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Abstract 

The use of artificial intelligence (AI) in marketing and corporate strategy has grown in importance. The speed at which 

machine learning, predictive analytics, natural language processing, recommendation systems, generative AI, and 

automated decision-making are developing has altered how businesses comprehend their customers, create marketing 

campaigns, interact with audiences, and assess their performance. Organizations are under increasing pressure to meet 

social and environmental demands while yet being economically viable. This conceptual study integrates insights from 

current literature to investigate the relationship between marketing strategies, artificial intelligence, and company 

sustainability. Predictive analytics, customer relationship management, social media marketing, content marketing, 

personalization, and marketing automation are all given special consideration. 

The study suggests that by enhancing customer comprehension, targeting, personalization, forecasting, resource allocation, 

and campaign optimization, AI can increase marketing efficacy. Through increased operational effectiveness, better 

customer interactions, innovation, adaptability, and more efficient use of resources, these enhancements may support 

corporate sustainability. The paper makes the case that businesses should take a human-centered, morally sound approach 

where AI enhances management judgment rather than entirely replaces it. Future empirical studies investigating the 

circumstances in which AI-enabled marketing can support long-term corporate sustainability can build on the conceptual 

discussion 

Keywords: Artificial Intelligence, Marketing Strategy, Social Media Marketing, Content Marketing, Business Sustainability, 

Digital Marketing 

Introduction 

One of the technologies that can help with this problem is artificial intelligence. Large datasets can be 

processed, patterns can be found, predictions can be made, repetitive tasks can be automated, and decisions 

that previously heavily relied on human analysis can be supported by AI. Customer segmentation, 

recommendation systems, advertising optimization, chatbots, sentiment analysis, content creation, 

demand forecasting, and customer relationship management are just a few of the marketing uses for these 

capabilities. AI has the ability to impact nearly every significant marketing activity, including customer 

intelligence, segmentation, personalization, pricing, promotion, and service delivery, according to 

Davenport et al. (2020).  

When marketing is seen from the standpoint of long-term corporate sustainability, the significance of AI 

increases even more. Profitability in the short term is not the only aspect of business sustainability. It has 

to do with an organization's ability to sustain itself over time while fulfilling its social, environmental, and 

economic obligations. Therefore, sustainable businesses need to figure out how to add value for customers 
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while keeping expenses under control, adapting to shifting market conditions, managing resources 

sensibly, and upholding stakeholder confidence. 

Scholarly interest in the connection between marketing and sustainability is growing. Marketing tactics 

have an impact on how businesses interact with customers, build relationships, position products, and 

react to shifts in the market. However, how effectively and ethically those tactics are applied will 

determine how beneficial marketing is for sustainability. By making marketing initiatives more focused, 

quantifiable, flexible, and resource-efficient, AI may improve this relationship. 

The Impact of Artificial Intelligence on Marketing Strategies and Business Sustainability, a new study by 

Toffaha and Tashtoush (2026), offers a crucial foundation for comprehending this relationship. Within a 

single framework, the study incorporates artificial intelligence, content marketing, social media 

marketing, and business sustainability. Its conclusions show that marketing tactics and business 

sustainability are positively correlated, and that AI acts as a mediator between marketing initiatives and 

sustainability results, especially when it comes to SMEs in developing nations. 

The rise of digital technology, social media, e-commerce, cloud computing, and data-driven decision-

making has significantly altered the business landscape. Nowadays, consumers engage with brands via a 

variety of digital channels and produce vast amounts of data via searches, purchases, reviews, comments, 

likes, shares, and other online activities. This presents a challenge as well as an opportunity for 

organizations. Utilizing this data to better understand markets and develop more pertinent client 

experiences presents an opportunity. The problem is that traditional methods of marketing analysis are 

becoming more and more inadequate due to the amount, speed, and complexity of available data. 

The link between AI, marketing strategy, and sustainability is still conceptually complicated despite this 

expanding interest. AI can increase productivity and cut waste, but complex AI systems can also demand 

a lot of processing power. While personalization can increase customer relevance, collecting too much 

data might raise privacy issues. Automation can lessen repetitive tasks, but it can also raise concerns about 

job displacement. As a result, the impact of AI on sustainability depends not only on whether or not 

businesses use it, but also on how they use, manage, and incorporate it into more comprehensive business 

plans. 

An integrative viewpoint on these problems is developed in this conceptual work. It looks at how AI is 

used in modern marketing strategies, explores how AI might affect the sustainability of businesses, 
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highlights possible risks and constraints, and suggests a conceptual framework that connects marketing 

strategies, AI capabilities, and sustainable business outcomes. 

Artificial Intelligence 

In general, artificial intelligence refers to computer systems that are able to carry out tasks like learning, 

prediction, classification, language processing, pattern recognition, and decision support that have 

historically required elements of human intellect. AI in business typically combines data, algorithms, 

processing capacity, and organizational procedures.  

AI is a multifaceted technology. Machine learning, deep learning, computer vision, natural language 

processing, recommendation systems, predictive analytics, conversational systems, and generative AI are 

all included. Although these technologies serve different purposes, they are all capable of processing data 

and assisting with or automating decision-making. 

According to Huang and Rust (2018), AI can carry out a variety of service jobs, and the strategic dilemma 

is not just whether humans or machines should do the work, but rather which tasks are best suited to AI 

and which require human competencies. Because marketing incorporates analytical tasks with creativity, 

empathy, interpretation, and relationship development, this viewpoint is especially pertinent to the field.  

Therefore, AI should be viewed as more than just an automated tool. It can serve as an augmentation 

technology as well. While leaving relationship management and strategic judgment to human experts, it 

can give marketers facts, forecasts, and suggestions. 

Marketing Strategy in the Digital Environment 

Decisions about target markets, customer value, positioning, communication, distribution, pricing, and 

relationship building are all part of marketing strategy. These activities now span websites, social media, 

mobile applications, search engines, online marketplaces, and other digital platforms thanks to digital 

transformation. A marketing environment where businesses may continuously gather and evaluate 

consumer data has been made possible by the growth of digital platforms. Rather than depending solely 

on recurring surveys and traditional market research, marketers are able to monitor customer behavior 

almost instantly. 
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Because social media platforms produce constant streams of user-generated content, social media 

marketing is very important. Consumer interests and sentiment can be inferred from likes, comments, 

shares, reviews, watching habits, and engagement patterns. The problem is that these kinds of data are too 

big and dynamic to properly evaluate using only conventional methods. AI offers resources for analyzing 

this data and spotting significant trends.  

Another crucial area is content marketing. Businesses are producing more and more digital content, 

including blogs, podcasts, newsletters, videos, social media posts, articles, and product descriptions. AI 

can help with audience interest identification, content creation, distribution optimization, and performance 

evaluation. 

As a result, there is growing interaction between AI and marketing strategy. AI-generated insights impact 

later marketing decisions, while marketing provides data that AI can examine. 

Artificial Intelligence and Marketing Strategies 

Customer Segmentation and Targeting 

Demographic, geographic, behavioral, or psychographic characteristics are frequently used in traditional 

client segmentation. By finding patterns in much bigger datasets, AI can broaden this strategy. To find 

groups with similar traits, machine learning algorithms might examine browser habits, purchase histories, 

engagement patterns, customer service encounters, and other factors. This enables businesses to create 

targeted strategies that are more accurate.  

Customers may see less irrelevant advertising if targeting is improved. Because resources are focused on 

audiences with a higher likelihood of engagement or purchase, this can improve marketing efficiency from 

a business standpoint. 

However, responsible data governance must go hand in hand with targeting. It is not necessary for 

businesses to utilize every piece of information that is accessible just because they can deduce consumer 

attributes. Clear guidelines for data collection, consent, openness, and appropriate use are necessary for 

responsible marketing. 

Personalization 
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One of the most obvious uses of AI in marketing is personalization. AI can assist recommendation engines, 

tailored emails, tailored ads, product recommendations, and customized online experiences. Organizations 

can transition from broad client categories to more personalized communication thanks to AI. In addition 

to increasing perceived relevance, this may boost consumer satisfaction and engagement.  

According to recent research, AI personalization may affect consumers' intents to make sustainable 

purchases when they believe the messages are pertinent. However, privacy concerns may mitigate this 

effect, while transparency may increase it.  

This result highlights a crucial idea: trust is necessary for effective customisation. Customers may value 

recommendations that are pertinent to them, but they may also feel uneasy when businesses seem to know 

too much about them. Therefore, greatest customisation shouldn't equate to sustainable personalization. 

Rather, it should refer to suitable customization that adds value without compromising customer 

sovereignty. 

Social Media Marketing 

For businesses, social media has grown to be an important communication tool. Social media platforms 

are used by businesses to raise awareness, convey brand values, interact with consumers, keep an eye on 

trends, and create communities. Through automated sentiment analysis, audience identification, trend 

detection, content optimization, chatbots, influencer analysis, and campaign performance prediction, 

artificial intelligence (AI) can assist social media marketing. Sentiment analysis systems, for instance, can 

look at a lot of comments to determine whether customers are reacting favorably or unfavorably to a 

campaign or product. The kinds of material that are most likely to elicit interaction can be predicted by 

predictive systems. 

According to Toffaha and Tashtoush's 2026 study, social media marketing is a crucial marketing tactic in 

the connection between artificial intelligence and corporate sustainability.  

As a result, AI transforms social media marketing from a primarily reactive approach into one that is more 

data-driven and predictive. 

Content Marketing 
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The goal of content marketing is to produce and disseminate information that benefits a certain audience. 

Almost every step of the content creation process can be impacted by AI.  

AI can determine popular subjects and audience preferences throughout the planning phase. Generative 

systems can help with drafts, headlines, summaries, graphic concepts, and content variants during 

production. AI can determine the right channels and timing for dissemination. Analytical methods can 

assess engagement and conversion trends after publishing.  

Small and medium-sized enterprises with limited marketing resources may find these features very 

beneficial. AI solutions can help smaller businesses compete more successfully in digital settings by 

cutting down on the amount of time needed for repetitive work. 

But automation raises the possibility of a quality issue. Content may become repetitious, erroneous, or 

divorced from the brand's identity if firms rely too much on automatically generated content. Thus, 

editorial judgment and human inventiveness are still crucial. 

Predictive Analytics and Marketing Decisions 

Predictive analytics makes predictions about the future based on data from the past and present. Predictive 

systems in marketing can forecast demand, customer attrition, campaign performance, product interest, or 

likelihood of a purchase. By assisting companies in avoiding inefficient resource allocation, improved 

forecasting can promote sustainability. For instance, overproduction and surplus inventory can be 

decreased by more precise demand estimates. Organizations can concentrate their retention efforts on 

clients who are actually at risk of leaving by using more accurate customer churn forecasts. As a result, 

AI has the potential to change marketing from merely summarizing past events to predicting future ones. 

Marketing Automation 

Automation with AI support can quickly complete tedious marketing jobs. Examples include lead scoring, 

recommendation systems, automated email campaigns, customer support chatbots, advertising 

optimization, and campaign scheduling. Automation has the potential to lower operating costs and 

increase organizational efficiency. Additionally, it can free up more time for workers to engage in tasks 

that call for creativity, strategic thinking, and interpersonal judgment. However, automation shouldn't be 

seen as a complete substitute for human labor. Huang and Rust (2021) stress that human intelligence is 
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still crucial for intricate relationship interactions and that varied AI capabilities are appropriate for various 

service tasks. 

Business Sustainability 

The ability of a firm to sustain long-term value creation while handling its social, environmental, and 

economic obligations is referred to as business sustainability.  

The idea is often linked to the triple bottom line, which takes social, environmental, and economic factors 

into account. According to this viewpoint, a company cannot be deemed completely sustainable just 

because it makes money. It must also take into account how its actions affect the environment and society. 

Environmental Sustainability 

When AI is combined with ethical business practices, it can also support environmental sustainability.  

Because communication influences demand, marketing decisions have an indirect impact on production 

and distribution. Improved forecasting can help businesses match supply to anticipated demand, which 

could cut waste. Logistics, inventory, energy consumption, and supply-chain activities can all be 

optimized with the help of AI.More accurate digital targeting in marketing in particular may eliminate the 

need for pointless physical promotional items and ineffective mass communication. AI does, however, 

have an impact on the environment. Large computing systems require infrastructure and electricity for 

training and operation. Therefore, assuming that all AI applications are automatically ecologically helpful 

would be false. 

The sustainability of AI must therefore be assessed in terms of its complete lifecycle and net effect rather 

than only the efficiency gained from a particular marketing activity. 

Social Sustainability 

Concerns including worker welfare, consumer rights, privacy, equity, inclusion, openness, and trust are 

all part of social sustainability. Through increased accessibility, quicker customer service, more inclusive 

communication, and a deeper comprehension of customer demands, AI generates chances for social value. 

However, AI has the potential to pose social dangers.  

http://www.ijama.in/


International Journal of Advanced Multidisciplinary Application | IJAMA 

                                                                                                    Volume 3 Issue 8 Aug 2026 

                                                                                                           ISSN No: 3048-9350 

 

www.ijama.in                                                                                                                                           Page | 8  

 

 
 

Unfair targeting or exclusion could be the outcome of algorithmic bias. Meaningful human engagement 

may be diminished by excessive automation. Privacy may be jeopardized by poorly managed data 

acquisition. Misinformation produced by AI has the potential to erode consumer confidence. As a result, 

companies must set moral guidelines for the application of AI in order to maintain societal sustainability. 

The Role of AI as a Strategic Mediator 

The idea that AI shouldn't always be seen as a stand-alone marketing variable is among the most 

significant. Alternatively, AI can serve as a system that converts marketing inputs into organizational 

results. One way to express the conceptual link is:  

Artificial Intelligence Capabilities → Marketing Strategies → Business Sustainability  

Customer information and interaction opportunities are produced by marketing methods like content 

marketing and social media marketing. AI analyzes this data and transforms it into insights, forecasts, 

automation, personalization, and decision assistance. By enhancing productivity, customer interactions, 

creativity, and adaptability, these skills may then support sustainability.  

This viewpoint aligns with the theory put forth by Toffaha and Tashtoush (2026), according to which AI 

mediates the connection between marketing tactics and long-term company viability. 

Conceptual Framework 

Based on the literature, this paper proposes a framework consisting of three central components: 

Independent Variable: Marketing Strategies 

1. Social media marketing 

2. Content marketing 

3. Digital advertising 

4. Customer relationship marketing 

5. Personalization-oriented marketing 

Mediating Variable: Artificial Intelligence 
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1. Predictive analytics 

2. Marketing automation 

3. AI-driven personalization 

4. Customer-service AI 

5. Sentiment analysis 

6. Generative AI 

7. Recommendation systems 

Dependent Variable: Business Sustainability 

1. Economic sustainability 

2. Environmental sustainability 

3. Social sustainability 

4. Organizational resilience 

5. Long-term competitiveness 

The conceptual relationship can be presented as follows: 

Marketing Strategies 

↓ 

AI Adoption and AI Marketing Capabilities 

↓ 

Improved Information + Personalization + Automation + Prediction 

↓ 

Marketing Effectiveness 

↓ 

Business Sustainability 

The model also recognizes that ethical governance, employee capabilities, technological readiness, data 

quality, and organizational resources may influence the strength of these relationships. 

Challenges and Risks 
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Although AI offers substantial opportunities, organizations should not assume that technology 

automatically creates sustainable outcomes. 

Data Privacy 

Large volumes of consumer data are often necessary for AI-based marketing. Consumer trust may be 

harmed by excessive or ambiguous data collecting. The ongoing conflict between personalization and 

privacy in AI-driven advertising ecosystems is described in recent study, which highlights the significance 

of user control and transparency. As a result, businesses should establish explicit data policies and explain 

how customer data is gathered and utilized. 

Algorithmic Bias 

Data is used by AI systems to learn. AI has the potential to replicate or magnify bias in past data.  

This may have an impact on customer score, product suggestions, advertising distribution, or access to 

special offers in marketing. According to De Bruyn et al. (2020), biased or inexplicable AI presents 

significant difficulties for marketing applications.  

Lack of Transparency 

Some AI systems function as complex models whose decision processes are difficult for users and 

managers to understand. When consumers cannot understand why they received a particular 

recommendation or advertisement, trust may decline. 

Workforce Displacement 

Some repetitive marketing duties may be eliminated via automation. Organizations must take workforce 

transformations and employee reskilling into account, even though AI can boost productivity and generate 

new positions. Instead of indiscriminate replacement, amplification should be the goal. 

Implications for Businesses 
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The conceptual framework has a number of real-world applications.  

First, companies shouldn't utilize AI just because it's a trendy technology. Investments in AI should be 

linked to specific marketing and business goals. Second, businesses should pinpoint marketing procedures 

where AI might yield quantifiable benefits. Customer segmentation, demand forecasting, campaign 

optimization, content analysis, and customer service are a few examples. Third, companies ought to make 

investments in the skills of their workforce. The effectiveness of AI tools depends on the individuals who 

create, oversee, understand, and use them. Fourth, businesses ought to set up AI governance guidelines. 

Data privacy, accountability, openness, fairness, cybersecurity, and human oversight should all be covered 

by these regulations. 

Implications for Marketing Managers 

It is becoming more necessary for marketing managers to be knowledgeable about both technology and 

marketing. Instead, than just accepting AI-generated recommendations, managers need learn how to assess 

them. AI can spot trends, but managers have to decide if those trends make sense from a strategic and 

moral standpoint. Additionally, managers need to strike a balance between human engagement and 

automation. While complex complaints and emotionally sensitive circumstances should be handled by 

humans, routine customer inquiries may be handled by AI.AI can speed up production in content 

marketing, but human experts should still be in charge of accuracy, uniqueness, brand voice, and moral 

principles. AI can assess sentiment and engagement in social media marketing, but managers have to 

interpret contextual and cultural elements that algorithms could miss. 

Implications for Sustainable Business Strategy 

When marketing is linked to organizational goals, the use of AI in marketing can support a more 

comprehensive sustainability plan. AI-assisted demand forecasting, for instance, might aid in lowering 

excess inventories. Personalized digital messaging could cut down on pointless advertising. Customer 

analytics could increase customer retention while lowering the resources needed to consistently bring in 

new clients. Monitoring with AI capabilities might reveal shifting customer preferences for sustainability. 

But sustainability shouldn't be reduced to a commercial slogan. Companies need to make sure that their 

sustainability claims are consistent with their real company operations. AI cannot replace true 
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environmental and social responsibility, but it can assist in identifying and communicating sustainability 

ideas. 

Conclusion 

The way businesses create, execute, and assess marketing plans is evolving due to artificial intelligence. 

AI may enhance how businesses comprehend and engage with consumers through predictive analytics, 

customization, automation, sentiment analysis, recommendation systems, conversational tools, and 

generative technologies. This conceptual paper's main contention is that AI should be seen as a strategic 

tool that can link marketing initiatives with long-term corporate sustainability rather than just another 

marketing technology.  

Content marketing and social media marketing produce useful consumer data and interaction 

opportunities. These resources can be turned into predictions, automation, personalization, and strategic 

insights via AI. These skills could support social sustainability through more responsive and open 

customer relations, environmental sustainability through better resource use, and economic sustainability 

through increased efficiency and competitiveness. 

However, AI's beneficial effects are not guaranteed. The sustainability benefits of AI may be compromised 

by issues with privacy, algorithmic bias, lack of transparency, labor upheaval, cybersecurity threats, 

technical dependence, and environmental costs. Therefore, balance should be the foundation of AI-

enabled marketing in the future. Businesses must strike a balance between automation and human 

judgment, personalization and privacy, efficiency and accountability, innovation and governance, and 

technology advances and social and environmental concerns. According to the conceptual paradigm put 

forth in this research, AI is not the only source of sustainable value. It appears when businesses are able 

to combine AI with human skills, marketing strategy, ethical governance, and more general sustainability 

goals. 

In the end, the strategic challenge for businesses is not whether or not to deploy AI, but rather how to do 

it in a way that will benefit clients, businesses, workers, society, and the environment in the long run. 

Businesses that successfully build this capacity can be in a better position to adjust to shifting markets 

while preserving stakeholder trust and long-term competitiveness. 
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