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INTRODUCTION

The rapid development of artificial intelligence (Al) technology in recent
years has revolutionized various aspects of business operations around the
world, especially in the field of marketing management (Chaffey & Ellis-
Chadwick, 2019). At the global level, the latest McKinsey & Company, (2024)
states that around 33% of organizations have adopted generative Al tools on a
regular basis in various business functions, including marketing, with a
significant impact on improving operational efficiency and productivity. This
phenomenon demonstrates the urgency of a deep understanding of how Al
contributes to improving the increasingly complex marketing processes due to
digitalization and dynamic changes in consumer behavior (Sutherland, 2025). In
Indonesia, although Al adoption is still in its early stages compared to developed
countries, several large companies are starting to leverage Al to improve the
effectiveness of marketing campaigns and consumer behavior analysis, marking
an important trend in digital transformation in the marketing sector (Ghannam,
2025).

Artificial Intelligence (Al) is significantly changing the way companies
manage and execute marketing strategies by bringing more precise automation
and personalization. Al enables real-time analysis of consumer data, processing
large volumes of data to identify patterns of behavior and preferences that were
previously difficult for traditional methods to reach (Constantin & Blaga, 2023).
For example, an Al-based product recommendation system can tailor offers
individually to the needs and purchasing behavior of consumers, thereby
increasing the effectiveness of marketing campaigns and sales conversions. This
automation not only increases operational efficiency by reducing marketing time
and costs, but also strengthens customer engagement and loyalty through a more
personalized and relevant experience (Potter et al., 2024).

Al also plays an important role in optimizing the management of digital
marketing channels. With machine learning and natural language processing
(NLP) capabilities, Al can automatically manage marketing content, from ad
creation to social media management and customer interaction through
intelligent chatbots (Kaplan & Haenlein, 2019). This allows companies to run
marketing campaigns that are responsive and adaptive to changing market
trends and consumer feedback quickly and efficiently. In addition, Al is able to
perform more accurate and dynamic market segmentation by taking into account
various demographic, psychographic, and behavioral variables, so that
marketing becomes more targeted and impactful (Vetrivel et al., 2024).

The application of Al in marketing management not only increases
operational efficiency and effectiveness, but also presents new challenges related
to ethics and consumer data privacy. Intensive big data collection and analysis
requires transparent and responsible management to avoid abuse and privacy
violations (Martin & Murphy, 2017). Therefore, the integration of Al in marketing
must be accompanied by strict data protection policies and ethical understanding
from business people. Strategically, the successful implementation of Al in
marketing management will depend heavily on the balance between
technological innovation, regulatory compliance, and built consumer trust.
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However, academic studies that specifically examine the impact of Al on
operational efficiency in marketing management are still relatively limited.
Existing studies have largely focused on aspects of Al technology in general or
its application in other business functions such as manufacturing and customer
service (Wang et al, 2024). LeewayHertz's (2023) research, for example,
highlights the role of Al in automating routine tasks and improving big data-
based decision-making, but has not explicitly linked how these applications can
optimize dynamic and strategic marketing functions. This research gap shows
the need for more focused and contextual studies, especially on companies
operating in emerging markets such as Indonesia, where market characteristics
and digitalization challenges are different compared to developed markets
(Fatmah & Atnang, 2025).

This research aims to answer this gap by exploring in depth how the
application of Al can improve operational efficiency in marketing management
in Indonesian companies. This research examines various aspects ranging from
optimizing marketing processes, increasing the productivity of marketing teams,
to reducing operational costs through automation and advanced data analysis.
Using both qualitative and quantitative approaches, the study seeks to provide a
comprehensive overview of the impact of Al on marketing strategies that are
adaptive and responsive to rapidly changing markets.

The theoretical contribution of this research lies in the development of a
conceptual framework that integrates marketing management theory with Al
technology innovations, particularly in the context of developing countries that
have unique characteristics. In practical terms, the results of the research are
expected to be a strategic guide for marketing practitioners and policymakers in
implementing Al technology effectively to improve marketing performance and
company competitiveness. In addition, this study also provides policy
recommendations that can accelerate the adoption of Al in the Indonesian
business ecosystem in a sustainable manner.

LITERATURE REVIEW

Artificial Intelligence (AI) has become a transformative force in modern
marketing, reshaping how companies interact with consumers and manage
operational processes. Al is defined as the ability of machines to simulate human
intelligence in performing tasks such as learning, reasoning, and problem-
solving (Russell & Norvig, 2016). In the marketing context, Al has been widely
applied to support customer segmentation, content personalization, predictive
analytics, and digital campaign optimization (Chatterjee et al., 2020). These
applications offer significant potential to enhance decision-making speed,
accuracy, and operational scale, thus demonstrating a strong connection between
Al capabilities and the goal of operational efficiency in marketing management.

Operational efficiency in marketing refers to a company's ability to
execute marketing activities with minimal waste of time, effort, and resources,
while still achieving optimal outcomes (Kotler & Lane Keller, 2016). In the era of
data-driven marketing, efficiency is not only about cost reduction but also about
optimizing workflows, improving real-time responsiveness, and increasing
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targeting precision. Al contributes to these goals by automating routine and data-
intensive tasks such as social media scheduling, lead scoring, and automated
customer service, thereby allowing marketers to allocate resources more
strategically (Davenport et al., 2020).

Numerous empirical studies support these theoretical claims. Huang and
Rust found that organizations using Al-based tools for customer analytics and
automation experienced significant improvements in processing speed and
decision-making accuracy (Huang & Rust, 2021). Wilson also emphasized that Al
technologies not only enhance productivity but introduce adaptive learning
mechanisms that make marketing systems more responsive to shifts in consumer
behavior (Wilson & Bettis-Outland, 2020). Nonetheless, the literature also notes
implementation challenges, such as resistance to technological change and
limitations in digital competencies within organizations. Despite these barriers,
the academic consensus suggests that Al holds substantial promise for
improving operational efficiency in marketing when adopted and integrated
effectively.

From the perspective of the Resource-Based View (RBV) theory (Barney,
1991), Al can be positioned as a strategic technological asset that is valuable, rare,
and difficult to imitate. RBV posits that competitive advantage is achievable
when organizations effectively leverage unique internal resources. In this
context, the implementation of Al in marketing activities not only enhances
operational performance but also boosts competitive advantage by optimizing
internal resource utilization. Therefore, Al is considered a strategic resource
capable of generating sustainable operational excellence. Based on these
theoretical foundations and empirical findings, the following hypothesis is
proposed:

H1: The implementation of Artificial Intelligence in marketing management has
a positive impact on operational efficiency.

This hypothesis will be tested using quantitative methods, employing
standardized instruments and regression analysis to examine the relationship
between the level of Al adoption and indicators of operational efficiency, such as
processing speed, cost-effectiveness, and decision-making accuracy. This study
aims to contribute empirical insights to the relatively limited body of literature
addressing the direct impact of Al on operational efficiency in marketing.

METHODOLOGY

This study uses a mixed methods approach with an explanatory
sequential design, combining quantitative and qualitative methods gradually to
gain a comprehensive understanding of the impact of Artificial Intelligence (Al)
on operational efficiency in marketing management. This approach was chosen
so that the quantitative results can be clarified and expanded through in-depth
qualitative data (Creswell & Clark, 2007). The first stage is in the form of a
quantitative survey to measure the statistical influence of Al, followed by the
second stage with in-depth interviews to explore the experiences and perceptions
of marketing practitioners related to the use of AL

The research population consists of companies in the digital marketing
sector in Indonesia that have implemented AI technology in their marketing
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operations. The sampling technique uses probability sampling with a simple
random sampling method at the quantitative stage, with a total of 150
respondents who actively use Al in their work. This number is considered
representative based on the Slovin formula with a margin of error of 8%
(Taherdoost, 2017). At the qualitative stage, purposive sampling techniques were
used to select 15 key informants from quantitative respondents who had
significant experience in Al management for in-depth interviews, so that the data
obtained was rich and relevant.

Quantitative data was collected using questionnaire instruments
compiled based on adaptations of previous studies by LeewayHertz (2023),
which have been tested for validity and reliability in the context of operational
efficiency and Al technology. The validity of the construct was tested using
confirmatory factor analysis (CFA) with a loading factor value of > 0.6 and
reliability was tested with Cronbach's Alpha > 0.7 (Hair Jr et al., 2010). Qualitative
data were collected through semi-structured interviews that were recorded and
transcribed verbatim, then analyzed thematically to identify narrative patterns
related to the impact of AL

The research procedure began with the preparation of instruments and
pilot testing for questionnaires, followed by the distribution of the survey online
through the Google Forms platform for 4 weeks. After the initial quantitative
data analysis is completed, key informants are selected for in-depth interviews
conducted online or face-to-face for 2 months. All research processes comply
with the research code of ethics including informed consent and confidentiality
of participant data. Quantitative data analysis was performed using SPSS 28
software for descriptive analysis and multiple linear regression, while qualitative

data were analyzed using NVivo 14 to assist in coding and theme identification
(Jackson & Bazeley, 2019).

RESEARCH RESULT

Quantitative data analysis obtained from 150 respondents of marketing
practitioners shows that the application of Artificial Intelligence (AI) has a
positive and significant influence on operational efficiency in marketing
management. Through multiple linear regression, the main variables
representing the application of Al, namely process automation, marketing
personalization, and data analysis, were collectively able to explain 62% variation
in operational efficiency in the marketing context (R? = 0.62, p < 0.01). These
tindings confirm the strategic role of Al as a transformation tool that not only
reduces manual workloads that have been an obstacle, but also improves
accuracy and speed in dynamic and complex marketing decision-making. In
particular, process automation has the most contribution to increased efficiency
(B = 0.45), indicating that companies that successfully automate routine
marketing activities such as customer segmentation, campaign management, and
performance reporting can allocate resources more effectively and focus on
innovative strategies. This is followed by marketing personalization ( = 0.32),
which suggests that Al's ability to provide experiences tailored to individual
consumer preferences contributes significantly to the success of marketing
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operations. Furthermore, data analysis (f = 0.28) also plays an important role in
tiltering relevant information from big data which allows for faster and more
accurate evidence-based decision-making.

253 Aulomation Marketing Personalzation Jata Analylics
Al Vatiatih

Figure 1. Grafik Contribution of Al Variables to Oprational Afficiency in
Marketing Management

The deepening of qualitative data through in-depth interviews with 15
key informants enriched and corroborated the quantitative findings. The
marketing practitioners interviewed emphasized how Al is realily helping them
improve team productivity through the automation of tasks that previously
required a lot of time and effort. For example, market segmentation automation
not only speeds up the process of identifying a group of potential customers, but
also improves accuracy in determining the right target audience for marketing
campaigns. One of the informants said, "Al allows us to more quickly identify
market trends and adjust strategies without having to do time-consuming
manual analysis, so we can respond to market changes more agilely." This
statement reflects that Al is strengthening operational responsiveness to rapidly
changing market dynamics, a crucial need in today's digital business
environment.

Additionally, Al capabilities in marketing personalization are considered
invaluable because they allow companies to create more relevant and responsive
interactions with consumers. By utilizing machine learning algorithms, Al is able
to collect and analyze consumer behavior data in real-time, so that product
recommendations, marketing content, and promotional offers can be
individually adjusted. This not only increases consumer engagement but also
builds long-term loyalty that impacts business sustainability. Another informant
revealed, "Al-powered personalization makes customers feel personally cared
for, leading to increased trust and emotional attachment to the brand." As such,
Al serves as a bridge between companies and consumers, facilitating effective
and meaningful two-way communication.

Finally, the results of the interview revealed that the ability of Al data
analysis provides significant added value in the decision-making process. By
leveraging big data analytics technology, Al helps marketing teams filter critical
information from various data sources from transaction data, social media
interactions, to consumer feedback to gain valid and actionable insights.
Practitioners state that this makes it easier for them to design targeted marketing
strategies and identify opportunities and risks early (Haleem et al., 2022). "Al
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gives us a more holistic picture of customer behavior and campaign performance
in real-time, so decisions are made more accurate and fact-based," explained a
senior informant. Thus, Al not only serves as an automation tool, but also as a
strategic partner in the marketing management process (Agit & Muharram,
2024).

Overall, the combined results of these quantitative and qualitative data
show that the application of Al in marketing management not only significantly
improves operational efficiency, but also strengthens the quality and
effectiveness of marketing processes through advanced automation,
personalization, and data analysis. These findings confirm that Al is a crucial
element in driving sustainable digital transformation in the field of marketing,
which is able to provide a competitive advantage in an increasingly complex and
dynamic market.

DISCUSSION

The results of this study are consistent with the theoretical foundation put
forward by Chaffey and Ellis-Chadwick, which affirms that Artificial Intelligence
(Al) plays a central role in the digital transformation process of marketing by
providing effective automation and personalization solutions (Chaffey & Ellis-
Chadwick, 2019). Al enables large-scale processing of big data at high speed and
accuracy, which has direct implications for improving operational efficiency.
With this capability, companies can make data-driven decision-making that is
adaptive and responsive to increasingly fast and complex market dynamics
(Gade, 2021). This phenomenon marks a paradigm shift in marketing
management, from an intuition-based approach to an evidence-based approach,
so that marketing strategies can be designed with greater precision and clarity.

The finding that process automation makes the greatest contribution to
operational efficiency further corroborates the results of a study by Kaplan and
Haenlein, who stated that Al-based marketing automation not only reduces
manual workloads, but also frees up human resources to focus on more strategic
and creative activities (Kaplan & Haenlein, 2019). This automation includes
various functions such as automated market segmentation, real-time
management of digital marketing campaigns, and accurate performance
reporting. Thus, Al acts as a multiplier effect that accelerates the marketing work
cycle and increases the overall productivity of the team. This is important given
the competitive pressures in the digital age that demand a high speed of
innovation and market response (Benghozi et al., 2009).

In addition, the integration of Al in digital marketing management also
strengthens the optimization of marketing channels and interactions with
consumers. Al's ability to conduct real-time consumer behavior analysis and
more granular market segmentation allows companies to create more relevant
and personalized communications (Gkikas & Theodoridis, 2021; Prasanthi et al.,
2024). This approach supports the argument of Martin and Murphy that the
application of Al in digital marketing not only improves the effectiveness of
communication, but also strengthens long-term relationships with consumers
through customized and interactive experiences. Participants in this study
emphasized that Al provides the ability to dynamically monitor and adjust
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marketing content, thereby increasing consumer engagement and loyalty which
ultimately has a positive impact on business performance (Martin & Murphy,
2017).

However, this study also identifies a number of challenges that are of
important concern in the implementation of Al in the field of marketing,
especially related to ethical and data privacy aspects. The large-scale collection,
storage, and analysis of consumer data poses the risk of privacy breaches and
data misuse, which can damage consumer trust and corporate reputation.
Therefore, strict regulations and transparent internal policies are needed to
ensure responsible data use and in accordance with applicable ethical standards.
This issue is increasingly important in the midst of increasing consumer
awareness of the right to privacy and security of personal data in the digital era
(Desi Jelanti et al., 2023).

Strategically, the success of Al adoption in marketing management will
largely depend on a balance between technological innovation, regulatory
compliance, and building consumer trust. This research suggests that companies
should not only focus on the development of Al technology, but also integrate
the principles of governance, risk management, and compliance (GRC) in every
stage of Al implementation. This holistic approach not only ensures the
sustainability of the use of Al, but also encourages the creation of an ethical and
sustainable digital marketing ecosystem.

Overall, this study provides empirical evidence that Al is a key catalyst in
improving the operational efficiency of marketing management, both in terms of
internal productivity of the marketing team and the quality of interaction and
consumer experience. These findings make an important contribution to the
development of digital marketing science by affirming the role of Al as a strategic
element in facing challenges and opportunities in the era of digital
transformation. In addition, the results of this study provide practical
recommendations that can be used by companies to adopt Al technology
strategically and ethically, so as to strengthen business competitiveness and
sustainability in an increasingly complex and dynamic market environment.

CONCLUSIONS AND RECOMMENDATIONS

This study confirms that the application of Artificial Intelligence (AI)
significantly improves operational efficiency in marketing management,
especially through process automation, marketing personalization, and data
analysis. Al not only accelerates decision-making and increases team
productivity, but also strengthens customer engagement through more relevant
and responsive marketing strategies. These findings provide theoretical
contributions in expanding understanding of the role of Al in optimizing
marketing processes as well as practical implications in the form of strategic
recommendations for organizations in adopting Al technology effectively and
ethically to strengthen competitiveness in a dynamic and complex market.

ADVANCED RESEARCH
Although numerous previous studies have shown that the
implementation of Artificial Intelligence (Al) contributes to operational efficiency
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across various business sectors, the majority of this research remains exploratory,
descriptive, or limited to specific industrial contexts. In marketing management,
studies that quantitatively and directly assess the impact of Al implementation
on operational efficiency indicators are still relatively scarce, particularly in
developing markets such as Indonesia, where levels of technological adoption
and digital readiness among firms vary significantly. Therefore, there is a
pressing need for advanced research that not only tests causal relationships
empirically but also considers contextual factors that may moderate or mediate
such relationships.

One promising direction for future research is the inclusion of moderating
variables such as an organization’s level of digital maturity, innovation culture,
or organizational structure. Firms with higher digital maturity are more likely to
possess the technological infrastructure and human resources necessary to adopt
Al effectively, potentially amplifying its impact on operational efficiency
compared to firms with lower readiness. Additionally, human resource
competence may serve as a crucial mediating variable, as the successful
integration of Al into marketing systems is highly dependent on employees'
ability to operate and leverage such technologies optimally.

Future studies could also benefit from adopting a longitudinal approach
to observe the long-term effects of Al implementation on operational efficiency
and overall business profitability. This approach would enable a more holistic
analysis of digital transformation processes, including internal resistance,
organizational change, and the evolving dynamics of marketing strategy
adaptation. Moreover, cross-industry or cross-national comparative studies
could offer valuable insights into the variations in Al's impact across different
cultural, regulatory, and market structures. By broadening the scope of inquiry
and deepening analytical frameworks, research in this domain can not only
enrich the academic literature but also provide practical guidance for
policymakers and industry leaders in managing sustainable digital
transformation.
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