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Abstract

This article presents an overview of the application of Artificial Intelligence (Al)
in global marketing in the digital age. Currently, business organizations are increasingly
adopting Al technologies to enhance their global marketing strategies, necessitating an
understanding of the impacts, challenges, and opportunities arising from such
utilization. This paper examines the impact of Al on various aspects of global marketing
strategies, drawing on empirical research and practical insights, covering issues of
market forecasting, consumer behavior analysis, and cross-cultural communication. It

also reviews Al-enhanced global marketing strategies such as data-driven consumer




behavior analysis, culturally aware marketing, language localization, hyper-
personalization, and predictive analytics. The article addresses the challenges in
integrating Al in global marketing, including ethical considerations, cultural sensitivity,
technological disparities, and regulatory compliance. It presents case studies of global
brands like Netflix, Unilever, and Alibaba to illustrate successful Al integration in global
marketing scenarios. Finally, the paper points out future directions for Al in global
marketing, emphasizing the necessity for continuous learning, adaptation, and ethical

considerations.
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MARKET BY GEOGRAPHY

Retail
BFSI

MARKET BY Consumer Goods
END USER

Media and Entertainment

Other End-Uses

North America Europe Asia Pacific Rest of World

MARKET BY APPLICATION

I 2028

. Search Advertising Content Curation . Social Media Advertising Sales and Marketing Automation

. Virtual Assistant Other Applications

Dynamic Pricing @ Aanalytics Platform

TOP COMPANIES: AMAZON.COM, INC GOOGLE LLC MICROSOFT CORPORATION FACEBOOK INC.
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