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ARTIFICIAL INTELLIGENSE IN MARKETING: THE 

TRAND THAT HAS COME 

 

Further development of artificial intelligence (AI) remains one of 

the urgent tasks today. Obviously, the potential of the machines is 

much greater than what we have at the moment. Its implementation 

requires creativity and discretion - traits inherent only in humans. 

Highly qualified specialists are needed for programming and teaching 

technologies. And their shortage in the labor market is the main 

problem today. 

Beyond improving machine performance, the key to making better 

use of technology lies in developing AI specialists. Many companies 

face organizational and educational hurdles on their way to integrating 

AI into their business. This is insufficient coordination between 

https://www.pwc.com/ua/uk/survey/2021/future-of-consumer-markets-ukr.pdf
https://www.pwc.com/ua/uk/survey/2021/future-of-consumer-markets-ukr.pdf
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departments, undeveloped creative processes in the team, the lack of 

talents, knowledge and character open to innovations among 

specialists. 

It is important not only to learn how to work with specific 

technology platforms, but also to constantly develop skills such as: 

- imagination and creativity; 

- deep understanding of consumers, the ability to listen and hear 

the client; 

- intuition; 

- the ability to think big; 

- openness to new ideas and processes. 

The modern marketer needs transformation into a professional 

whose competencies include deep knowledge of marketing, 

understanding of digital technologies, and the ability to manage 

people. A marketing team of these professionals is able to leverage 

technology effectively to achieve the company's marketing goals.  

Technology makes it possible to collect, segment, analyze and 

predict huge amounts of customer information. Within this challenge, 

analytical skills and a solid technical base are critical for marketers. It 

is not enough just to collect information, it is important to draw 

conclusions based on it, build a strategy. 

So the joint work of technologies and marketers allows company 

to better understand the target audience, and not only within the 

framework of the proposed product. How does the consumer live? 

What does it need? What are his preferences? Audience segmentation, 

creating a buying persona, developing and using a customer journey 

map, personalized advertising display - and this is not the whole list 

of opportunities that open up. 

The AI used in marketing today is only the beginning of future 

global changes. Cars are not something to fear when worrying about 

their jobs. But what is intended to facilitate the work of the modern 

marketer and make it more effective, as computers and the Internet 

once did. 

Areas of using AI in marketing can be the following: 

1. Communications. Smart voice assistants, call center robots, 

smart chatbots are just a few examples of AI for communication. 

2. Predictive analytics. AI helps make predictions for business, 

marketing, economics and other areas. Analyze the effectiveness of 
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advertising campaigns over long periods of time, identify patterns and 

predict their further effectiveness and costs. 

3. Personalization. Such systems analyze a large amount of data 

about the user, including the history of his past purchases, gender and 

age characteristics, behavior on sites and much more, and offers him 

any solutions based on the analysis. 

4. Content creation. So far, the AI is doing worse with this than 

with other tasks. Although there are still interesting examples. 

Companies can provide effective in automating the creation of 

promotional videos individually for each target audience cluster. The 

title, background and other elements of the video can be selected 

depending on the parameters of the user viewing the advertisement. 

Technologies and specialists are already working together and the 

quality of this symbiosis will improve. We are definitely moving 

towards a more rewarding and rewarding relationship between 

humans and machines. To ignore opportunities is to be left behind. 

Companies that want to be successful must create and maintain 

synergies between creative, analytical teams and new technologies. 

Working well together, machines and people become many times 

more efficient than separately. They strengthen, help and develop each 

other, which allows you to achieve exceptional results in the 

marketing field. 
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МАРКЕТИНГОВІ ЦИФРОВІ ТЕХНОЛОГІЇ 

СТРАТЕГІЧНОЇ ВЗАЄМОДІЇ НА АГРОПРОДУКТОВИХ 

РИНКАХ УКРАЇНИ 

 

Управління інноваційним розвитком на засадах цифрового 

маркетингу привертає увагу дослідників до удосконалення 

механізму маркетингової діяльності у різних галузях. Такі 

інновації можуть створюватися у межах певних цифрових 

кластерів. І метою кластеру є організація цифрового маркетингу 

територій на високому рівні, що забезпечує ефективність 




