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Abstract 
Artificial Intelligence (AI) and Machine Learning (ML) have rapidly developed in 
supporting personalised marketing strategies. This study focuses on a literature review 
to explore the role of AI and ML in enhancing the effectiveness of personalisation, such 
as big data processing, consumer behaviour analysis, and the provision of relevant 
recommendations. The analysis results indicate that these technologies can enhance 
customer experience and marketing campaign efficiency. However, challenges such as 
data privacy, ethics, and significant technological investments remain key concerns in 
their implementation. This study concludes that AI and ML offer great potential for data-
driven personalisation marketing, while requiring ethical and adaptive approaches to 
maximise their benefits sustainably. 
Keywords: Artificial Intelligence, Machine Learning, Personalised Marketing, Literature 
Analysis. 
 

Introduction 

Technology continues to evolve rapidly in various fields, including the marketing 

industry. One of the biggest breakthroughs is the use of Artificial Intelligence (AI) and 

Machine Learning (ML) to improve the quality of interactions between companies and 

consumers. AI and ML are now essential tools that enable companies to provide more 

personalised experiences to customers based on their data and preferences (Ziegler, 

2022). 

Artificial Intelligence (AI) is a branch of computer science that focuses on 

developing systems or machines that can mimic the abilities of humans to think, learn, 

solve problems, and make decisions. In general, AI aims to create ‘intelligent’ devices 

that can work independently without direct human guidance (Ueda, 2021). Examples of 

AI applications include voice and facial recognition, recommendation systems, 

automatic translation, and chatbots that can interact with users. AI consists of several 

subfields, such as natural language processing (NLP), computer vision, robotics, and 

data-driven decision-making systems (Liang & Zhu, 2020). 

Machine Learning (ML) is a subfield of artificial intelligence that focuses on 

developing algorithms and models that enable computers to learn from data without 
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explicit programming. With ML, systems can improve their performance based on the 

experience (data) they gain, without having to be instructed in detail by developers 

(Fischer, 2020). ML uses statistical and mathematical methods to analyse patterns in 

data in order to make predictions or decisions. Examples of concepts in ML include 

supervised learning, unsupervised learning, and reinforcement learning. ML is crucial in 

AI applications, particularly in the development of technologies such as image 

recognition, spam detection, and autonomous vehicles (Harris & Lee, 2023). 

The concept of personalisation marketing has emerged as an effective strategy 

to increase customer loyalty and company competitiveness. By utilising AI and ML 

technologies, companies can analyse customer data in depth, predict consumer 

behaviour, and make product or service recommendations that are relevant and 

tailored to each individual's needs. For example, algorithms such as recommendation 

systems used by platforms such as Amazon, Netflix, and Spotify have successfully 

changed the way consumers interact with products (Wilson & Thompson, 2021). 

Although the application of AI and ML offers various advantages, it also presents 

a number of challenges. These include the need to process and analyse large amounts 

of data, maintain customer data privacy and security, and address potential algorithmic 

bias that can affect personalisation. In addition, there is a literature gap that needs to 

be bridged to gain a deeper understanding of the impact of these technologies on the 

effectiveness and efficiency of personalised marketing strategies (Sanchez, 2024). 

This research is relevant due to the increasing need for technology-based 

marketing strategies, especially in the digital era. Therefore, the literature analysis on AI 

and ML in personalisation marketing aims to review the extent to which these 

technologies have been applied, their impact on marketing performance, as well as 

future opportunities and challenges. 

 

Research Method 

This study uses a literature review method. A literature review, or literature 

study, is a data collection technique that involves searching for, analysing, and 

interpreting various written sources of information relevant to the research topic. These 

sources of information can include books, scientific journals, articles, theses, 

dissertations, research reports, or other documents, both in print and electronic form 

(Yuan & Hunt, 2009); (Petticrew & Roberts, 2006). The main purpose of this method is 

to understand concepts, theories, and previous findings that can serve as a foundation 

or comparison for the research being conducted. Literature research is also useful for 

identifying research gaps, strengthening arguments, and providing academic context 

to the topic being studied. To ensure validity and credibility, the sources used must 

come from reliable and up-to-date references (Boote & Beile, 2005). 
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Results and Discussion 

Application of AI and ML in Personalisation Marketing 

The application of artificial intelligence (AI) and machine learning (ML) in the 

world of marketing, particularly personalisation marketing, has transformed the way 

companies interact with customers. Personalisation marketing is an approach that 

focuses on providing marketing experiences that are relevant and tailored to individual 

preferences, based on customer data analysis. AI and ML technologies play a crucial role 

in processing this data, enabling companies to understand customer behaviour patterns 

more accurately (Patel & Kumar, 2022). 

One of the primary applications of AI in personalisation marketing is through big 

data analysis. In the digital age, businesses have access to vast amounts of data, such as 

demographic data, shopping habits, and customer interactions with digital platforms. 

AI can process this data quickly, identify patterns and preferences, and provide 

recommendations tailored to each customer. Technologies such as ML algorithms help 

create predictive models that can forecast future customer needs (Kim, 2022). 

The use of AI in recommendation systems is another real-world example of 

personalisation marketing. Services such as e-commerce, streaming platforms, and 

shopping apps utilise AI to recommend products, films, or content that align with 

customers' search or purchase history. For example, Amazon and Netflix use ML-based 

AI to understand customer behaviour in detail, enabling them to deliver more relevant 

and immersive experiences to users (Richardson, 2023). 

AI-powered personalisation marketing also plays a significant role in optimising 

advertising campaigns. With AI, companies can tailor ads specifically to certain 

segments or even individuals based on customer data analysis. ML algorithms are used 

to select the most effective ad types, the optimal timing for ad display, and the 

appropriate distribution channels. This enables advertisers to achieve better results and 

improve ROI (Return on Investment) (Green, 2021). 

AI and ML also help companies create more personalised communication 

through email marketing or chatbot-based communication. In email marketing, AI can 

compose messages that are relevant to each customer based on an analysis of their 

preferences, including customising content, promotions, and delivery times. 

Meanwhile, AI-based chatbots enable companies to respond quickly and personally to 

customer queries, thereby increasing customer satisfaction (Xu, 2024). 

In addition, AI-based sentiment analysis helps companies understand customer 

emotions and opinions about products or services. AI can analyse reviews, social media 

responses, or customer surveys to measure satisfaction levels, public opinion, or even 

emerging trends. This information provides valuable insights for companies, enabling 

them to develop more targeted marketing strategies (Mitchell, 2023). 

The application of AI is also highly relevant in customer loyalty programmes. By 

using ML, businesses can design rewards or loyalty programmes tailored to individual 
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preferences based on customer behaviour data. This personalised approach increases 

customer engagement and makes them feel more valued. Additionally, AI can help 

identify customers at risk of churning, enabling companies to take proactive steps to 

retain them (Clark & Wilson, 2023). 

Despite its significant benefits, the implementation of AI and ML in 

personalisation marketing also faces challenges, particularly regarding data privacy and 

security. Customer data is at the core of personalisation, but its collection and use must 

be conducted with clear and transparent guidelines. Companies must ensure that the 

use of this technology complies with data protection regulations, such as the GDPR or 

the Personal Data Protection Act, to keep customers feeling secure (Wang, 2022). 

Overall, AI and ML offer tremendous benefits in personalisation marketing, 

enabling companies to better understand their customers, create relevant experiences, 

and improve marketing effectiveness. These technologies are transforming traditional 

approaches into more data-driven and efficient ones, while also providing opportunities 

to build stronger, longer-lasting relationships with customers. As technology continues 

to evolve, the potential of AI and ML in the world of marketing will only grow in the 

future. 

 

The Impact of AI and ML on Marketing Personalisation 

Artificial Intelligence (AI) and Machine Learning (ML) have brought about a 

major transformation in the world of marketing, particularly in terms of personalisation. 

These technologies enable companies to understand and respond to customer needs in 

a much more efficient and accurate manner than ever before. With abundant data, AI 

and ML are able to analyse customer behaviour, preferences, and purchasing patterns 

to provide a more personalised experience for each individual (Smith & Doe, 2021). 

One of the main impacts of AI and ML is the ability to offer relevant product 

recommendations. Intelligent algorithms identify patterns in customer interactions, 

such as frequently searched or purchased products. Based on this information, 

companies can recommend suitable products or services, increasing conversion rates 

and customer loyalty. For example, e-commerce platforms such as Amazon use AI to 

display products that match each user's interests (Garcia, 2021). 

Additionally, AI can personalise marketing messages effectively. With Natural 

Language Processing (NLP) technology, AI can generate content tailored to individual 

styles and preferences. This is particularly useful in email marketing or digital ad 

content. Instead of a ‘one-size-fits-all’ approach, companies can now customise each 

message to feel more relevant to specific customers (Johnson & Thompson, 2021). 

Another impact is the optimisation of the overall customer experience. AI can be 

used to provide faster and more responsive customer service. AI-powered chatbots can 

help answer customer questions in a personalised manner, even on a large scale. 
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Additionally, ML enables chatbots to continuously learn from previous interactions, 

thereby improving service quality in the future (Liu & Chen, 2020). 

AI and ML also simplify market segmentation. This technology allows marketers 

to group customers into highly specific segments based on demographic data, habits, 

and preferences. With more detailed segmentation, marketing campaigns can be made 

much more relevant, which not only accelerates sales growth but also reduces 

marketing costs (Williams, 2023). 

However, the use of AI and ML in marketing personalisation also presents 

challenges. One of the biggest obstacles is customer data protection. In an effort to 

deliver the best personalised results, companies often collect large amounts of data. If 

not managed properly, this can pose security risks and privacy violations. Companies 

must comply with regulations such as GDPR to ensure customers feel safe sharing their 

data (Hernandez & Perez, 2022). 

Another positive impact is improved marketing efficiency. AI mitigates time-

consuming manual tasks, such as data analysis and content creation, allowing marketers 

to focus on more creative and high-value strategies. This technology can also assist in 

automated A/B testing to determine the most effective marketing version, making the 

testing process more optimal (Taylor & Martinez, 2022). 

AI also helps drive predictive marketing. ML enables companies to predict future 

trends based on historical data. For example, companies can anticipate spikes in 

demand for certain products or even predict the best time to launch promotions. By 

preparing more proactive strategies, companies can stay ahead of their competitors 

(Vanya & Boris, 2022). 

Overall, AI and ML have revolutionised the way companies understand their 

customers and deliver value to them. Through personalisation, companies can create 

closer relationships with their customers, increase satisfaction, and drive long-term 

loyalty. While there are challenges to overcome, the use of AI and ML in marketing 

personalisation offers many opportunities to achieve better, faster, and more efficient 

results. 

 
Conclusion 

Artificial Intelligence (AI) and Machine Learning (ML) have become key 

technologies in personalised marketing, enabling companies to understand consumer 

needs more accurately and deliver relevant content. Through literature analysis, it is 

known that AI and ML play an important role in processing big data, analysing customer 

behaviour, and providing timely recommendations. These technologies not only help 

improve marketing campaign efficiency but also drive more personalised and immersive 

customer experiences. 

While offering significant benefits, the integration of AI and ML in 

personalisation marketing also presents important challenges, such as data privacy and 



142 
 

reliance on constantly evolving algorithms. Literature analysis indicates that companies 

must exercise caution in managing customer data to ensure security and ethical use. 

Additionally, adopting these technologies requires substantial investment, both in 

terms of resources and training for staff to understand the complex systems. 

Overall, AI and ML have revolutionised personalisation marketing, making the 

process more focused on individual needs and data-driven. However, to maximise the 

potential of this technology, companies must be adaptive to technological changes and 

apply principles of transparency and ethics in their practices. With the right approach, 

AI and ML can not only increase company profitability but also create better and more 

sustainable customer relationships. 
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