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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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fian; https://www.inkwoodresearch.com/reports/artificial-intelligence-ai-in-marketing-market/
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3. anudeusawalulaBuazauiniies
ALABNAIMIAITA (Digital Disparities) é'famLﬂummﬁ"’]maﬁﬁwﬁ’cﬂumﬁﬂizqﬂﬁfg
Al lunsaataseiulan iesnananuuananamanaluladssninassmedifauiuaiuasids
i vrlnnsndeusslerives Al flumniisufuluunazyszne fafinailalu Lutz (2019)
5704 Isono and Prilliadi (2023) 71524171 AMA eua R alT B Bavesiunisands
weluladuniy undsufvinszuazarugiisndulunislamealuladiuossiszavsnim gafai
ih Al'lUlelusaalanmesfinnsanfnnuviendmanduazihnagnsiinseunguanladtelniula
finslesegnamifisndulugfinianiey emumereslunisanaauvenaienasisfenisasmuly
Tnssasneiugiunesdu n1slvnisdneusy uaznisufuieiesie Al lmwfuaninuanaeunis
wiAlulaBAunnanafiu
4. Mmsuianungsziey
ninsuazTetidusTsEmaiiAtestu Al fanuduteu uananuazaguLade
Fadudnvilsarummeiiddydmivgsia Tnengsadeuieafunisauesestaya 9305330703 Al
wazavsvesyuilnadanuuanastussiannluunasUssmanas giinia nagvsmanainiituindeu
me Al fnifgestunisinadouresmeyauaznisdiiun1mmaintIunsuuay U3Evane Jemes
UFTRnuerfuunmengranetiuanaaa vt unaumes Clarke (2019) Flmiiuds
ATIUFUTEUYRINYMINEANATTBYATEIUTHINA Tnsiuudiisanudnduiigsianealauay
UjURmunseungringluunazmaiaiidiiung miazLﬁﬂl@iﬂﬁﬂ’ﬁmmgimﬁsuméﬂﬁjawﬁmaiﬁ
Anuradnwnangmng mssfamaniwan wageudemenotoldsesniv
nsflAnwinisysannistyyiusshvglunisaaiaszaulan
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2. glidI9s (Unilever) 21fn1sidgnainuasiaunansiuaiang Al
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na1a wielnveyalunisiamundndunlnudvsulnmnefuauseuresunazniinne
H1081915Y qﬁﬁLaagﬁmmmﬂmmmaaéuuué (Hellmann's) sauns3idufivaudmsu
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e A15LATIZHTIANANITITUATTAANA qﬁﬁna‘gﬁ’mm Al §9 BeautyHub Pro Al 571U
pgv?fsnng@?mﬂmmm ol Al szfasjmmmsajmiﬁ'}Lauamé‘mﬁmeﬁﬁufiqﬂﬁﬁLﬂusflaqﬂﬂa
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