
  An Online Peer Reviewed / Refereed Journal 
              Volume 3 | Issue 6 | June 2025 

ISSN: 2583-973X (Online) 
Website: www.theacademic.in 

 

                               Page | 651 

AI-Powered Digital Strategies: Redefining the Landscape of Modern Marketing 

Sabeela K Abdulsalam  

Part-time research scholar at VELS Institute of science technology and advanced studies (VISTAS) 

Assistant Professor, Department of Commerce, Faculty of Union Christian College (Autonomous), 

Mahatma Gandhi University, P.O. Box: 683102, Ernakulam, Kerala, India sabeelaajeesh@gmail.com 

DOI : https://doi.org/10.5281/zenodo.15854535 

ARTICLE DETAILS  ABSTRACT 

Research Paper 

Accepted: 24-06-2025 

Published: 10-07-2025 

 
This study investigates how artificial intelligence is influencing 

contemporary digital marketing tactics. The marketing environment 

has changed significantly as companies use AI-driven technologies like 

chatbots, personalized recommendation systems, and predictive 

analytics more and more. This study examines how AI affects customer 

satisfaction, engagement, and brand loyalty, especially among Gen Z 

and Millennial consumers. Purposive sampling was used to gather data 

from 200 respondents (100 Millennials and 100 Gen Zers) utilizing a 

quantitative research approach and a structured questionnaire. The 

results show that customer happiness and AI-powered marketing 

techniques have a strong positive link, with consumer satisfaction 

acting as a mediator in the interaction between brand loyalty and AI-

driven marketing. This report provides marketers with information on 

how to use AI successfully and responsibly to create enduring 

relationships with customers. 
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1. INTRODUCTION 

Digital marketing has seen a radical change with the introduction of artificial intelligence (AI), which has 

completely changed how companies interact with their clientele. Intelligent systems that can provide 

timely, highly relevant, and individualized material are quickly replacing traditional marketing 
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techniques that traditionally relied on mass communication and generic messaging. Marketers can now 

better understand customer preferences, anticipate their needs, and respond to them in real time thanks to 

artificial intelligence (AI), which is powered by technologies like machine learning, natural language 

processing (NLP), computer vision, and predictive analytics (Chatterjee et al., 2021; Kietzmann et al., 

2018). 

The use of AI in marketing has increased overall marketing operations efficiency as well as targeted 

accuracy. AI improves user experience by making interactions more smooth, natural, and significant, as 

seen in chatbots that provide round-the-clock customer service and algorithms that use historical data to 

suggest items. In order to improve engagement, conversions, and customer satisfaction, brands may now 

automate repetitive marketing processes, optimize ad placements, and continuously improve their 

messaging based on data-driven insights (Davenport et al., 2020). 

Delivering hyper-personalized experiences to a wide range of consumer categories is one of AI's most 

important marketing benefits. AI systems are able to customize messages, offers, and interactions to each 

user's specific interests and habits by analyzing enormous volumes of consumer data. For Gen Z (born 

1997–2012) and Millennials (born 1981–1996), two generations that are not only digitally literate but 

also anticipate smooth and customized digital interactions, this degree of personalization has a 

particularly significant impact (Priporas et al., 2017; members of Gen Z have grown up with constant 

digital exposure). 

Voice assistants, intelligent chatbots, virtual shopping assistants, and recommendation engines integrated 

into mobile apps and e-commerce websites are just a few examples of the AI-enabled platforms that these 

generations commonly use to interact with brands. Millennials and Gen Z are perfect candidates for 

comprehending the shifting dynamics of consumer–brand relationships in the era of artificial intelligence 

because of their digital-first mentality and openness to innovation. They like ease of use, instant 

assistance, and tailored content—all of which may be effectively provided by AI-powered tactics. 

With a focus on the opinions and experiences of Millennials and Gen Z, this study intends to investigate 

how AI-driven digital marketing campaigns affect customer happiness and brand loyalty. It also aims to 

comprehend how, in a rapidly changing digital landscape, AI technologies are changing the character of 

consumer-brand relationships. By looking at these factors, the study provides insightful information on 

the strategic application of AI in marketing and draws attention to the subtleties of generational 

differences that need to be taken into account for successful digital engagement. 
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2. MATERIALS AND METHODS 

2.1 Design of the Research 

 A structured online questionnaire was used in the study's quantitative, descriptive research approach. 

2.2 The Sample and Population 

 The intended audience People between the ages of 18 and 42, divided into: 

o Millennials (27–42 years old) - n = 100 

o Ages 18 to 26 make up Gen Z; n = 100 

 Sampling Technique: Using online survey tools (Google Forms) for purposeful sampling 

2.3 Equipment 

 A questionnaire with a Likert scale (1 being strongly disagree and 5 being strongly agree) 

was created to evaluate: 

o Adaptability to AI in marketing 

o Have faith in AI-powered tools (such as recommendation systems and chatbots). 

o Customer contentment 

o Brand allegiance 

2.4 Analysis of Data 

 AMOS and SPSS were used to examine the data. 

 To evaluate the associations between variables, descriptive statistics, correlation analysis, 

and structural equation modelling (SEM) were used. 

 To examine how customer happiness relates to loyalty and AI tactics, mediation analysis 

was done. 

3. RESULTS AND DISCUSSIONS 

  According to the study's findings, Gen Z participants were more accustomed to and at ease with 

AI interfaces than Millennials, and respondents demonstrated high levels of engagement with AI-

powered solutions in digital marketing. The employment of AI strategies was found to have substantial 

positive correlations with both brand loyalty (r = 0.58, p < 0.01) and consumer satisfaction (r = 0.69, p < 

0.01), according to correlation analysis. Additionally, it was shown by Structural Equation Modeling 
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(SEM) that AI-driven marketing directly and significantly affects customer satisfaction (β = 0.74, p < 

0.001), which profoundly affects brand loyalty (β = 0.66, p < 0.001). Customer happiness serves as a 

mediating variable between loyalty and AI methods, according to mediation study. These findings imply 

that digital marketing driven by AI not only improves user pleasure but also significantly contributes to 

the development of enduring relationships between consumers and brands. The increased ability of Gen Z 

to use AI-powered technologies emphasizes the value of generationally specific strategies and encourages 

marketers to spend money on automated and customized solutions in order to successfully interact with a 

variety of consumer segments. 

4. CONCLUSION 

Artificial intelligence has solidified itself as a revolutionary force in the current digital marketing 

environment, and it is no longer merely a future or theoretical idea. The results of this study offer strong 

proof that AI-powered tactics, such tailored suggestions, predictive analytics, and clever customer 

support systems, significantly and favorably affect customer happiness and brand loyalty. With the help 

of these technologies, marketers can provide more timely, relevant, and targeted information, which 

eventually results in richer and more significant customer experiences. 

Important generational distinctions are also highlighted in the report, especially the fact that Gen Z 

customers are more open to and flexible with AI-driven interactions than Millennials. This realization 

emphasizes how important it is for marketers to create demographic-specific, nuanced tactics that take 

into consideration different levels of digital fluency and confidence in emerging technology. The ethical 

and responsible use of AI tools in marketing efforts is not only advantageous but also necessary for 

companies looking to stay competitive in a crowded and changing digital landscape. 

Furthermore, even though this study focuses on Gen Z and Millennials, it provides a framework for 

future research into how other demographic groups view and use AI in marketing. The long-term 

behavioural impacts of AI interactions on customer loyalty, trust, and decision-making may be the 

subject of future studies. Furthermore, in the era of intelligent marketing, comparative research across 

cultural and geographic contexts may provide deeper insights into global customer behaviour and 

preferences. In the end, incorporating AI into digital marketing is a paradigm shift that is changing the 

relationship between marketers and consumers and establishing new benchmarks for interaction, 

customization, and brand loyalty. 
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