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Abstract. Marketing is among the sectors in which digitization and the 
application of intelligent tools based on artificial intelligence is at a high 
level. It is a known fact that in the short term, the widespread penetration of 
AI in the marketing of any business organization will be a guarantor of 
competitive advantage. The purpose of this paper is to outline the main 
directions for the development of intelligent marketing. To establish the path 
to intelligent marketing strategies and outline the directions of business 
organizations, to achieve high flexibility and adaptability to market 
requirements. Through analysis and synthesis of intelligent marketing 
innovations, the paper proposes a roadmap for implementing intelligent 
marketing (AIM) solutions suitable for individual types of business 
organizations. The conclusions drawn illustrate the competitive advantages 
for businesses based on intelligent marketing strategies.  

1 Introduction  
Marketing has a strategic importance for the development of any business. In order for 
marketing strategies to be successful, a thorough analysis of: consumer needs is required; 
competitive actions; market capacity; economic analyses; distribution channels [1]; 
efficiency and return on production and many other data. Marketing is a key management 
process that requires knowing customers, their purchase intentions, emotional states and all 
questions related to what, how and why [2]. Today's high dynamism of market conditions 
requires traditional marketing to exceed its capabilities and show a desire to improve 
relationships with customers [3]. To achieve this, flexibility is needed, based on in depth 
analysis of large amounts of user data [1]. The success of marketing strategies also depends 
on their correct results [4]. In recent years, we have witnessed the transformation of 
marketing. With the advent of intelligent systems handling various artificial intelligence (AI) 
tools, marketing practice takes on a new look. Intelligent marketing (AIM) has the ability to 
derive knowledge about consumer habits and consumption patterns [5]. The paradigm for the 
traditional asset-oriented management philosophy is being shifted and transformed into 
modern solutions based on artificial intelligence [6]. AIM uses AI to automate the 
management of massive amounts of data to create knowledge about the entire marketing mix 
[3]. AIM provides automated solutions based on multiple databases, user observations, trends 
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[7] and is key to capturing high dynamics in marketing. Marketing with artificial intelligence 
supports organizations in strategic customer-related tasks: segmentation of key customers; 
maintenance and tracking to segmentation; sales management; customer satisfaction, etc. [8]. 
The purpose of this material is to show what are the main areas in which AIM is already 
showing its capabilities and what are the positive effects of this. The research question posed 
here is: what steps do SMEs need to go through in order to successfully implement AIM in 
their business? To answer this question below the paper proposes a methodology for 
introducing AIM into SMEs. It covers a series of steps from which managers can analyze 
everything that lies ahead and at the same time give them an indication of the key activities 
to follow. 

2 Main directions in the development of intelligent marketing  
It is no coincidence that the marketing sector is ranked among the main sectors, with the 
highest added value as a result of the use of artificial intelligence [9]. As such, it is a 
beneficiary of information technologies [1], their development and functionalities. The major 
merits in the development of marketing in recent years are based on the rapid development 
of AI, its cognitive mechanisms, the ability of machines to learn based on the received data 
[10], as well as the generation of knowledge from the analysis and conclusions obtained by 
AI [1]. According to Paschen and his team [11], big data, its quality volume, speed, variety, 
credibility and value are an increasingly valuable source for market knowledge. On their 
basis, business organizations discover, organize and share knowledge valuable for 
maintaining and developing effective marketing strategies [11] and competitiveness. 
Business organizations are already starting to apply facial recognition to define the mood of 
their customers and offer purchase recommendations for certain products [12]. Broadly 
speaking, among the main goals of AI is to attract and retain customers through intelligent 
digital marketing. It has the ability to direct users in a direction consistent with the 
organization's strategic goals [13]. Among the main services it handles are intuitive AI 
chatbots, intelligent email marketing, interactive web design and more. Some of the main 
advantages of AI marketing are presented in Fig.1. 

Fig. 1. Key Benefits of AI Marketing (AIM) 
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Examining the advantages of using AIM in greater depth, it should be noted that it is 
aimed at increasing the level of convenience and speed of shopping. AIM is based on 
improved processes related to 24/7 customer service, high quality search engines, security 
and speed of payments. [1] In this way, the processing of orders and their tracking to the 
customer is automated [2]. Within this functionality, AI processes orders in an intelligent 
way and maintains correspondence with users. As a result, customer satisfaction and loyalty 
to the respective business organization increases [7].  

Another major area where AI's contributions stand out is related to improving the user 
experience. It is achieved through personalization in the approach of offering to the specific 
client. AIM reaches the individual customer level in all activities related to the organization's 
product or service [3]. User experience is defined as a complete experience that includes all 
aspects of the user's interaction with products or services and is related to the user's emotion 
and feelings in a daily environment [14]. The study of user experience includes indicators 
such as: emotions, perceptions, physical and psychological reactions. [15] The application of 
various artificial intelligence tools allows obtaining knowledge about user interaction in web 
systems, user satisfaction and is used to create various modifications [15] to increase the level 
of satisfaction. In this way, the right moment at which a product should be offered to an 
individual customer is also captured. 

Next is the enhancement of the consumer-brand connection. AIs enhance marketing 
capabilities through a number of automated processes, such as notifying users and creating 
cognitive engagement, through customer service and recommendations [16]. Chatbots are 
also coming in big, providing personalized responses, content and recommendations to users 
in times of need. They are defined as conversational marketing and aim to improve 
communication [17] in real time. Real-time interactions between customers and AI improve 
request management and payout without any time constraints (24/7) and eliminate a waiting 
process [5]. 

Innovations in design. AI is redefining the way value is delivered to the customer and 
increasing the role of finding new solutions through design [1]. The generation of a digital 
image in real time; the creation of inspiring visualizations for company product 
advertisements; visual marketing content in social networks [18] are only part of the 
capabilities of AI. 

Predictive marketing is also subject to AI. With the help of intelligent AI tools, 
development trends can be identified and predicted [19]. It guarantees the minimization of 
overspending in digital advertising [13]. Thanks to inputs collected from various places, such 
as social media accounts, online reviews and websites [13], demographic and psychographic 
data, AI can generate relevant analysis and inferences about future behaviour, focusing on 
influencing the "ideal customer". AIM uses knowledge to perform and automate marketing 
processes, including generating valuable market information [20]. Arguably, AI is 
transforming business organizations by making sales cycles shorter and more cost-effective 
[21]. 

The advantages of AIM listed here do not claim to be exhaustive, they mark major areas 
in which marketing is changing. They also show the great interconnectedness between them, 
i.e. the effect of their application is complex and aims to satisfy consumer needs and fulfil 
the strategic goals of business organizations in an intelligent way, adding high value to the 
overall competitiveness. This meets the new business challenges, namely the requirements 
for intelligent connected ecosystems [22]. 

A number of software solutions offering services such as: personal service and individual 
personalized messages to customers are already successfully offered on the market; 
preparation of individual predictive models; behavioural profiling; identifying the interest of 
individual customers; identify important topics for clients; edit content; tracks competitors' 
activities; monitor fingerprints [23]. 
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3 Methodology for entering AIM into SMEs
Large business organizations have powerful teams, tools and the budget to introduce artificial 
intelligence in the integrated management of all business processes and achieve high 
competitive advantages. However, this is not the case with SMEs. This requires the 
integration of AI to be carried out in stages, through separate projects in the main business 
activities, and then to seek integration between them and an overall effect. Because of the 
importance of marketing to the overall effectiveness of the organization, it is appropriate that 
it be among the first areas in which intelligent transformation takes place. With the 
introduction of AIM, SMEs will have the opportunity to achieve effects such as: increased 
levels of customer satisfaction; better operational efficiency; more accurate analysis and 
forecasts. For clarity, here are the main steps that SMEs need to go through to implement 
AIM.

Different roadmaps for implementing AI in business management are available in the 
scientific literature and in practice. They are focused on exposing the various procedures that 
apply to software integration. Although expressed differently, they cover a key series of 
standardized steps. For example, according to Henderson, they can be systematized into: 1) 
determining the requirements that the system must meet, according to management's views; 
2) conducting a feasibility analysis; 3) software infrastructure design; 4) management plan 
according to deadlines and alternative options; 5) system integration outlining the processes, 
applied methods and logistics; 6) implementation of the solution and training of employees; 
7) system maintenance [24]. This material takes these steps as a basis. Although SMEs 
mainly apply ready-made software solutions for AIM, their certain specificities should be 
taken into account. Added value is sought here, by illustrating the way of implementing AIM, 
in SMEs, so that entrepreneurs have a clear idea of what lies ahead when introducing 
intelligent solutions in marketing management. The overall visualization of the methodology 
is presented schematically in a road map in Fig.2.

Fig. 2. Roadmap for implementing AIM in SMEs

For a better understanding of the roadmap methodology, its individual steps are explained 
below:
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2. Selection of a company to implement the intelligent system. For the most part, SMEs 
do not have a qualified team capable of implementing an AIM project. In this situation, you 
should turn to a specialized contractor company and ready-made intelligent solutions. In 
addition to researching the contractor's past projects, his available specialists, price and time 
conditions, it is also important to have good communication between the two organizations. 
In order to implement an effective AIM, it is essential to take into account the internal 
specifics of the SME and the expertise of the marketing and sales specialists in it. Another 
thing is to evaluate the project's capabilities from the point of view of technology and 
business processes before the actual implementation of artificial intelligence. 

3. Feasibility check. At this stage, a study is carried out regarding the necessary budget 
(and access to funding sources in the absence of such), the time range for implementation, 
the implementation of various tests on the feasibility and viability of the idea [25]. Access to 
this information at this initial stage is important, both for the implementation of the project 
and its financial value, and for predicting its return and profitability. 

4. Provision of data. Data and its quality are essential for the proper functioning of AIM. 
Data can be provided through various channels: expert opinion of specialists (martyrologists, 
salesmen, managers), the company's databases of past sales and customers (customer rating), 
marketing campaigns, advertisements, etc. In addition, data obtained through channels 
external to the company are important: such as recency, size, frequency and type of past 
purchases, current web browsing behaviour, psychographic and demographic characteristics, 
and interactions with the company. The provision of databases of listed marketing 
information is the input to machine learning and predictive algorithms through which analysis 
are conducted and intelligent conclusions are drawn to profile current or potential customers. 
This opens up opportunities to improve relationships with current and future customers [2]. 
It should be noted that training and development of AIM requires both historical data and 
continuously collected real-time data. 

5. Verification of the selected AIM software methodology. AIM implementation 
methodology is specific to each individual SME and its expectations. Most often, verification 
is expressed in synchronizing, reconfiguring and modeling the various machine learning 
algorithms. 

6. Integration of the AIM system with other available systems in SMEs. In the presence 
of other intelligent systems and/or basic software products for managing business processes 
(for example CRM), it is necessary to carry out an integration providing common 
functionality and added value. Based on the verification of the obtained primary results of 
the integration, optimization and modification of parameters and algorithms in AIM is often 
required, i.e. within this step, the training of the system is carried out with tests for proper 
functioning. 

7. Training of personnel - The employees/operators who will work with the AIM system 
are trained by the company supplying the product. Training is aimed at familiarizing users 
with the system, as well as diversifying individual groups, according to their rights and 
obligations. At the end of the process, the required result is the problem-free functioning of 
the system, as well as at a higher level - administrator, adequate understanding and operation 
with the settings and training algorithms of AIM. 

8. Implementation in a real working environment. After checking the effectiveness of 
AIM in the specific SME, it is moved to its actual operation. It should be noted here that the 
learning process of AI algorithms is continuous and evolving. The results of the autonomy 
and of the correct operation of the system increase over time. With the constant addition of 
information from current events, the work of the entire system improves itself [26]. 

9. Monitoring and Corrective Actions. Although this system is intelligent, it needs 
monitoring and, if necessary, external intervention. Monitoring the overall process and all 
the steps through which the stages of the roadmap go is important from the point of view of 
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the correct implementation and functioning in accordance with the specifics of the given 
SME. Strict compliance with the individual activities and stages largely determines the 
achievement of the intended results [26]. 

4 Discussion 
There are still SMEs that have a number of inhibitions regarding the application of intelligent 
systems. On the one hand, they set up barriers related to the supposed high price of the 
product. On the other hand, they are not sure about the solutions offered by artificial 
intelligence. On the other hand, they think that the human factor will be replaced by 
machines. These and a number of other inhibitions create psychological barriers in SME 
owners and managers, who are already losing competitive advantages. The truth is that 
implementing AIM requires financial resources and time. Bearing in mind that here the 
intelligent software solutions are to a large extent ready-made products, their price is far 
lower than those of large companies that are built only for them. This provides easy access 
to finance for SME owners and makes them a preferred investment. Regarding the lead time, 
it should be noted that it does not affect the lead time of the smart product as much as the 
provision of quality data. Although databases with various marketing indicators are already 
on the market, they are not sufficient. Ideally, an SME has the necessary customer databases, 
but it often turns out that these databases are incomplete or do not cover all the required 
parameters. In such a situation, more time is needed to provide the critical minimum of 
quality data for training the AI algorithms. 

Although there are sometimes initial difficulties it can be argued that the added value of 
using AIM far outweighs them. In the short term, SME managers can improve their marketing 
and identify new key areas to target [5]. AIM based SMEs are able to segment the market to 
increase sales, win new customers and make existing customers loyal and highly satisfied. 
This affects the building and retention of the positive reputation of the particular company. 
On this basis, it can be concluded that within the next five years, the introduction and use of 
AIM will be key. It should not be forgotten that AI marketing is still in its infancy, and its 
positive effect will increase as the effectiveness of its self-learning and its impact with the 
external environment increase. The effect would be further enhanced if intelligent marketing 
is integrated into a common intelligent system covering all the main business processes and 
management activities in SMEs. 

5 Conclusion 
The topic related to the application of artificial intelligence in business management has 
increased interest from both science and practice. According to the author of the paper, this 
interest is just gaining popularity, and in the coming years it will be a major prerequisite for 
analysis and development. This article touches on the key effect of smart marketing. With its 
help, SME owners and managers can follow all the main required steps in the transformation 
of traditional marketing to AIM. Also outlined here are key benefits that can influence the 
decision to move towards intelligent marketing management. The presented AIM 
implementation roadmap can be useful for SME entrepreneurs who are about to implement 
smart marketing solutions. The author's efforts in the scientific work on the transition to 
intelligent management and a stable Industry 4.0 direct future work to the analysis of the 
main applications of artificial intelligence in any sphere of business management. The goal 
is to offer an intelligent integrated management approach, guaranteeing high competitiveness 
of business organizations. 

 
This work financially supported by the UNWE Research Programme (Research Grand No 5/2023). 
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