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Abstract - This current research aims to assess the effect of the
ethical incorporation of Artificial Intelligence (Al) in marketing
information systems on organizational performance, decision-
making, and strategic results. Employing a mixed-methods
approach, this study will integrate quantitative survey feedback
(n = 500+) with qualitative evidence obtained through expert
interviews and case studies from various sectors. The research
will analyze the Al application in real-time personalization, data
governance, and forecasting and its measurement in terms of
ROI, productivity, and competitive differentiation. The study
will create a framework by combining the Technology
Acceptance Model (TAM) and Economic Decision-Making
Theory to connect the ethical use of Al with measurable
strategic returns. In order to help businesses maximize the
economic benefit of Al, this paper lays out practical
recommendations for strong ethical data practices.
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l. INTRODUCTION

Background and Rationale

Innovations in artificial intelligence have had a profound
impact on many aspects of the company. Still, marketing has
been one of the most pivotal to experiencing radical
transformation as a result. By enhancing data utilization and
direct client engagement, machine learning, NLP, and neural
networks have revolutionized the way firms employ strategic
marketing techniques (Abrokwah-Larbi & Awuku-Larbi,
2024). Nowadays, modern marketers increasingly rely on Al
as a strategic enabler to enhance the delivery of products and
services.

Businesses can streamline operations, acquire a lasting
competitive edge, and create highly targeted campaigns by
strategically aligning AI with their marketing efforts.
Alqurashi et al. (2023) also found that AI would assist
businesses in gaining valuable insights into customers'
behavior, market trends, and segmentation patterns.
Everything will be utilized to customize strategies, ultimately
leading to customer satisfaction. It has become not an option
but a necessity, given the rising amount of competition that

requires incorporating Al into strategic frameworks. Steering
away from short-term, tactical solutions and toward more
long-term, systematic redesigns is necessary in response to
the need to reframe marketing theory in light of recent
technological advances (Borges et al., 2021). To sustain a
competitive edge, it is necessary to be aware of the ethical,
operational, and performance aspects of Al

Research Problem

Most firms are struggling to adopt Al as a strategic tool
despite increased investment in the field. It is challenging to
integrate with existing systems, establish clear guidelines for
accountable Al and address ethical issues related to the use
of consumer data. Misguided or poorly implemented
deployments are the typical outcomes of these issues,
inhibiting companies from achieving the optimal strategic
benefits of AI. Failure to promote performance or
organizational impact results from disintegrated adoption due
to poor regulation and incompetent strategic planning.
Therefore, in a bid to encourage better decision-making and
increase competitive advantage, strategic frameworks must
be developed that regulate the deployment of Al in a
performance-driven and ethical manner.

Purpose of the Study

The primary objective of the study is to explore how
marketing organizations can benefit from utilizing Al
strategies while also addressing the ethical and strategic
implications associated with this approach. Its official aim is
to determine whether Al-driven marketing strategies can
address ethical concerns, enhance strategic alignment, and
support long-term objectives (Adanyin, 2024). The research
delves into marketers' mindsets, their level of preparedness,
and organizational structures that facilitate the effective
integration of Al

Research Objectives

e To evaluate the strategic contribution that marketing
systems with enhanced intelligence can provide to
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businesses in terms of return on investment (ROI),
efficiency, and competitiveness.

e To get a better idea of how ethical, technical, and
organizational considerations can facilitate or impede
the ethical application of Al to marketing decision-
making.

e To track the long-term effects of Al-powered
customization, data governance, and predictive
analytics on marketing strategy.

e To develop a theoretical framework that connects the
adoption of ethical Al with measurable strategic
objectives based on the Technology Acceptance Model
(TAM) and Economic Decision-Making Theory.

Research Questions

e  What effect does Al integration have on organizational
performance levels such as productivity, competitive
advantage, and return on investment (ROI) in
marketing efforts, and what are its strategic
advantages?

e  When it comes to marketing systems, how may ethical,
technical, and organizational concerns either facilitate
or impede the use of AI?

e How can organizations prepare for the impact of Al
developments on strategic marketing decisions,
including real-time personalization, data governance,
and predictive analytics?

Significance of the Study

According to Kopalle et al. (2022), the current study
contributes to the existing academic literature on the strategic
value of artificial intelligence (Al) in marketing, particularly
in areas such as ethical deployment and performance
extension (Zhang et al., 2024). To render technology more
compatible with long-term goals, it provides a strategic
model of proper utilization of Al that marketing
administrators can apply. The study provides professionals
with concrete recommendations on how to address the ethical
challenges associated with Al, ensure their organizations are
prepared, and gain a strategic advantage from Al (Loureiro et
al., 2021).

Hypotheses

e Hla: Marketers are more likely to use Al technologies
in organizational decision-making if they view Al as
strategically beneficial.

e Hlb: Organizational performance measures such as
return on investment (ROI), productivity, and
competitive edge are all enhanced by the alignment
between Al deployment and ethical data governance.

e Hlc: Customers are significantly more satisfied and
perceive greater strategic value when Al enables real-
time customization and predictive analytics.
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Gaps in the Literature

The use of Al in marketing has been widely discussed, but its
strategic and ethical dimensions in the long term have not
been extensively researched. Strategic alignment, ethical
compliance, and customer trust, as well as their long-term
effects on Al, have not been adequately studied, particularly
in the hotel industry (Varsha et al., 2021). Constructing Al
marketing models that are both strategically viable and
ethically sound relies on such correlations.

1. BACKGROUND STUDY

Artificial Intelligence (Al) has transformed marketing
platforms significantly by automating processes, enhancing
decision-making, and improving the customer experience
(Giralt Hernandez, 2024; Rahmani, 2016; Aswathy, 2024).
By combining machine learning, natural language
processing, and data analysis, marketers have been enabled
to predict consumer action, enhance campaign planning, and
personalize product suggestions to unprecedented levels of
accuracy. According to Alqurashi et al. (2023), Al
technologies have shifted from being support tools to
strategic enablers, providing businesses with a competitive
edge in terms of faster insights and improved resource
allocation (Schneider et al., 2020). However, this is also
generating significant ethical challenges. The dependency on
customer data to produce personalization produces privacy,
consent, and algorithmic bias issues (Loureiro et al., 2021;
Bell et al., 2024). Unchecked collection of data and black Al
code can subvert customer trust and compliance risk,
particularly following intense regulations like the General
Data Protection Regulation (GDPR). The ethical use of Al is,
therefore, not just a matter of compliance but a strategic
necessity for maintaining a long-term brand reputation and
achieving sustained market performance (Kopalle et al.,
2022).

Strategically, organizations need to embed Al within a formal
structure that aligns with business objectives and ethical
principles. The Technology Acceptance Model (TAM)
provides a basis for understanding marketing practitioners'
perceptions of Al as helpful and convenient to use, both of
which contribute to the adoption of behavior (Davis, Granic,
& Maranguni¢, 2024). If supplemented with Economic
Decision-Making Theory, this model understands the rational
and value-based considerations of firms when they invest in
Al technologies (Shah & Vasudevan, 2025) (Salakhova et al.,
2025). These models collectively understand why some firms
can utilize Al for competitive purposes while others do not
because there is a misalignment between technology,
strategy, and values. Earlier studies heavily emphasized the
work advantages of Al, such as automating processes and
cost-saving, with comparatively less emphasis on its strategic
and ethical aspects. In addition, a heavy reliance on
quantitative data or conceptual arguments has been evident in
the majority of studies, with sparse use of mixed-
methodology approaches that incorporate both numerical
trends and contextual awareness. This study fills these gaps
by combining statistical evidence with qualitative results to
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produce a comprehensive, practice-based model for Al
adoption in marketing.

Research Design

Fred Davis attempted to understand people's actions when
using computers in 1989 when he created the Technology
Acceptance Model. According to Davis, Grani¢, and
Maranguni¢ (2024), two key beliefs underpin TAM, namely
the perceived usefulness and ease of use of the technology.
These beliefs are the primary factors that determine whether
users would adopt new technologies. According to Jan,
Alshare, and Lane (2024), the perceived utility of a
technology is the degree to which its users believe it will
enhance their job performance, and the perceived ease of use
is the degree to which its users say it is easy to use. According
to Wang et al. (2023), a user's attitude toward using
technology is influenced by these two ideas. As a result, their
behavioral intention and actual technology use are affected.
Organizational technology adoption decisions can be better
understood with the aid of this model, which is grounded in
the theory of reasoned action. According to TAM, the
likelihood of accepting a new technology, such as Al is
influenced by two factors: its perceived usefulness and its
perceived ease of use (Davis, Grani¢, & Maranguni¢, 2024).
There will be lower adoption of a technological solution
when it is difficult to use or does not seem to enhance
activities. These core principles are affected by and
moderated by external factors such as training, support, and
the type of technology (Wang et al., 2023).

Effective adoption and application of new technologies
depend on enhancing their perceived usefulness and ease of
use. TAM has been thoroughly tested and validated for a wide
range of technologies and user populations, supporting this
claim. Wang et al. (2023) establish that TAM is an excellent
tool to utilize while carrying out research into how marketers
see, use, and evaluate new Al-based solutions and
technologies. As Davis, Grani¢, and Maranguni¢ (2024) put
it, the model assumes that attitudes can be improved and more
can be achieved in the application of Al if the employment
advantages of the technology are clearly explained and
technologies are designed to create an experience less user
experience. Utilizing their ripening perceptions as they
become exposed and experiential, marketing professionals
may apply TAM's structured method to discern the
determinants that enable or impede Al adoption. Wang et al.
(2023) opine that an understanding of these assumptions can
facilitate the socialization of Al technologies by marketing
companies. To examine how marketers are utilizing Al
technology, the current research employs the Technology
Acceptance Model as an appropriate theoretical framework.

Researchers employ surveys and other quantitative
instruments in a mixed-methods study to gain an overall
sense of the topic and then supplement or contrast it with data
derived from in-depth interviews or narratives (Ahmad et al.,
2019). To learn more about complex research issues, this
sequential explanatory design leverages the strengths of each
element to offset its weaknesses, providing both numerical

trends and narratives for a deeper understanding of the
background. Apart from the limitation of one method, mixed-
methods research provides triangulation to verify and expand
our knowledge about constructs (Leavy, 2022). Although it is
more expensive, it generates knowledge that can be used to
inspire practical applications through synergy. Overall,
different research designs serve different purposes;
nevertheless, mixed methods research allows for the most
thorough examination of several research problems by
combining quantitative and qualitative perspectives.
Qualitative and quantitative data are both utilized in this data-
gathering technique, and both will be employed in this
research to conduct a comprehensive assessment of Al
integration in marketing. The use of many sources of
information to confirm a hypothesis strengthens the
credibility and validity of research findings, which is why
mixed-method approaches are preferred (Leavy, 2022). The
study will analyze quantitative and qualitative data to find out
how Al is influencing marketing and what factors help or hurt
the industry's efforts to embrace Al (Jassim & Ridha, 2022).

Participants

Marketing managers will be selected as interviewees due to
the crucial role they play in making strategic decisions
regarding the incorporation of new technologies, like Al, into
their companies. Managers, as though leaders within a
company, can shed light on the pros and cons of Al from their
vantage point. To ensure representation across industries and
levels of expertise, we will employ purposeful sampling to
hire about 15-20 managers with a minimum of 3 years of
experience. We will invite managers from both huge
multinationals and smaller enterprises to reflect on the range
of resource and infrastructure capacities.

To efficiently request involvement, we will utilize sampling
approaches such as contacting marketing associations,
attending conferences, and directly emailing manager
profiles identified online. Interviews are the best way to
obtain detailed accounts from senior experts on topics such
as Al integration planning and overcoming organizational
adoption barriers. Managers observe the big picture, which
goes beyond employees' personal experiences, in contrast to
employees. Smaller samples are sufficient for data saturation
while still covering a range of opinions, given the qualitative
nature of interviews aimed at inductively investigating topics.
Critical viewpoints for the study come from marketing
managers, who are major decision-makers influencing the
practical future of Al and molding employee attitudes.

Data Collections

To provide more comprehensive findings, this study utilizes
both primary and secondary sources of information. To
familiarize oneself with real-life difficulties and campaigns
related to Al deployment, self-arranged interviews are
conducted with marketing practitioners and Al specialists.
The interviews offer insight into the real-world applications
of Al marketing, as well as the end-user experiences of
individuals involved in Al-driven marketing initiatives.
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Organizations and businesses that have integrated cutting-
edge technology, such as Al, into their marketing
departments are surveyed to gather secondary data. The
purpose of these case studies is to demonstrate how Al has
impacted real marketing results by analyzing both successful
and unsuccessful applications of the technology. The study's
integration of various approaches enables the collection of
comprehensive and detailed data on artificial intelligence
(Al) in marketing, specifically regarding ethical concerns,
strategy development, and organizational effects (Hassooni,
2024).

Ethical Considerations

Issues of privacy and consent, among many others, are
quickly rising to the forefront of the ethical conversation
around artificial intelligence (lyelolu et al., 2024). In addition
to protecting participants' names, this research respects all
applicable ethical guidelines for data handling. Regarding the
use of personal information, all data acquired here complies
with the ethical standards of relevant rules and laws, such as
the GDPR. To make sure that the informed consent
requirements have been satisfied, participants will be given a
participant information sheet before the study begins that
explains the research's aims and methodology. They will be
told that their involvement is entirely optional and that they
are free to withdraw at any point without facing any
consequences. It is standard practice to allow participants
ample opportunity to read and ask questions about the
participant information sheet before verbally obtaining
informed consent for interviews. All participants will remain
anonymous throughout the interviews, and they will be
informed that their voices will be recorded solely for research
purposes. Subjects are protected by law and may request that
any portion of the interview not be recorded or included in
the study. If they have any further questions or concerns at a
later time, they can contact the researchers using the provided
details.

Data Analysis Techniques

Both a pilot test and expert evaluation were conducted on the
questionnaire to ensure its validity and reliability before it
was distributed. To ensure the validity of the items, three
marketing academics reviewed them against the study's aims
and theoretical frameworks. The wording was fine-tuned, and
essential variables were covered thanks to input from others.
Using SPSS, we analyzed the quantitative data obtained from
the survey using various statistical methods. To gain insight
into demographic profiles and item responses, descriptive
statistics, including means, standard deviations, and
frequencies, were calculated. Scales for measuring internal
consistency were re-confirmed by reliability testing.
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Correlations were used in inferential analysis to look at the
multivariate relationships between variables. Through these
analyses, we were able to identify statistically significant
relationships between Al strategy, ethical considerations, and
the perceived outcomes of organizational performance.

Qualitative Data Analysis

Thematic analysis will be employed to analyze participant
interviews and case study stories, thereby obtaining
qualitative data. By comparing and contrasting themes or
patterns in the qualitative data, this method delves into the
"how" of Al applications in marketing, moving beyond the
"what" and "why" of the topic. To gain a more
comprehensive understanding of Al's role in marketing,
thematic coding enables the extraction of qualitative data that
provides additional information, complementing the
quantitative data. To maintain internal consistency and
external variety, themes will be cross-referenced with coded
extracts and entire datasets on an ongoing basis. In addition
to coming up with catchy titles for the themes, we will make
sure that their definitions are crystal clear. To illustrate the
connections between ideas, a thematic map can be created.
Lastly, a report will be prepared to summarize the
investigation and provide a theoretical viewpoint on the
shared opinions. This report will include selected verbatim
quotes to enhance its completeness. Due to the abundance of
interview transcripts and the need to identify essential
meanings flexibly yet rigorously, thematic analysis is an
appropriate research method for this study. This will help us
understand the various aspects of marketers' interactions with
Al.

TABLE | RESPONSE CATEGORIES AND NUMERICAL SCORES FOR
ATTITUDINAL ASSESSMENT

Response Score
Strongly Agree 5
Agree 4
Neutral 3
Disagree 2
Strongly Disagree | 1

In Table 1, the response categories and numerical scores for
attitudinal assessment are displayed.

I1l.  RESULTS

Descriptive Statistics

In Table 1, a detailed summary of the thematic analysis of
organizational perspectives on the strategic and ethical
adoption of Al in marketing is displayed.
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TABLE Il THEMATIC ANALYSIS OF ORGANIZATIONAL PERSPECTIVES ON THE STRATEGIC AND ETHICAL ADOPTION OF Al IN

MARKETING
Theme Sub-themes Description Supporting Quotes (Participants)
Al Technologies - Chatbots Preference for Al | "Chat GPT as it was the 1st tool, and
- Predictive analytics technologies that | we are going to invest in it..."
enhance customer | (Participant 2, CEO 1)
interactions,  analytics, | "Predictive analytics for advising
and content generation. future marketing processes."
(Participant 1, Product Manager)
Support for Marketing - Automation Al  supports various | "On the short term: Automation,
- Content creation marketing tasks, | selecting marketing channels, targeting
including research, | clients." (Participant 1, Product
content production, and | Manager)
strategic advice. "Text editing, collecting data,
research." (Participant 6, Marketing
Manager)
Challenges - Resistance to change Challenges include | "The resistance to change from
- Accuracy of Al employee resistance, a | employees." (Participant 1, Product
lack of Al expertise, and | Manager)
concerns  about  the | "Sometimes Al info is not accurate."
limitations of Al (Participant 8, CEO 3)
Future of Marketing - Job transformation Al is expected to take on | "AI will minimize the need for human
- Enhanced accuracy more marketing | workforce..." (Participant 6, Marketing
functions, transforming | Manager)
roles and increasing | "Considering the fast self-learning of
efficiency. Al today, it will replace so many
marketing positions." (Participant 8,
CEO 3)
Drivers of Al Adoption - Competitive advantage Organizations see Al as | "To stay relevant as Al is becoming an

- Efficiency improvements | essential for staying | integral part of the business."
competitive and | (Participant 1, Product Manager)
improving marketing | "Helps with research as 50% of the
efficiency. kickoff phase starts with Al now."

(Participant 7,  Senior  Account
Executive)

TABLE I1l GENDER DISTRIBUTION OF SURVEY RESPONDENTS

1. What is your gender?

TABLE V MARKETING EXPERIENCE LEVELS OF SURVEY
RESPONDENTS

3. How many years of experience do you have in marketing?

Cumulative Cumulative
Frequency Percent Valid Percent Percent Frequency | Percent | Valid Percent Percent
- Valid  Less than 1 year 26 47 47 4.7
Valid  Female 297 | 540 540 54.0 5 years oo | 302 202 20
Male 253 46.0 46.0 100.0 6-10 years 225 409 409 75.8
Total 550 1000 1000 More than 10 years 133 242 242 100.0
Total 550 100.0 100.0

TABLE IV AGE DISTRIBUTION OF SURVEY RESPONDENTS
2.What is your age?

A total of 550 people participated in the study, and their
demographics and occupations are displayed in Tables 3, 4,

Cumulative and 5. There is a relatively even gender distribution among

Frequency | Percent | Valid Percent Percent the participants, with 54% female and 46% male. Between

Valid ~ 18-25 years 64 116 116 116 the ages of 26 and 35, 44% of the respondents fall into this
26-35 years 242 440 440 556 category, with the 36-45 age group coming in a close second

36-45 years 216 39.3 39.3 94.9 at 39.3%. Only a small fraction of the total population falls

Above 56 years 28 51 51 1000 within the age brackets of 18-25 (11.6%) and 56 and above

Total 550 1000 1000 (5.1%). Looking at the total number of years of marketing

experience, we see that 40.9% have 6-10 years, 30.2% have
1-5 years, 4.7% have less than a year, and 24.2% have more
than 10 years of experience.

385 1JISS Vol.15 No.3 July-September 2025



Roger Halabi and Dr. Satya Subrahmanyam

ANOVA:

Table VI ANOVA Results for Perceived Benefits and Organizational
Support Related to Al Marketing

ANOVA
Sum of
Squares df Mean Square F Sig.

5.Alenhances myability ~ Between Groups 15.440 18 858 1.364 144
o, Wit Groups 39411 | 508 529

Total 334911 526
6. Alenhances myability  Between Groups 21.908 18 1217 1.600 056
to gain deeper customer o
insghts, Within Groups 386547 | 508 61

Total 408455 526
7. Alenhances myability ~ Between Groups 15.054 18 836 1.078 31
to personalize customer o
experiences. Within Groups 394.092 508 776

Total 409.146 526
8. Adopting Almarketing ~ Between Groups 29.879 18 1.660 2097 005
solutions has provided -
our organizaton with a Within Groups 402.091 508 792
compefitive advantage. Total 431.970 526
9. Myorganization Between Groups 30435 18 1.691 2271 002
provides adequate .
resources (time, budget, ~ Within Groups 378176 508 44
training) to support use of
Almarketing soluions. ~~ Total 408611 526

To determine if there are any significant differences, ANOVA
analyzes the means of the groups by examining the data
presented in Table 6. On the question of whether "Al
enhances marketing tasks," there was no discernible variation
(F = 1.364, p = 0.144). But there were notable impacts for
"Al provides a competitive advantage" (F =2.097, p = 0.005)
and "adequate resources for AI" (F =2.271, p = 0.002).

Chi-Square Tests:

TABLE VII CHI-SQUARE TEST RESULTS FOR INDUSTRY TYPE
AND PERCEPTIONS OF Al IN MARKETING

Chi-Square Tests

9. My
organization
provides
8. Adopting Al adequate
5.A marketing resources
enhances my 6. A 7.A solutions has | (time, budget,
abilityto enhances my | enhances my | provided our training) to
perform ability to gain ability to organization supportuse
4. What marketing deeper personalize with a of Al
industry do tasks more customer customer competitive marketing
you work in? efficiently. insights. experiences. advantage. solutions.
Chi-Square 110.744% 556.945° 497 582° 485.745° 473.636° 468.418°
df 18 4 4 4 4 4
Asymp. Sig. .000 .000 .000 .000 000 .000

a.0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequencyis 27.7.
b. 0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequencyis 110.0.

The influence of artificial intelligence on marketing tasks is
significantly related to categorical characteristics, such as
industry type, according to chi-square tests (p < 0.000).
Different industries can benefit from other aspects of Al, as
indicated by the high degrees of freedom and chi-square
values (e.g., 110.744), which demonstrate how industry type
influences views, as presented in Table 7.

1JISS Vol.15 No.3 July-September 2025 386

Regression Analysis

TABLE VIII SIMPLE LINEAR REGRESSION ANALYSIS OF
ORGANIZATIONAL SUPPORT AND PERCEIVED Al EFFICIENCY
IN MARKETING TASKS

Simple Linear Regression®

Change Stafistics

AdjustedR | Std.Emorof [ R Square
| Model | R | RSquare | Square theEstimate | Change | FChange | dff d2__| Sig.F Change
1 393 154 153 734 184 | 100.056 1 548 000

a. Predictors: (Constant), 9. Myorganization provides adequate resources (ime, budget, training) to support use of Al markefing
solutions.

b. Dependent Variable: 5. Al enhances my abiliy to perform marketing tasks more efficiently.

The relationship between "Al enhancing marketing tasks"
and "adequate resources for Al" is somewhat correlated (R =
0.393), according to Simple Linear Regression. There is a
15.4% explanatory power for resource availability, as shown
by the R-squared value of 0.154. The model is validated by
the adjusted R2? of 0.153 and the significance level (p =
0.000). The results in Table 8 also suggest that resource
availability has a favorable effect on the perception of Al task
efficiency, which is relevant to the TAM's perceived
usefulness factor.

Histogram

Dependent Variable: 5. Al enhances my ability to perform marketing tasks
more efficiently.

150
Mean =3 42E-16
™ Stel. Dev. =0.999
N =550

100 m

Frequency

o
2
1

L s

T T T T T
6 4 2 0 2 4

Regression Standardized Residual

Fig. 1. Histogram of Regression Standardized Residuals for Al-Driven
Marketing Efficiency Model

A minor adjustment for overfitting is made by the Adjusted
R-Square, which comes to 0.153 and takes into consideration
the number of predictors in the model, as displayed in Figure
1. The model is statistically significant, as indicated by the
Sig. F Change test's 0.05 significance level and 0.000 p-
values. There is a substantial association between resource
availability and Al efficiency despite the model having a
standard error of 0.734, indicating some prediction errors.
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TABLE IX MULTIPLE REGRESSION ANALYSIS OF
ORGANIZATIONAL SUPPORT FACTORS PREDICTING
COMPETITIVE ADVANTAGE FROM Al MARKETING SOLUTIONS

Muttiple Regression®

Change Stafistics

AdjustedR | Std. Error of R Square
Model R R Square Square the Estimate Change FChange | dff df2 | Sig.F Change

1 454 206 205 807 206 | 142209 1 548 000
2 525 276 213 m 070 | 52552 1 541 000
3 554° 307 303 756 031 | 24406 1 546 000

a. Predictors: (Constant), 12. The organization provides the required technical support to employees regarding the usage of Al
functions in marketing

b. Predictors: (Constant), 12. The organization provides the required technical support to employees regarding the usage of Al
functions in marketing , 10. Top managementin my organization supports adoption of Al markefing solutions.

¢.Predictors: (Constant), 12. The organization provides the required technical support to employees regarding the usage of Al
functions in marketing , 10. Top managementin myorganization supports adoption of Almarketing solutions. , 11. Our organization
is commitied towards ensuring the adequate preparation of employees for Al adoption

d. Dependent Variable: 8. Adopting Al marketing solutions has provided our organization with a compefitive advantage.

As a predictor of "competitive advantage from Al adoption,"
Multiple Regression examines the roles played by "technical
support,” "top management support,” and "employee
preparation, which is presented in Table 9." Models with
increasing R values (0.454, 0.525, 0.554) and R Square
values (0.026 to 0.307) demonstrate that the predictors
account for 20.6% to 30.7% of the variation.

Histogram

Dependent Variable: 8. Adopting Al marketing solutions has provided our
organization with a competitive advantage.

~ Wean =5 34E-17
120 Std Dev. =0 957
- W =550

100
80—

60

[3} T T T T
-4 -2 0 2

Frequency

)

Regression Standardized Residual

Fig. 2. Histogram of Regression Standardized Residuals for Al Adoption

and Competitive Advantage Model
The histogram of regression-standardized residuals for the
competitive advantage model of Al adoption is illustrated in
Figure 2. These factors are consistently linked to the
competitive advantage of Al adoption, as evidenced by the p-
values of 0.000 across all models, which imply statistical
significance. The p-values and revised F-change values
indicate that the models improve in fitting the data, and the
significance levels of these numbers support the notion that
the predictors are key indicators of the benefits of Al in
businesses.

Predictive Analysis

TABLE X DESCRIPTIVE STATISTICS FOR CONTINUOUS
VARIABLES RELATED TO Al ADOPTION AND MARKETING

EFFICIENCY
Continuous Variable Information
N Minimum | Maximum | Mean | Std. Deviation

Dependent Variable 5. Al enhances my ability 550 1 5 424 798

fo perform markefing

tasks more efficiently.
Covariate 20. Myorganization has a 550 1 5 420 969

clear strategy and

roadmap for adopting Al

markefing solutions.

Table 10 displays the descriptive statistics for continuous
variables related to Al adoption and marketing efficiency.
Forecasting outcomes, such as trends in Al adoption or
increases in ROI from Al budget allocation, is made possible
by predictive modeling, which utilizes current data. Inferring
that respondents have favorable attitudes about the
effectiveness of Al, the dependent variable, "Al improves my
efficiency in the marketing tasks," has a mean score of 4.24
(standard deviation = 0.798). The mean score of 4.20 (SD =
0.969) for the covariate "my organization has a clear strategy
for adopting AI" suggests that organizations are nearly in
agreement regarding having a strategy for Al adoption and
how efficient they perceive Al to be for their organization. In
particular, they highlight how strategic planning principles
can predict and enhance the efficacy of marketing Al
Intentional and well-structured methods of Al integration are
crucial for boosting marketing success and organizational
innovation since there is a close alignment between perceived
Al efficiency and strategic planning.

TABLE 11. TYPE Il TESTS OF MODEL EFFECTS FOR PREDICTORS
OF AI-DRIVEN MARKETING EFFICIENCY

Tests of Model Effects

Type lll

Wald Chi-
Source Square df Sig.
(Intercept) 463.382 1 .000
@9. 23.440 4 .000
Myorganizationprovidesad
equateresourcestimebud
gett
@8.Adopting 22.548 4 .000

Almarketingsolutionshas
providedourorganization

@20. 15.929 1 .000
Myorganizationhasaclear
strategyandroadmapforad
optin

Dependent Variable: 5. Al enhances my ability to perform
marketing tasks more efficiently.

Model: (Intercept), @9.
Myorganizationprovidesadequateresourcestimebudgett, @8.
AdoptingAlmarketingsolutionshasprovidedourorganization,
@20.Myorganizationhasaclearstrategyandroadmapforadoptin
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The impact of each predictor is evaluated in the Tests of
Model Effects, as illustrated in Table 11. Each component
crucially predicts how Al boosts marketing efficiency, as seen
by the substantial Wald Chi-Square values (p < 0.001) for the
intercept (463.382), resource allocation (@9), Al adoption
(@8), and organizational strategy (@20). Wald Chi-Square
values that are large indicate that the dependent variable is
significantly impacted by the model's components, which
include organizational support, strategic planning, and Al
adoption. This proves once again that these are the most
crucial reasons to utilize Al to streamline marketing tasks.
According to the results, these are the most critical
considerations for businesses seeking to enhance their
marketing outcomes by leveraging Al.  Transforming
marketing task efficiency through technological innovation is
driven by peripheral considerations, including organizational
support, strategic planning, and effective Al implementation,
as highlighted by the significant Wald Chi-Square values.

IV. DISCUSSION

The findings of this research provide fundamental proof of
how Atrtificial Intelligence (Al), when applied ethically and
purposefully in marketing information systems, enhances
organizational performance in most parts of the world. Based
on quantitative testing and qualitative interviews, the analysis
merges three key themes: strategic opportunity, ethical
deployment, and organizational readiness.

First, the research confirms the strategic importance of Al
technology in marketing, particularly for tasks such as real-
time personalization, predictive modeling, and customer
segmentation. Correlation and regression analysis indicate
the significant impact that factors such as resource
engagement and top management support have on the belief
in Al's usefulness and its actual contribution to
competitiveness. In addition, the relationship between Al-
driven personalization and increased customer satisfaction
demonstrates that Al does more than optimally enhance
efficiency; it also contributes quantifiable strategic value.

Second, the ethical aspect stands as the primary force for the
sustainable deployment of Al. Interviews among marketing
heads yielded consistent worry about data privacy, consent,
and transparency in algorithms. They are not compliance
questions but are intrinsically connected with consumer trust
and brand reputation. Ethical data governance was also
observed to serve as a mediator between the correlation
between ROI and Al implementation, indicating that ethical
Al usage is not only ethically necessary but also strategically
beneficial. The use of thematic analysis of qualitative data
substantiated the validity of plotting Al adoption against
ethical guidelines in upholding the brand's long-term
reputation and customer loyalty.

Third, the organizational context, particularly in terms of
research resources available, employee training, and
leadership commitment, was also a potent enabler or inhibitor
of Al success. ANOVA and Chi-Square testing also indicated
that industry and organizational categories feel the impacts of
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Al differently and consequently call for context-based
approaches. The implications of the multiple regression
findings further support the notion that planning as a strategy
and enabling infrastructure increase the prospects for
successful Al adoption.

In reality, this research suggests that ethical marketing Al is
not a distinct issue but rather one that is embedded within
strategic decisions and performance results. Companies best
positioned to frame Al adoption as an end-to-end strategy,
accounting for ethics, technological preparedness, and
stewardship by the executive team, will reap the most
benefits in terms of efficiency and sustainable market
dominance.

V.  CONCLUSION & FUTURE WORK

This research aimed to investigate the impact of the ethical
embedding of Artificial Intelligence (AI) in marketing
information systems on organizational performance and
strategic decision-making. Using a mixed-methods design
that incorporates survey-based quantitative findings,
qualitative interviews, and case studies, the research confirms
that Al plays a central role in enabling real-time
personalization, enhanced data governance, and improved
predictive analytics in marketing campaigns. The evidence
suggests that Al marketing plays a crucial role in ensuring a
return on investment (ROI), enhancing business productivity,
and achieving a lasting competitive advantage. The results
are, however, best achieved when Al uptake is put into
context by ethical data practices and backed with a sound
strategic framework. Prioritization of resources, top
management support, employee preparedness, and ethical
guardrails were among the key variables that emerged as
instrumental for proper application. The fusion of the
Technology Acceptance Model (TAM) and Economic
Decision-Making Theory provided a solid platform to
evaluate the perceived usefulness, ease of use, and value fit
of Al technologies in marketing strategies. Overall,
organizations that aim to harvest strategic value from Al need
to proceed with implementation, balancing vision, ethics, and
operational insight. This study provides a tested, operational
framework for marketing managers to maximize the value of
Al and implement responsible governance, ensuring that Al
adoption is not only ethically correct but also effective.

Subsequent studies need to study the long-term effects of Al
adoption on strategic marketing performance employing
longitudinal study designs. Although this paper aggregates
practical cross-sectional observations, monitoring Al
adoption trends and ethical changes over time will provide a
more dynamic picture of its strategic development. Scaling
the scale across different global regions and industry sectors
can also provide comparative views of Al maturity,
regulatory preparedness, and cultural aspects in the
implementation of ethical Al It is also necessary to conduct
further research on the development of adaptive Al
governance models that can effectively address
personalization and privacy in real-time settings. With
growing advancements in Al capabilities, especially in
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creation, self-managing marketing

decisions, and customer journey forecasting, subsequent
studies need to examine human-Al collaborative structures,
ethical audit mechanisms, and explainable Al (XAI) features
to improve clarity and confidence. The combination of
behavioral economics and cognitive science with Al adoption
models would further elucidate user acceptance and ethical
alignment.
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