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Abstract 

The study aims to bring out the new use of artificial intelligence (AI) in making strategic marketing decisions in 

Indian companies. Whereas AI has changed the way Relationship Management and advertising works in other 

areas, companies from India have difficulties in acquiring the necessary platform capabilities to facilitate that 

innovation. This research is distinct in that it looks critically into the present use of AI, its effect on the business, 

effect on customer engagement, and where there are recommendations on how to efficiently use AI in marketing 

strategies. The descriptive analysis depicts the research drawing from secondary sources like company reports, 

case studies, and marketing databases with qualitative technique analysis issuing tools such as NVivo and SPSS. 

The study suggests India’s marketing strategy can enhance AI integration to address agricultural productivity 

issues and improve overall business strategy. 
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Introduction 

The rapid advancement of Artificial Intelligence (AI) has fundamentally transformed the way organizations 

collect, process, and utilize data for strategic decision-making. Integrating business expansion with improved 

decision-making has become very important, especially with rapid changes in strategic marketing. One of the 

most important and difficult aspects of marketing has always been the constantly shifting business environment, 

and with the numerous and varied marketing mixes, target segments, competitive positions, and distribution 

strategies, decisions can become overwhelming (Stone et al., 2020). The modern computing revolution, and the 

rapid changes encompassed within, have transformed decision-making as a field and brought about major 

changes in the field. 

Managers rely on modern simulation models, and techniques based on probabilistic and statistical modeling, to 

get forecasts of sales, costs, demand, and supply. The important thing to understand about these models is that 

the more advanced the technology, the more outdated the knowledge that has been used for modeling has 

become. The combination of modeling and simulation techniques with an artificial intelligence systems and 

knowledge based computing systems has created an environment in which the capabilities of AI are virtually 

limitless (Cai et al., 2021).  

The goal of this paper is to evaluate how AI can assist and empower marketing managers with sophisticated 

computer tools, such as expert systems, neural networks, genetic algorithms, fuzzy logic, robotics, and cognitive 

science. Marketing professionals can greatly improve their strategic decision making, as well as other aspects of 

their work, by using AI (Hicham, Nassera, & Karim, 2023). The rapid fusion of AI and marketing has the 
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potential to create endless opportunities for growth, success, and optimization, keeping businesses at the 

forefront of the constantly changing market. Expert systems are designed to solve complex problems using 

methodologies of human experts woven into a rule base and inference engine. Neural network systems are 

intended to function analogously to the human brain for problems requiring pattern recognition, production 

forecasting, financial and business trend analysis, and character recognition. Robotics, a principal arm of AI, 

functions through automatically controlled, reprogrammable multifunctional machines designed to manipulate 

or displace matter (Perez et al., 2018).  

Genetic algorithms are powerful AI systems that mature optimum solutions for problems with one or more 

goals. Fuzzy logic creates software that mimics high-level human decision-making by modeling "IF, THEN" 

rules to enable systems to express ideas in "fuzzy" terms that may include vague ideas and concepts that negate 

classical probability-based encoding.  

AI covers not only these sub-amalgams but also other sophisticated computer techniques, double-loop learning, 

knowledge-based learning, and contextually sensitive techniques. These systems collectively create the 

information architecture using business information in ways that not only make the business more efficient but 

also make it more intelligent, responsive, and competitive. With respect to marketing services, AI systems help 

managers plan advertising, select media, predict future sales, and monitor sales performance, incorporating 

computational linguistics to study verbal report data, and automatically forecast individual and judgmental 

needs by using cognitive theory (Gentsch, 2018).  

The recent collaboration between technological advances from the computer hardware and software industry 

and sophisticated theories in marketing and AI may offer opportunities for a strong comeback for AI and 

strategic marketing management. Just as strategic marketing management must deal with changes in products, 

distribution, and promotion, the promise of AI to strategic marketing management includes frontiers that are 

also changing (Stone et al., 2020). Applications in strategic marketing management will unavoidably result from 

the surge in interest in AI technologies and advanced modelling. With the prospect of global marketing, these 

applications may not be far off. 

 

Review of Literature 

Artificial Intelligence is perhaps the most transformative technology that is being developed and has the 

potential to change the way the world works. AI marketing appeared in 2016 as a blog entry that aims to make 

use of artificial intelligence to stimulate desire among consumers to purchase (Haleem et al., 2022). Virtual 

Reality, Augmented Reality, Internal Big Data, and Machine Learning are the fundamental technologies 

expected to be part of the AI ecosystem employed in marketing strategies. Neuromarketing has emerged as a 

revolutionary development in neuropsychology, cognitive science, ethics, advertising, marketing, social media, 

big data, insights, and decision-making. 

In recent times, several attempts have been made to understand the implications of artificial intelligence to reap 

a share of benefits in the evolution of marketing to strategic marketing as a decision in Indian companies. There 

is a clear indication that the adoption of artificial intelligence in India is still in a primitive stage. Studies on the 

adoption of AI technology by Indian companies have become preparatory, coming on an ocean of artificial 

intelligence for marketing strategy and decision-making (Davenport & Mittal, 2023). The technology division of 

marketing is permeating enterprises in a manner that is happening all over India, seeing unprecedented 

technological change as a historical case. Marketers are at the stage where emerging technological revolutions 

are impacting the marketing industry in the form of blended intelligence; living the Internet of Things lifestyle is 

now a conditioned reality. 
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Essentially, when it comes to the relevant literature, there is unanimous alignment in opposing the notion that AI 

is solely driven by data and that its role begins where data ceases in the realm of strategic marketing decision-

making and the strategic marketing process as a whole (Krishnan, 2018). Through a comprehensive study 

conducted on the competitiveness driver, it becomes evident that the internal organization of big data-based 

strategic marketing decision-making is intricately connected to the realm of artificial intelligence. This, in turn, 

has contributed significantly to the expansion of the available literature focused on the acquisition of knowledge 

within the same context. Therefore, the interconnectedness between AI and strategic marketing decision-making 

continues to be an area of exploration and a topic of ongoing research in order to better comprehend the 

profound impact and potential benefits that AI can bring to the field of marketing. 

Artificial Intelligence is used to describe the ability of a machine to imitate intelligent human behavior, and it 

includes learning, reasoning, and perception (Shabbir & Anwer, 2018). In short, it involves fresh advances in 

machine learning as well as computational statistics. AI combined with behavioral marketing research is 

continuously developing new avenues and innovative processes. AI and machine learning technologies allow 

solutions to big data problems related to marketing and sales. To a great extent, effective marketing involves 

delivering targeted messages to small, niche communities to increase the effectiveness of the marketing.  

Furthermore, there are also cloud automation systems that make sure every auto-messaging system is as 

personal as possible. The sophistication and rapid proliferation of AI is phenomenal. For instance, within the 

next few years, nearly a third of all marketing activities in India is expected to be outsourced, disrupted, and 

transformed. AI, such as the one in question, combines other types of AI systems such as machine learning to 

offer the best possible marketing solutions (Marr, 2019). The tedious, non-productive last touch of marketing 

efforts to finalize them have all, in fact, been fully automated which can now enable a more rigorous approach 

to strategic marketing. AI, for instance, can also assimilate huge volumes of consumer data and perform market 

price analysis. The state of the art progress AI has made lately, is, in large part, has been made possible because 

of the support cloud infrastructure offer in terms of development time. 

The time it would take to move algorithms that wouldn't work to replace human thinking to hard coding into 

software is a matter of days as against years compared to when the AI peak happened in the 1980s. In terms of 

adopting AI, Indian marketers are finding the going tough, and they blame it on inadequate infrastructure and 

skilled manpower, and also on the high investments required to acquire and deploy these technologies, which 

need to work in tandem with existing interface devices in the marketing/decision-making process (Dwivedi et 

al., 2021). The study tries to bring forth the current scenario of AI adoption. 

Research in the area of artificial intelligence (AI) use in strategic decision-making has attracted attention in 

recent years, yet the ways in which firms in India are using AI in the context of strategic marketing decision-

making is an understudied issue. Indian organizations have not fully exploited the strategic potential of AI in the 

domain of marketing decision-making as accounted for by the lack of research in this area (Rana et al., 2022). 

With the increasing use of AI in various sectors, the proposed research agenda will also reveal the gaps and 

scope for future research in the Indian businesses' application of AI in strategic marketing decision-making. 

With this proposed work, possible insights into the short-run and long-run implications of AI in Indian 

companies can be realized. 

Any firm must have marketing since it gives you the ability to connect and interact with potential clients (Bala 

& Verma, 2018). AI has grown more sophisticated in recent years, bringing with it both new technological 

difficulties and chances for widespread accessibility. The way businesses function has been revolutionized by 

the integration and adaptability of AI, which has made it a frequently used idea in marketing. Given how 

quickly and frequently markets and marketing strategies change, strategies are essential to determining a 

company's course and guaranteeing its success and expansion.  
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At the most fundamental level, a strategy is a long term, actionable plan rooted in the organizational philosophy 

and principles. It spans the entire value and logic behind market strategy formulation along with the necessary 

steps of research, planning, analyses, and decisions. Market strategies are focused on the improvement of market 

planning. Thus, strategic marketing becomes a fundamental activity of the company which is centered on the 

broad agreement of the company’s economic base. In marketing research, AI has been known to have a close 

relationship with decision support (Stone et al., 2020). The use of AI within the framework of decision making 

is very common and often reported as the new frontier in marketing strategies to add value. Companies are now 

able to utilize AI to take advantage of the sophisticated tools available which allow them to gain a better 

understanding of and make other better decisions. Businesses have opportunities to improve their decision-

making and marketing techniques with the use of AI, as the marketing environment continues to shift. 

AI streamlines the marketing process, allowing companies to focus on their target audience and actively engage 

with them. There are endless avenues for success with the marketing sector of AI as it is on the rise. All 

marketing strategies will eventually incorporate AI as it creates individualized experiences for each customer 

and maximizes the effectiveness of the marketing process (Gut, 2023). 

The game-changing power of AI is also captured in the marketing environment, where the implementation of AI 

creates enormous opportunities for the enhancement of overall market planning (Forrest & Hoanca, 2015). AI is 

the emerging focal point in the evolution of the marketing environment, and its rapid growth will shape the 

implementation of marketing strategies. AI is the tool for modern businesses that want to make quick, accurate, 

and data-driven decisions to stimulate growth in today's quickly evolving marketplace. 

While AI has been used for marketing decisions in several countries in areas such as customer relationship 

management, customer development, advertising, and packaging, there is a significant gap in its use in India 

(Chintalapati & Pandey, 2022). Indian organizations have to invest in developing the required platform 

capabilities to create market offerings that are new and not available in the market. AI has the potential to alter 

whole business models, markets, and organizations as well as workforce activities, and many countries, 

including India, appear to be not properly prepared for this fundamental socioeconomic change. 

In response, this research carried out an investigation to accomplish the below-mentioned objectives: 

▪ To identify how artificial intelligence is being employed in strategic marketing decision-making in Indian 

organizations. 

▪ To analyze how business performance and engagement of consumers will be affected by the adoption of 

marketing strategies that are driven by artificial intelligence. 

▪ To suggest how the firms in India can efficiently incorporate artificial intelligence into their strategic marketing 

processes.  

 

Market Analytics 

AI adoption and implementation in marketing strategies have gained attention and appreciation from various 

industries. AI's effectiveness relies on quality and quantity of available data in the market. By connecting 

different organizational units, businesses can develop efficient strategies. Comprehensive insights and decision-

making come from diverse data sources, including structured and unstructured data (Jeble, Kumari & Patil, 

2017). Various industries, such as telecommunications and healthcare, embrace big data and AI for competitive 

advantages. Analyzing AI's information helps businesses/ markets make informed decisions and adapt to market 

trends. AI in marketing strategies connects units within organizations, uses diverse data sources, and adapts to 

market dynamics. 
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• Market Data: Historical market performance, trends, and consumer behavior patterns. 

• Competitor Analysis: Secondary data on competitor strategies, AI adoption rates, and innovation benchmarks. 

• Customer Analytics: Sentiment analysis, segmentation data, social media trends, and feedback loops from 

digital platforms. 

• Technological Adoption: The extent of AI tool adoption by Indian companies in marketing decision-making 

(CRM, predictive analytics, personalization). 

• Regulatory & Ethical Factors: Indian government policies, AI regulations, and ethical considerations in AI 

deployment. 

 

AI-Powered Marketing Framework 

An AI-Powered Marketing Framework will be applicable for Indian firms in overcoming obstacles in the digital 

transformation marketplace and improving business outcomes (Rathore, 2020). Market researchers are able to 

understand data, customer segmentation, and pattern recognition through AI. The framework assists businesses 

in operational efficiency by collecting data on product sales and customer interactions. It has five elements for 

strategic business decision-making: context, performance enhancement, customer experience, marketing 

channels, and content. In the digital era, AI integration has to be deep. It needs to extend to the generation of 

strategies and pattern/binary behavior analysis of customers. This is critical in the rapidly changing digital 

landscape. AI offers confirmation of service and data-driven training. 

• AI Algorithms in Decision-Making: Tools like machine learning (ML), natural language processing (NLP), 

and predictive analytics. 

• Decision-Making Areas: Market segmentation, pricing strategies, customer relationship management (CRM), 

and promotional activities. 

• Data-Driven Insights: How AI helps companies derive actionable insights from large datasets to make strategic 

marketing decisions. 

• AI & Customer Personalization: How AI enhances customer experience through personalized content, offers, 

and communications. 

 

Strategic Marketing Outcomes 

Achieving strategic marketing outcomes involves a variety of approaches such as environment scanning, 

developing consumer insights, 4Ps/7Ps mix, internal marketing, and brand communication (Bhagat, 2021). 

Leading-edge businesses apply AI and data analytics to knowledge sharing in strategic marketing. With market 

data and trends, marketers and executives partner to identify and articulate optimal outcomes. The marketing 

literature indicates firms must adapt to shifts in the marketing environment. This paper illustrates the outcomes 

of strategic marketing as a result of AI in new product development and innovation in India. Indian businesses 

have integrated AI and data analytics in formulating their business strategies. The paper explores the strategic 

marketing outcomes in different sectors in India aimed at enhancing the marketing efficiency. These outcomes 

are defined in terms of measurable attributes. 

• Optimized Marketing Spend: Reduction in marketing costs due to data-driven campaigns. 
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• Increased Customer Engagement: Enhanced customer satisfaction and retention through personalized 

marketing. 

• Brand Positioning: AI-driven brand strategies that adapt to changing market dynamics. 

• Market Competitiveness: Companies gaining a competitive edge by integrating AI into their marketing 

functions. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1: Research Framework 

Research Methodology 

This section of the paper discusses the methodology of the research used to meet the objectives. This research 

design has been descriptive and the data was derived from the secondary sources such as case studies, research 

papers, articles, annual reports, and company reports, marketing databases and case studies of AI application 

across Indian companies. The data was processed with Microsoft Excel in order to produce bar charts which 

enabled the visual representation of trends, market data and ranking of competitors. Word clouds were used to 

extract important aspects in customer analytics and technological adoption. Statistics were included for 

comparison and trend analysis of the inputs and their relevance to the marketing of the firm. The results were 

tabulated and graphically illustrated to enhance the appreciating of evidence based conclusions. This 

methodology enabled a thorough understanding of how AI affects strategic marketing decision-making in Indian 

organizations. 

The responses provided by the Indian firms to the survey indicated the method adopted by the researchers to 

study the AI adoption phenomenon in Indian companies with the help of secondary sources. The sources of the 

data accessed included published industry reports by Gartner, McKinsey, or Forrester, and scholarly articles on 

the consequences of AI on marketing and making decisions, government databases from India’s NITI Aayog, 

case studies of companies such as Reliance, Tata and Flipkart used reports on their use of AI and statistical and 

analytical sites like Statista or Google Scholar. The means of data analysis included content analysis which 

identified the frequent occurrences of patterns in the application of AI, cross-sector comparative analysis which 

examined the degree of AI implementation across different sectors such as FMCG, E-commerce, Telecom and 

other sectors, and growth trend analysis which measured the degree of AI adoption against the marketing 
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performance of the organisation over time. Qualitative content analysis was done with the aid of NVivo, Atlas- 

Ti, and descriptive statistics for data organization and presentation using Excel/SPSS in establishing the effect 

of AI tools in marketing areas. 

Results and Discussion 

Transformative AI Adoption Trends in Indian Companies (2019-2024): From Early Adoption to 

Advanced Personalization 

 

Figure 2: AI Adoption Trends in Indian Companies (2019-2024) 

The graph shows a progressive increase in the AI adoption rate in Indian companies from 2019 through to 2024, 

which shows how fast and efficiently businesses are adopting AI technologies, especially in marketing and 

engaging their customers. In 2019, only 35% of the bigger Indian corporations ventured into the usage of AI 

technology and most of them were into simple applications like a CRM augmentation with added marketing 

automation tools.  

During this time, there have been ethical concerns regarding the AI, however, this was an early stage for the 

technology. Nevertheless, by the year 2020, there was a major breakthrough in the AI rollout due to the COVID-

19 that forced organizations to embrace AI in customer service automation and digital marketing. Consequently, 

45% of the organizations used innovations where 60% engaged innovations in customers targeting and their 

engagement management.  

Additionally, companies have begun to engage AI in advanced programmatic marketing with different strategies 

including customer analytics and presence personalization. By the year 2022, up to 59% of the firms realized 

this trend and embraced AI, especially the generative aspect of it, for the generation of specific content and 

analyzing potential markets. The growth was greatest in 2023 where 65% of the firms adopted AI while most of 

the companies started establishing corporate governance to support their ethical principles. 

Projections for 2024 show that AI will assume a larger role, with 70% of companies anticipated to rely on AI in 

strategic marketing management, bettering its application for personalized customer communication. This 
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consistent increase highlights the escalating reliance of IT companies in India on AI for automating internal 

procedures, producing customer insights, and improving operational efficiency. 

 

AI Adoption across Leading Companies (2019-2024): A Dive into Industry-Specific Trends 

 

Figure 3: AI Adoption by Leading Indian Companies (2019-2024) 

The graph above illustrates the AI adoption improvements in the operations of four Indian firms: Reliance 

Industries, Tata Group, Infosys and Wipro. This graph indicates a percentage rise in AI-based activity among 

these four important firms by 2024. To capitalize on AI as a significant driver of their businesses, these 

companies have been applying the technologies in different areas such as customer relationships and marketing, 

and decision making. Reliance Industries on its part seeks to leverage generative AI in retail to ensure that right 

products reach their core customers in segments and markets.  

Within 2024, Reliance was able to increase AI targeting towards customers by 50% while 70% of its campaigns 

were optimized using AI in marketing efforts according to it. This has put Reliance in a competitive position 

both in the retail chain and the ICT sector where personalization and predictive analytics of Ai’s capabilities has 

become a prerequisite for enhancing growth. Attempts were made through communication to depict growth 

utilizing new technologies which Tata Group - through its Technology Unit TCS - has been able to use AI for 

the enhancement of CRM integration, Supply chain analytics tools and decision making. By the year of 2024, 

65% of the marketing work done by Tata was with the use of advanced artificial systems which was a 55%, 

increase in the automation level. 

This demonstrates the extent to which Tata is committed to increasing the customer experience with content and 

responsive advertising analytics as maximizing the effects of marketing spend. Infosys also took a very 

proactive approach to AI-driven digital marketing services integration for personal marketing by using 

generative AI in 60% of their marketing efforts and improving predictive models. Marketing return on 
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investment (ROI), driven by these enhancements using artificial intelligence (AI), was expected to be 55% more 

effective by 2024, as per the informed assumptions of Infosys. Wipro Scripts also lodged reasonably widely on 

generative AI for customer engagement for marketing improvement. For 2024, a 35 percent boost in marketing 

efficiency was observed; reflecting how Wipro’s marketing performance was enhanced due to AI’s 

segmentation techniques in use. These improvements also highlight how AI is progressively enhancing 

operational efficiencies and providing customized experiences to consumers across multiple sectors in India.  

The graph clearly indicates the growth that AI is gradually finding in relation to the top companies where 

Reliance, Tata, Infosys and Wipro have significantly improved their customer engagement, enhancement of 

marketing and business decision making through AI tools. This indicates that as AI penetration increases, these 

companies are more likely to continue to churn out novel ideas in respect of predictive and generative AI despite 

the limitations of businesses. 

A well-known trend signifying the penetration of Indian businesses into the era of digital transformation where 

AI is not just focused towards the assistance in processes but also important in creating strategy and engaging 

directly with customers, is the adoption of AI technologies into various industries. 

 

Transforming Indian Businesses: The Impact of AI on Marketing Strategies in 2024 

 

Figure 4: AI-Driven Marketing Outcomes in Major Indian Companies 

However, recently there has been a drastic shift in the Indian corporate culture owing to the adoption of artificial 

intelligence (AI) in such companies. For instance, the company Reliance Industries, the Tata Group, Infosys and 

Wipro have all started employing advances of artificial intelligence in certain business aspects. The company is 

concentrating on understanding the market and consumers and using AI to improve its digital marketplace 

platforms in Reliance Industries.  
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Predictive analytics and customer relation-oriented CRM mostly driven by Tata Group has made it easy to 

manage the supply chain. The use of AI in marketing in Infosys has shifted the focus to the customers, while 

Wipro uses demographic marketing and changing methods of marketing which uses AI for its customers. All 

these approaches agree on one thing-that data in as far as the target audience is concerned is extremely critical in 

making business strategies which in turn impact growth in the market share, and competitiveness. 

These organizations clearly show intentions in incorporating generative AI and advanced predictive models into 

their marketing workflows. For instance, Reliance Industries employs generative AI for segmentation and 

content generation, while Tata Consultancy Services (TCS) collaborates with McKinsey & Company’s 

predictive models to refine their marketing approaches. Also, industry benchmarks developed by MMA Global 

and IBM have already demonstrated the rising trend of AI adoption for optimizing marketing and customer 

engagement activities. For these companies, investments in AI technologies translate into more than enhanced 

marketing activity efficiency. It also fundamentally redefines customer engagement paradigms by fostering 

deeper interactions than ever before, enabling companies to strengthen their industry positions. 

The results of these initiatives, which utilize AI, are remarkable, and several companies have improved their 

marketing metrics. The other hand, Reliance Industries improved its targeting efficacy by 50% by implementing 

AI strategies while the Tata Group automated 65% of its marketing using AI technologies. Marketing ROI rose 

by 55% per Infosys and Wipro’s overall marketing was 35% more effective. There are such indications for 2024 

with regard to the broader trend of adopting AI technologies by leading Indian companies and targeting, this 

time, the shift to advanced personalization, generative AI, and authoritative AI management. Such companies 

will undoubtedly keep on innovating and restructuring themselves as per the competitive environment, and, 

therefore, the use of AI in the making of business strategies and engagement with customers will continue to be 

very important in transforming the Indian business space. 

 

Conclusion 

The AI applications in the marketing function are both for the long term and the short term as well. As a result, 

the majority of marketing professionals have a positive perception of the contribution of AI to decision making. 

This can be seen in the overall usefulness of AI strategies in enhancing marketing strategies, gaining better 

insights into customers, and improving operational efficiencies. The strategic marketing lever of AI has the 

capability to facilitate marketing functions with a deep-dive analysis of decision making. With the help of tools 

and techniques, the analysis of the decision-making process described above can improve the functional areas of 

decision making while the tools will be adaptable in nature. This will enable the tools to innovate further based 

on feedback from experts. AI applications in marketing have the potential to automate decision making. Another 

important aspect is that although marketers have depicted a positive perception of AI, they are facing many 

challenges. The primary concern for marketers is the technological availability in terms of infrastructure and 

workforce to a limited extent. Although there have been several challenges that companies have faced in 

adopting AI in different verticals, the data suggests that companies are adopting AI in the marketing sector and 

have overcome several such obstacles. Future trends suggest that AI is likely to grow and evolve with continued 

innovations, newer use cases, newer business models, and revenue streams.  Thanks to developing technologies 

like AI, companies can now research into new unexplored markets. With this innovation in AI, marketers and 

companies need to learn how to adapt. Generally, the early stages of markets are less organized and new 

competitors are able to thrive. Consumers are also of a more adoptive nature, allowing companies to pivot 

strategies with nominal risk. It is crucial for marketers and decision makers to be more adaptable to be able to 

thrive during a time of unknown competition. Lastly, this is a reason why we need more research scholars to 
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devise strategies and best practice frameworks for the use of AI decision making tools in the different industry 

domains. 
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