engagement of the consumer by 
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providing trend-oriented data and reasonable information. Therefore, the engagement of the relevant 
consumer can be improved. On the other hand, Whang et al. (2023) have stated that data quality is 
significantly important for the effectiveness of AI models. Thus, it can be understood that data accuracy 
impacts the outcome of AI marketing.  

           
Figure 2: Impact of AI in business 
(Source:Hoehle et al.2022) 
 
In addition, there is a fine line between utilizing data and the security of data. As stated by Hoehle et al. 
(2022), a brand can lose loyal consumers with the rising concerns of data security. Thus, data works as a fuel 
for the AI integration for marketing which is also a critical aspect of data integration.  
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Figure 3: Benefits of Personalized 
(Source:Hoehle et al. 2022) 
CHALLENGES ASSOCIATED WITH THE IMPLEMENTATION OF AI FOR MARKETING 
With the integration of AI technology for personalized marketing, there exist several major challenges. Wu 
et al. (2021) stated that one major challenge lies in the assurance of data quality and accuracy. If the data is 
of poor quality, then that compromises the effectiveness of the AI algorithms because they depend on high-
quality data to effectively generate personalized content. Similarly, personalization  

             
Figure 4: Challenges associated with AI in management 

(Source: Gupta et al. 2023) 
 
Figure 4 discusses the different challenges associated with the integration process of AI for personalized 
marketing. As stated by Gupta et al. (2023) privacy and data security a significant issues that impact the 
effectiveness of AI.  

Challenges  Description  

Accuracy in the 
quality of the data.  

The quality and accuracy of the data are what underpins AI. Accurate data will 
lead to recommendations for what is relevant; otherwise, the customer is offered 
irrelevant products resulting in poor customer experience. 

Complexity of 
different algorithms 

Large expert-led concerns develop and maintain advanced AI algorithms. Badly 
designed algorithms will simply lead to ineffective personalization. 

Privacy and security 
of data  

There are concerns about privacy and the protection of data obtained by the large-
scale harvesting and analysis of personal data. In respect to this, safety measures 
along with transparency are highly important. 
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Over targeting  Too much of the content that customers receive is over-targeted, leaving them 
often fatigued, and disengaged. Striking a middle way in a relevant personalized 
context without getting too intrusive is what a marketer needs to focus on. 

Integration of 
different channels 

The effective integration of AI technologies with their current infrastructure is 
crucial to constantly delivering personalized experiences in an uninterrupted, 
frictionless manner across channels and systems. 

 
Table 1: Description of the Challenges 
Table 1 is presented in describing the different issues associated with the overall implication of AI for the 
personalization of marketing.  
 
“METHODOLOGY” 
Primary quantitative approaches were employed for the investigation. According to Purwanto (2021), 
obtaining "primary quantitative data" makes sense since it helps extract participants' experiential knowledge, 
which contributes to relevant conclusions. The study also used "descriptive statistics" and a deductive 
research technique to help clarify the research topic. A "questionnaire that included questions for 70 
people" with a range of ages, genders, and economic status was used to collect the data.  

    
Figure 5: Factors of Primary Quantitative Method 
 
The questionnaire had "thirteen closed-ended questions," of which "ten dealt with variables and three 
indicated demographic information." The data proficiency was analysed using "operational datasets" 
(Pandey & Pandey, 2021). Throughout the whole study process, SPSS analysis was employed to obtain 
relevant data. Finding the significance of the findings from the "regression analysis, ANOVA test, and 
correlational analysis" was one of the methods used to evaluate the data. Consequently, to ascertain the 
dataset's size and distribution, "descriptive statistics" were incorporated.  
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DEMOGRAPHIC ANALYSIS 
 
GENDER 

 
“Table 2: Gender 
(Source: SPSS analysis)” 

      
“Figure 6: Gender 
(Source: SPSS analysis)” 
 
Table 2 and Figure 6 present a breakdown of participant genders, indicating that around 35.7% of 
participants were female and 60% were male. Furthermore, 4.3% of the individuals said they belonged to a 
different gender group.  
 
Age Group 

 
“Table 3: Age Group 
(Source: SPSS analysis)” 
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“Figure 7: Age Group 
(Source: SPSS analysis)” 
 
Table 3 and Figure 7 show the population's age distribution. 4.3% of participants were younger than twenty 
years. 87.1% of participants are in the age range of 20 to 35. Moreover, 8.6% of those between the ages of 
thirty and sixty are shown. Therefore, it stands to reason that the age group between 20 and 35 have the 
highest participation rate.  
 
Monthly Income 

 
“Table 4: Monthly Income 
(Source: SPSS analysis)” 

 
“Figure 8: Monthly Income 
(Source: SPSS analysis)” 
 
Figure 8 and Table 4 present the monthly income breakdown of the population. 8.6% of participants made 
less than RS 18000. Between RS 18000 and 30000, 64.3% representation was observed, and between RS 
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30000 and 50000, a percentage of 27.1% was observed. Therefore, it can be said that the bulk of the data 
set consisted of middle-class individuals.  
 
“Statistical Analysis” 
 
“Descriptive Analysis” 

 
“Table 5: Descriptive analysis of different variables 
(Source: SPSS analysis)” 
 
The information that is needed to evaluate the components using descriptive statistics is included in Table 
5. When assessing the relationship between several study-related variables, descriptive statistics is helpful 
(Cooksey & Cooksey, 2020). Descriptive statistics are thus given in the study to enable a broad 
understanding of the dataset. The “dependent variable's” standard deviation was found to be 1.83344, with 
a mean value of 4.8286. The “first variable's” mean value is 4.5286, while its standard deviation was found 
to be 2.12454. For the “Second independent variable”, a mean value of 5.0000 and a standard deviation of 
1.66812.  
 It is evident that the "third independent variable" has a mean value of 4.8286 and a standard 
deviation of 1.92596. Moreover, a mean value of 4.8286 and a standard deviation value of 1.85700 were 
obtained from the “fourth independent variable”. Consequently, it may be said that the standard deviation 
is greater than the mean value for each variable. These data sets help to comprehend the basis and pace of 
the data set. Furthermore, the same can be used to identify the outliers (Salcedo & McCormick, 2020). 
Thus, as the standard deviation is greater than the mean value it can be concluded from the data that is 
shown that the data is grouped around the mean further, the same speed is not on the higher side. 
 
“Hypothesis analysis” 
 
Hypothesis 1: Customer engagement is directly associated with the effectiveness of personalized content 
for marketing.  
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“Table 6: Regression analysis of H1 
(Source: SPSS analysis)” 
 Table 6 is associated with the “regression analysis” for the first hypothesis. A relation between 
Customer engagement (DV) and the Effectiveness of personalized content (IV1) is shown in the first 
hypothesis. As can be seen according to the opinion of Mosa et al. (2020), the engagement of the consumer 
is a KPI that aids in understanding business growth. With an R2 of 0.882, the data shows a high positive 
correlation between IV1 (Effectiveness of Personalized Content) and DV (Customer Engagement), meaning 
that IV1 accounts for 88.2% of the variance in customer engagement. The robustness of the model is 
shown by the substantial F-value and coefficient (p < 0.001). 
 
Hypothesis 2: The level of AI integration influenced customer engagement for a brand 

 
“Table 7: Regression analysis of H2 
(Source: SPSS analysis)” 

The “regression analysis” for the study's second hypothesis is linked to Table 7. The overall 
effectiveness and integration of AI for marketing are impacted, as indicated by the existence of several AI 
tools (Basri, 2020). The second hypothesis presents a relationship between the Level of AI integration (IV2) 
and consumer engagement (DV). With an R2 of 0.880, the results show that IV2 (AI Integration Level) and 
the dependent variable, Customer Engagement, have a perfect positive connection. This demonstrates that 
IV2 accounts for 88.0% of the variation in consumer engagement. The model's strength is confirmed by the 
endpoint F-value and coefficient, which are significant at p < 0.001. However, the non-significant constant 
indicates that engagement levels and AI integration are very near. 

 
Hypothesis 3: Customer engagement is directly associated with the customer satisfaction  

 
“Table 8: Regression analysis of H3 
(Source: SPSS analysis)” 
 Table 8 of the study is associated with the regression analysis for the third hypothesis. According to 
the opinion of Arora et al. (2021), retaining consumer customer engagement is essential. However, there is 
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a significant concern associated with the data security. An R² of 0.793 indicates that 79.3% of the variance 
in customer engagement is explained by customer satisfaction, demonstrating a significant positive link 
between IV3 (consumer satisfaction) and DV (customer engagement). The model's validity is supported by 
the substantial F-value and coefficient (p <0.001), and the significant constant (p = 0.009) indicates that 
baseline involvement is not dependent on customer happiness but is much boosted by it. 
 
Hypothesis 4: Customer engagement and the accuracy of the data for AI models are related.  

 
“Table 9: Regression analysis of H4 
(Source: SPSS analysis)” 

The regression analysis for the fourth hypothesis is linked to Table 9. According to Agbehadji et al. 
(2020), when the AI models work with the given data, accuracy is directly correlated. As a result, the result 
has an immediate effect on how a corporation makes decisions and develops its strategies. With R² = 0.853, 
the data shows a very significant positive link between the DV (Customer Engagement) and IV4 (Accuracy 
of Data). The veracity of the data explains why customer interaction is valued at around 85.3%. The 
model's strength is primarily supported by the substantial F-value and coefficient (p < 0.001), but the 
constant remained relatively average at p = 0.077, indicating a heavily dependent baseline on data accuracy. 
 
DISCUSSION 
In analyses of the data, the critical role of each of the factors influencing customer engagement with 
personalized AI-driven marketing was presented. All the models show strong relationships between 
independent variables and customer engagement, which reflects a strong influence of those factors. The 
regression model for the Effectiveness of Personalized Content (IV1) is highly impressive, exhibiting an R² 
of 0.882. This means 88.2% of the variance in customer engagement can be explained by the effectiveness 
of the personalized content (Salcedo & McCormick, 2020). This is a very strong effect that makes the 
importance of relevance in the marketing strategies. 

AI Integration Level (IV2) similarly makes a significantly very high impact, with its R² = 0.880; 
hence, a high level of AI integration greatly enhances customer engagement (Hollebeek, Sprott& Brady, 
2021). It is clear that this indicates the importance of advanced AI technologies in executing generally more 
interesting marketing experiences that engage a customer to a very high level. 

From the results obtained, Customer Satisfaction (IV3) explains an R² of 0.793, clearly indicating it 
is a major driver of the level of engagement. Such levels will be improved by enhancing personal interaction 
to make customers more satisfied (Tsai, Liu &Chuan, 2021). Data Accuracy (IV4), based on its R² of 0.853, 
shows that for personalization to be effective, data have to be correct. High data accuracy results in 
relevance in content, thus more engagement on the side of the content. This is further evidence that good 
data quality under AI marketing cannot be overemphasized. 

It is clear from the statistics that every difficulty can be met with the practical solutions covered in 
the suggestion.  
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RECOMMENDATION  
● To increase the relevance and accuracy of material produced by AI, make sure that robust data 

collecting and administration procedures are followed. 
● Give consumers the assurance that their data will be used openly and with defined privacy 

safeguards. 
● Strike a balance between being relevant and being very personal to prevent over-personalization. 
● Good metrics will prevent over-personalization by striking a balance between intrusiveness and 

relevancy. 
● Maintain a constant state of improvement for AI algorithms so they can react quickly to shifting 

consumer preferences and market trends. 
Businesses can minimize obstacles and use AI integration more skilfully to increase customer happiness and 
engagement by concentrating on these suggestions. 
 
CONCLUSION 
Although there are certain benefits to this connection in terms of consumer interaction and relevant 
content, it is difficult to avoid associated challenges. It was noted that challenges such as data privacy, 
complexity of AI algorithms, data accuracy, personalization fatigue, and seamless platform integration. A 
highly balanced strategy that prioritizes excellent data management, openness, and ongoing algorithm 
optimization is required to address all of these issues. Businesses can fully utilize AI's potential to provide 
relevant and engaging consumer experiences that increase happiness and loyalty if they can professionally 
handle these challenges.  
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