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ABSTRACT

This essay explores the significant impact of digital transformation on marketing strategies over the
next decade. As digital technologies, including artificial intelligence (Al), big data analytics, and
machine learning, continue to evolve, businesses are increasingly able to personalize marketing
messages and improve customer engagement. The use of Al enables marketers to predict consumer
behaviors and trends, optimizing advertising campaigns and product offerings. Big data analytics
plays a crucial role in understanding customer preferences and behaviors, allowing for more targeted
and data-driven marketing efforts. The integration of Al, big data, and predictive analytics also
facilitates personalized content, driving customer loyalty and improving marketing efficiency. The
essay further examines how advancements in Al-powered tools, including virtual reality (VR) and
augmented reality (AR), will contribute to immersive and interactive marketing experiences.
Ultimately, the paper underscores the growing reliance on digital transformation to create
personalized marketing strategies that align with evolving consumer needs and expectations.
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1. INTRODUCTION

This essay is identifying the trend that will have significant impacts on the marketing strategy in the
next ten years. Continued digital transformation is a trend that will have significant impacts on
marketing strategy. In the next ten years, digital transformation will have a great impact on marketing
activities. The specific impact that digital transformation will have on marketing activities is the
ability to offer personalized marketing messages because of the increased understanding of
consumers [11]. The digital transformation will be characterized by the increased use of big data and
artificial intelligence. Customer data platforms are becoming common in digital transformations.
According to Ebrahimi [5], businesses are using customer data platforms to understand the
preferences and tastes of customers with the aim of offering products that are relevant. Data-driven
marketing is being common with the increased use of big data analytics, artificial intelligence and
machine learning technologies [6]. Digital transformations are opening many opportunities for
marketers to leverage technologies in the process of improving their marketing outcomes. For
example, big data analytics helps businesses in getting valuable insights necessary for making
marketing decisions.

Content from this work may be used under the terms of CC BY-NC 4.0 licence (https://creativecommons.org/licenses/by-nc/4.0/).
e Published by Warwick Evans Publishing.



2. IMPACT OF DIGITAL TRANSFORMATION AND Al ON FUTURE
MARKETING STRATEGIES

Digital transformation is among the major trends that are likely to affect marketing activities in the
next ten years. According to Miklosik & Evans [14], digital transformation describes ways
organizations adapt their products, business models, internal structures as well as products to digital-
driven consumer trends. Ebrahimi [5] argued that businesses are increasingly changing their
marketing activities by incorporating digital technologies. Future marketing activities will
increasingly be affected by continued digital transformation where marketers increase the use of
artificial intelligence, marketing analytics and big data to personalize marketing messages. Atuahene,
Kanjanabootra & Gajendran [3] noted that businesses are expected to continue leveraging new
technologies in their efforts to optimize marketing efforts as well as improve customer experience.
With Al technology, businesses are able to spot trends in the process of predicting possible future
changes. This makes it possible to make the necessary adjustments in marketing activities to make
sure that the business aligns its products it market trends [9]. The application of artificial intelligence
enables businesses to produce targeted advertisements thus achieving efficiency and increasing sales.

Continued digital transformation is leading to more data-driven campaigns as well as optimization
necessary for higher conversations than in traditional advertising. For example, businesses are
increasingly using artificial intelligence in meeting the diverse needs of consumers [11]. Al-powered
voice search makes it possible for customers to order products without searching for the products
online. Businesses are leveraging technology in the process of improving user experiences as well as
retaining customers. According to Miklosik & Evans [14], artificial intelligence is offering new
marketing tools necessary for personalizing advertising content. Through artificial intelligence,
consumers are able to ensure marketing messages target the right audiences. Marketers can use
artificial intelligence to save time through automating marketing messages. Gillpatrick [7] noted that
machine learning can be used by marketers in improving algorithms continuously. Artificial
intelligence will shape marketing activities to ensure personalized advertising messages and enhance
understanding of consumer needs.

3. ROLE OF Al AND BIG DATA IN ENHANCING CUSTOMER
UNDERSTANDING AND MARKETING STRATEGIES

Artificial intelligence and big data are changing the digital marketing future by enhancing clarity in
terms of consumers’ needs. Understanding the customer base is important in embracing a marketing
strategy that can help in achieving competitive advantages. The increased competition in many
industries makes marketing crucial in creating customer loyalty. Nguyen, Sidorova & Torres [15]
noted that the application of Al technology is necessary for enhancing customer relationships and
awareness to ensure products and services offered are able to exceed the expectations of clients. Big
data is increasingly becoming important for marketers to gather necessary data for understanding
targeted customers [13]. In the digital world, data management is becoming of great benefit to
marketers in different industries. According to Gillpatrick [7], centralizing the data collected is crucial
for marketers to make marketing decisions that are competitive. Centralized data warehouses make it
possible for marketers to access the data they need in making decisions. Big data analytics help
marketers in managing data related to customers’ preferences and purchasing habits. According to
Ebrahimi [5], big data analytics help marketers in finding the right audiences. For example, through
the use of big data marketers are able to gather customer information concerning their browsing apps,
expectations, and interests.

Big data analytics enable marketers to understand the feelings and perceptions of customers
concerning a brand. This is achieved through a feedback mechanism that is made possible through
the use of big data analytics [3]. Marketers gather data from the responses of consumers and analyse
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it to understand customer satisfaction and areas that need improvements. According to Ziotkowska
[18], big data analytics provide deep insights concerning the expectations of consumers. Big data
analytics gathers information concerning marketing campaigns to assess their influence on customer
perceptions. Without big data analytics, businesses can be unable to optimize performance, achieve
customer loyalty, make the right pricing decisions, exceed customer expectations and enhance
customer engagement [19]. Customer engagement enables businesses to understand the changes in
lifestyles, preferences, tastes and attitudes. Such understanding is important in offering products that
are able to meet market needs [11]. The information gathered can be used in making decisions
concerning product prices, and features to ensure consumer needs are met.

4. LEVERAGING BIG DATA ANALYTICS FOR PERSONALIZED
MARKETING AND CUSTOMER INSIGHTS

Digital transformation is making many businesses use big data analytics in providing intelligence
concerning existing products and possible improvements. Through the use of big data, marketers can
provide customer-specific content in advertising campaigns [12]. This is important in enhancing
brand awareness and designing advertising campaigns that are specific to the needs of the targeted
audience. According to Zidtkowska [18], big data analytics is of great value in organizations as it
enhances customer acquisition. For example, through the intensive use of marketing analytics,
businesses are able to outperform their competitors by gaining a better understanding of consumer
needs. Leveraging the cloud can allow marketers to gather personalized data from different sources
like mobile applications, live chat, in-store interactions and websites [3]. Big data is necessary for
marketers to leverage real-time data, especially in cloud computing environments. The wonderful
ability of big data analytics to access, process as well as analyse real-time data is crucial in making
important marketing decisions. This is important in providing the business intelligence necessary for
optimizing marketing performances [8]. As a result, in the next ten years, a trend towards increased
digital transformation in marketing will be fuelled by the increased use of big data analytics in making
marketing decisions.

Moreover, marketers use digital technologies to enhance the collection of customer data in order to
understand the targeted consumers. The customer data that can be collected include email addresses,
names, purchase histories as well as web searches. According to Fabian [6], big data is too large as
well as complex for traditional data management and data processing applications. It provides
valuable information necessary for marketing campaigns to refine targeting in order to serve more
specific audiences. Preferences of consumers concerning product features and purchasing behaviours
can be understood through the use of big data [2]. Transactional data of the customers can be obtained
from e-commerce platforms to determine the purchase history. The understanding of transactional
data helps marketers in improving personalization and segmentation to achieve positive marketing
outcomes. Collecting transactional information such as the last purchase date, the number of
purchases and average order value, allows marketers to identify frequent customers and the value of
buyers [10]. Behavioural data is collected to understand purchasing patterns and interests of the
targeted consumers.

Digital transformation is a trend that is likely to increase the personalization of marketing messages.
Marketers are to use personalized emails based on the consumer data they have collected using big
data analytics [9]. The use of personalized content in marketing enhances the ability to influence
purchasing decisions of consumers positively. Personalized marketing content can entail addressing
customers by their names, and providing personalized birthday emails, especially with discount offers.
According to Zidtkowska [18], big data allows for automation making marketing efforts efficient.
Digital technologies like artificial intelligence and big data are making it possible for businesses to
carry out virtual campaigns. For example, big data provides campaign simulations aimed at testing
activities at virtual marketplaces. The internet through marketing software allows marketing teams to
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use the latest technologies in identifying customer information [2]. Big data platforms are making it
easy for businesses to handle huge data to help in market segmentation. The collected customer data
makes it easy for marketers to easily tailor products in a way that can meet the targeted clients. Big
data analytics enable marketers to create suitable loyalty programs.

5. ADVANCEMENTS IN PERSONALIZED MARKETING: Al, VR, AND
PREDICTIVE ANALYTICS

There is an increased focus on personalizing marketing activities as marketers are delivering targeted
ads and content. Personalized marketing entails personalized messaging in various channels and chat
conversations. Azmi, et al. [4] argued that virtual reality and augmented reality are leading to
immersive content experiences. Businesses are creating engaging content to take advantage of new
platforms. Artificial intelligence and machine learning technologies are increasingly being utilized
by businesses to facilitate conversational marketing. For example, live chats and chatbots are helping
in improving conversational marketing [9]. Al-powered chatbots embrace natural language
processing as well as machine learning. Machine learning and artificial intelligence are increasingly
becoming relevant in digital marketing activities from personalized messages to ad targeting [17]. In
the next ten years, many businesses are expected to harness these technologies in achieving their
marketing goals. Nguyen, Sidorova & Torres [15] revealed that Al-driven data analytics are crucial
for marketers to gain smart insights concerning changes in consumer behaviours. Artificial
intelligence and big data technologies are making it possible for marketers to predict possible future
changes in marketing [16].

The use of augmented reality and virtual reality is expected to continue increasing especially in digital
marketing. Digital marketers are increasingly looking for ways of using augmented reality and virtual
reality in enhancing customer experiences [8]. Consumers are embracing the digital world more
compared to physical places such as shopping centres. Businesses are leveraging virtual reality as
well as augmented reality to achieve their set marketing goals. A study conducted by Miklosik &
Evans [14] revealed that predictive analytics is becoming common among marketers. Predictive
analytics embrace buyer intent and algorithms in predicting customer behaviours in various segments.
The understanding of targeted consumers helps marketers in generating targeted content and ads that
can positively influence their purchasing intentions. Personalized Al-powered marketing messages
help businesses in increasing customer loyalty and sales volume [1]. In the next ten years, many
marketers will be using Al-generated content to meet the interests of the targeted audience. Marketing
automation is expected to continue increasing as marketers are leveraging new technologies to best
meet the needs of consumers.

6. CONCLUSION

In conclusion, digital transformation is the trend that will significantly affect marketing strategy in
the next ten years. The specific impact of continued digital transformation is the increased use of
technologies like artificial intelligence, big data analytics and machine learning in marketing. Digital
transformation is making it possible for businesses to follow consumer behaviours virtually to ensure
they offer products and services that can exceed consumer expectations. The proper use of consumer
data enhances the creation of targeted segments combining demographics with transactional data and
preferences. Understanding customers has remained crucial in making sure the right services and
products are offered. Big data analytics are increasingly utilized in gathering information concerning
targeted audiences. Businesses are focusing on making sure marketing messages are personalized
depending on the needs of the customers. Through big data analytics, businesses can be in a better
position to understand customer needs and expectations thus designing the necessary marketing
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messages. Therefore, in the next ten years, marketers are expected to increasingly use digital
technologies like artificial intelligence, machine learning and big data analytics.

REFERENCES

[1] Al-Ababneh, H. A. Researching Global Digital E-Marketing Trends. Eastern-European Journal of Enterprise
Technologies, 2022, 1(13), 115.

[2] Alimov, O. N. Digital Economy and the Evolution of Artificial Intelligence. International Journal of Social Science
Research and Review, 2022, 5(7), 135-141.

[3] Atuahene, B. T., Kanjanabootra, S., & Gajendran, T. Transformative role of big data through enabling capability
recognition in construction. Construction Management and Economics, 2022, 1-24.

[4] Azmi, A, lbrahim, R., Ghafar, M. A., & Rashidi, A. Smarter real estate marketing using virtual reality to influence
potential homebuyers' emotions and purchase intention. Smart and Sustainable Built Environment, 2021.

[5] Ebrahimi, M. Development of Competitive Intelligence to Formulate Business Strategy Using Emerging
Technologies: Deployment of Artificial Intelligence. In Driving Transformative Change in E-Business Through
Applied Intelligence and Emerging Technologies (pp. 124-143). IGI Global, 2022.

[6] Fabian, N. Digital transformation and organizational implications. Information Systems, 2022, 22(3), 191-224.

[7]1 Gillpatrick, T. The Digital Transformation of Marketing: Impact on Marketing Practice & Markets. Economics-
Innovative and Economic Research, 2019, 7(2), 139-156.

[8] Gkikas, D. C., & Theodoridis, P. K. Al in Consumer Behavior. In Advances in Artificial Intelligence-based
Technologies (pp. 147-176). Springer, Cham, 2022.

[9] Imbar, R. V., Supangkat, S. H., Langi, A. Z., & Arman, A. A. Digital Transformation Framework: A Review. In
2022 International Conference on ICT for Smart Society (ICISS) (pp. 01-04). IEEE, 2022.

[10] Junaid, M., Ali, S., Siddiqui, I. F., Nam, C., Qureshi, N. M. F., Kim, J., & Shin, D. R. Performance Evaluation of
Data-driven Intelligent Algorithms for Big data Ecosystem. Wireless Personal Communications, 2022, 126(3), 2403-
2423.

[11] Kitsios, F., & Kamariotou, M. Artificial intelligence and business strategy towards digital transformation: A research
agenda. Sustainability, 13(4), 2025.

[12] Liu, K. Research on E-commerce Precision Marketing Model Based on Big Data Technology. In 2021 2nd
International Conference on Big Data Economy and Information Management (BDEIM) (pp. 213-216). IEEE, 2021.

[13] Menz, M., Kunisch, S., Birkinshaw, J., Collis, D. J., Foss, N. J., Hoskisson, R. E., & Prescott, J. E. Corporate Strategy
and the Theory of the Firm in the Digital Age. Journal of Management Studies, 2021, 58(7), 1695-1720.

[14] Miklosik, A., & Evans, N. Impact of big data and machine learning on digital transformation in marketing: A
literature review. leee Access, 2020, 8.

[15] Nguyen, Q. N., Sidorova, A., & Torres, R. Artificial Intelligence in Business: A Literature Review and Research
Agenda. Communications of the Association for Information Systems, 2022, 50(1), 7.

[16] Schiessl, D., Dias, H. B. A., & Korelo, J. C. Artificial intelligence in marketing: a network analysis and future agenda.
Journal of Marketing Analytics, 2022, 10(3), 207-218.

[17] Verma, S., Sharma, R., Deb, S., & Maitra, D. Artificial intelligence in marketing: Systematic review and future
research direction. International Journal of Information Management Data Insights, 2021, 1(1), 2.

[18] Zidkowska, M. J. Digital transformation and marketing activities in small and medium-sized enterprises.
Sustainability, 2021, 13(5), 2-6.

[19] Zhou, X., & Zhou, Y. Research on the Innovative Marketing Model of E-Commerce Platform Driven by Big Data
in the Era of Network Economy. Mobile Information Systems, 2022.

23



