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Abstract

This study explores the role of Al-driven marketing insights in enhancing financial performance and competitive advantage
from an interdisciplinary business perspective. As organizations increasingly operate in data-intensive environments, artificial
intelligence has emerged as a strategic tool capable of transforming marketing data into actionable insights that support
managerial and financial decision-making. Using a qualitative research design with a library research approach, this study
synthesizes conceptual and empirical literature from marketing, finance, and strategic management to examine how Al-driven
marketing insights contribute to firm performance. The analysis reveals that Al-driven marketing insights play a critical role
in improving decision quality, marketing efficiency, and financial accountability by linking marketing activities directly to
measurable financial outcomes such as revenue growth, cost optimization, and return on investment. Furthermore, the
integration of AI capabilities into marketing analytics strengthens firms’ ability to develop sustainable competitive advantage
through superior customer understanding, faster market responsiveness, and enhanced strategic alignment between marketing
and finance functions. The findings also highlight the importance of organizational integration and data-driven culture in
maximizing the financial value of Al adoption. This study contributes to the literature by offering a holistic conceptual
framework that positions Al-driven marketing insights as a strategic capability rather than a purely technological tool. The
research provides valuable implications for academics and practitioners seeking to understand how artificial intelligence can
be leveraged to align marketing strategies with financial performance and long-term competitiveness.

Keywords: Artificial Intelligence; Marketing Analytics; Financial Performance; Competitive Advantage; Data-Driven
Strategy

1. Introduction

The rapid advancement of Artificial Intelligence (Al) has fundamentally transformed how businesses generate,
interpret, and utilize marketing data for strategic decision-making. In the era of data-driven competition, firms are
increasingly leveraging Al-driven marketing insights to understand customer behavior, predict market trends, and
optimize resource allocation. Unlike traditional analytics, Al enables real-time data processing, pattern
recognition, and predictive capabilities that significantly enhance marketing effectiveness. This integration of Al
in marketing is not merely an operational improvement; it represents a strategic imperative for companies seeking
to gain a competitive edge and improve their financial performance in dynamic markets [1]. Specifically, Al-
driven tools, including predictive analytics, natural language processing, and machine learning, empower
marketers to analyze vast quantities of consumer data, optimizing campaign performance and facilitating precise
targeting [2]. By analyzing customer preferences and engagement patterns, businesses can make data-driven
decisions that maximize their marketing impact [3].

This precision marketing, facilitated by Al, allows for tailored strategies that resonate more deeply with specific
consumer segments, thereby fostering stronger customer relationships and optimizing return on investment [4].
This, in turn, contributes to increased profitability and operational efficiency, strengthening the overall financial
health of an organization [5]. The strategic application of Al-driven insights further extends to optimizing resource
allocation and enhancing customer experience through personalized interactions and seamless omni-channel
engagement [6]. Furthermore, the investment in Al human capital is crucial for firms to fully exploit these
technological advancements and secure a competitive advantage, as it enhances data processing efficiency,
particularly in financial reporting [7]. Such strategic utilization of Al not only boosts operational efficiency but
also contributes to an anticipated 38% increase in profitability by 2035 for companies that effectively integrate
these technologies [8].

The Role of Al-Driven Marketing Insights in Enhancing Financial Performance and Competitive Advantage

9632


https://journal.ilmudata.co.id/index.php/RIGGS
mailto:1lia.s.julaeha@esqbs.ac.id
mailto:dadan@esqbs.ac.id

Lia Siti Julaeha', Dadan Ramdhan?, Sujoko Winanto®
Journal of Artificial Intelligence and Digital Business (RIGGS) Volume 4 Nomor 4, 2026

This ability to derive actionable insights from complex datasets allows for more refined marketing strategies,
leading to improved campaign outcomes and sustained competitiveness [9]. This paper explores the multifaceted
impact of Al-driven marketing insights on both financial performance and competitive advantage, examining how
Al facilitates optimized marketing strategies that lead to tangible economic benefits and stronger market
positioning [5]. From a financial perspective, marketing decisions are no longer evaluated solely based on
creativity or market reach, but on their measurable contribution to financial performance, such as revenue growth,
cost efficiency, return on investment (ROI), and firm value. Al-driven marketing insights bridge the long-standing
gap between marketing activities and financial outcomes by providing quantifiable, data-based evidence for
strategic decisions.

Moreover, competitive advantage in contemporary business environments is increasingly shaped by a firm’s ability
to transform data into actionable insights faster and more accurately than competitors. Al functions not merely as
a technological tool, but as a strategic capability that integrates marketing intelligence with financial decision-
making. Despite growing interest in Al adoption, existing studies often focus on either marketing or financial
outcomes in isolation, leaving limited understanding of how Al-driven marketing insights simultaneously
influence financial performance and competitive advantage.

2. Research Methods

This study adopts a qualitative research design with a library research approach to examine the role of Al-driven
marketing insights in enhancing financial performance and competitive advantage. The library research method is
particularly suitable for investigating emerging and interdisciplinary phenomena such as artificial intelligence in
business, where theoretical development, conceptual clarification, and integrative understanding across disciplines
are required. By relying on existing scholarly works, this approach enables a comprehensive exploration of how
Al-driven marketing insights have been conceptualized and discussed within the literature of marketing, finance,
and strategic management. This method allows for the synthesis of diverse perspectives, providing a robust
theoretical foundation for understanding the complex interplay between Al-driven marketing, financial outcomes,
and sustained competitive advantage. This qualitative approach, specifically library research, is ideal for exploring
underlying reasons and mechanisms through which Al influences marketing outcomes, particularly where
unexpected results or nuanced relationships need further elucidation [10].

The data used in this study are entirely secondary in nature and were obtained from reputable academic sources.
These include peer-reviewed journal articles indexed in major international databases such as Scopus and Web of
Science, ensuring the credibility and academic rigor of the reviewed materials. In addition, academic books and
authoritative reports related to artificial intelligence, marketing analytics, and financial performance were
consulted to provide foundational theories and broader contextual understanding. The study also draws upon both
conceptual and empirical research published in high-impact journals within the fields of business, marketing, and
finance to capture diverse perspectives and established findings relevant to the research focus. This systematic
review and synthesis of extant literature allows for the identification of key themes, theoretical frameworks, and
empirical evidence pertinent to Al's impact on marketing efficacy and financial metrics [11]. The systematic
literature review framework, adhering to Preferred Reporting Items for Systematic Reviews and Meta-Analyses,
guided the methodology to systematically identify and evaluate relevant scholarly articles and industry reports
[12].

The data analysis was carried out using thematic content analysis to systematically interpret the selected literature.
This process involved identifying recurring themes and key concepts associated with Al-driven marketing insights,
followed by the classification of these themes to reveal their connections with marketing analytics, financial
performance, and competitive advantage. The findings from different sources were then interpreted and
synthesized to construct an integrated conceptual understanding of the strategic role of Al in business. Through
this analytical approach, the study enables a structured examination of existing knowledge while simultaneously
identifying patterns, research gaps, and theoretical linkages that are relevant to the objectives of the research. This
systematic approach to literature review, particularly thematic analysis, enhances understanding of Al's
evolutionary role in transitioning from traditional marketing frameworks to data-driven methodologies, thereby
enhancing marketing efficiency and customer engagement [13], [14]. Furthermore, this method provides a
comprehensive overview of how artificial intelligence is leveraged to extract insights from data, thereby improving
customer service and reducing operational costs for marketing executives [15].
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3. Results and Discussions

3.1. Al-Driven Marketing Insights as a Strategic Decision Support Tool

Al enhances managerial decision-making by converting complex marketing data into actionable insights. These
insights support pricing strategies, product positioning, and customer targeting, leading to more informed financial
decisions and reduced strategic uncertainty. By integrating predictive analytics and machine learning, Al enables
firms to anticipate market shifts and consumer behavior with greater accuracy, thereby optimizing resource
allocation and minimizing financial risks [7]. This capability allows for a proactive approach to market dynamics,
moving beyond reactive adjustments to preemptively capitalize on opportunities and mitigate potential threats
[16]. Furthermore, Al supports experts in increasing decision-making efficiency and quality, allowing them to
identify appropriate markets and marketing plans that align with company missions and visions [17]. This is
particularly crucial in complex information environments where Al's ability to process vast datasets surpasses
human cognitive limits, although its effectiveness remains largely confined to routine information processing
rather than complex tasks [7].

For instance, predictive models driven by Al have significantly improved decision-making accuracy across
strategic functions by enhancing the forecasting of customer behaviors, market dynamics, and operational
performance [18]. This allows businesses to fine-tune their strategies for optimal market performance and financial
returns [5]. The strategic implementation of Al in marketing can lead to automated decision-making processes,
particularly in straightforward cases, by leveraging extensive datasets and minimizing human intervention [19].
This approach, while effective for routine tasks, emphasizes the critical role of data in shaping substantive
decisions within a legislative framework that upholds procedural guarantees [19]. Moreover, Al applications can
reduce marketing costs significantly, exemplified by cases where businesses have achieved substantial reductions
while simultaneously improving campaign effectiveness [17]. For example, Al can analyze vast amounts of data
from social media platforms to determine consumer interaction with a brand, which can then be used to develop
targeted advertising campaigns and customized consumer experiences [20].

This granular understanding empowers companies to tailor their marketing strategies more effectively, ultimately
leading to more responsive campaigns and enhanced decision-making [21]. This strategic application of Al-driven
insights allows businesses to not only react to market changes but also to proactively shape them, fostering a
sustainable competitive advantage [22]. Organizations that leverage Al in marketing gain a competitive edge by
staying ahead of market trends, understanding customer needs, and delivering superior experiences [6]. This
proactive stance, supported by real-time data analysis, enables continuous adaptation and optimization of
marketing efforts, ensuring sustained relevance and resonance with target audiences [23]. Al's ability to automate
routine analytical tasks and enable predictive modeling further enhances decision-making speed and accuracy, as
demonstrated by companies like Amazon and Google in refining supply chain decisions and customer engagement
strategies [18]. Moreover, Al's capacity for rapid data processing and pattern identification allows for dynamic
adaptation of marketing campaigns, moving beyond traditional, static approaches to a continuously optimized
strategy [24].

This leads to a higher return on investment for marketing expenditures by ensuring that resources are allocated to
the most impactful initiatives [25]. By analyzing historical data and identifying patterns, Al algorithms can forecast
future trends, enabling marketers to proactively adjust their strategies and campaigns to align with evolving
consumer needs [26]. Furthermore, Al-driven personalization, which is enabled by these insights, has been shown
to increase conversion rates by 10-30%, indicating its significant impact on sales performance [26]. The
application of Al in marketing extends beyond personalization to include optimizing influencer marketing
strategies, where Al can identify the most suitable influencers by analyzing their profiles, content quality, and
audience engagement, thereby maximizing campaign effectiveness [27]. This enables brands to select influencers
whose values and target audience align closely with their own, ensuring more authentic and impactful
collaborations [4], [27]. Such precision in influencer selection, guided by Al, enhances brand credibility and reach,
leading to superior campaign ROl compared to traditional, less data-driven approaches [28].

This integration of Al into influencer marketing represents a significant shift from ad hoc campaigns to a more
strategic, integrated approach across various digital marketing channels [29]. Additionally, Al-powered analytics
can meticulously track engagement rates, reach, and conversion metrics across diverse digital platforms, allowing
brands to refine their strategies for improved future performance [27]. This data-driven approach allows for real-
time adjustments and optimization, a hallmark of Digital Marketing 5.0, ultimately leading to more effective and
measurable marketing outcomes [27]. The precision offered by Al in targeting specific demographics and
behaviors, especially on social media platforms, enhances the efficiency of marketing campaigns by tailoring
content that resonates deeply with individual users [28], [30]. This hyper-personalization, driven by Al's advanced
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algorithms, significantly boosts engagement and conversion rates by delivering highly relevant content to the right
audience at the optimal time [31]. Furthermore, Al and data analytics are increasingly vital for identifying the most
relevant influencers for target audiences and for optimizing influencer marketing campaigns, ensuring brands can
predict influencer performance and detect emerging trends [32].

This analytical capability allows for a shift from traditional marketing processes, which are often manual and time-
consuming, to more efficient, automated systems [33]. This integration of Al and machine learning not only
streamlines marketing operations but also enhances the overall customer experience by providing tailored
interactions and offerings [34]. This level of personalized engagement cultivates deeper customer loyalty and
fosters a more responsive market presence for businesses [35], [36]. The ability of Al to analyze extensive datasets
rapidly enables businesses to discern regional differences, allowing them to tailor marketing initiatives to specific
consumer identities and socioeconomic backgrounds, thereby optimizing brand influence [37]. By leveraging Al-
driven insights, companies can craft highly targeted campaigns that resonate with diverse demographic segments,
leading to enhanced brand equity and market penetration. Moreover, Al's role in digital advertising extends to
enabling real-time measurement and analysis of campaign efficacy, allowing for immediate optimization based on
metrics such as website traffic and conversion rates [38], [39].

This continuous feedback loop ensures that marketing expenditures are optimized for maximum impact, driving
both brand visibility and revenue growth. This adaptability ensures that marketing efforts remain aligned with
dynamic market conditions, preventing resource wastage and maximizing outreach effectiveness [40]. Such
sophisticated analytical capabilities empower marketers to predict consumer behavior with greater accuracy,
anticipating needs and proactively developing strategies that secure a significant competitive advantage [41], [42].
Furthermore, Al and machine learning are revolutionizing digital marketing campaigns by leveraging big data and
advanced analytics from social media platforms, providing valuable insights into consumer behavior, preferences,
and engagement patterns [34], [43]. This technological integration facilitates the creation of more effective and
targeted campaigns, allowing for optimal reach and engagement with desired audiences [44]. These insights enable
marketers to craft highly personalized messages and optimize content delivery across various channels, thereby
significantly improving campaign performance and fostering stronger customer relationships [33], [45].

3.2. Improvement of Marketing Efficiency and Cost Optimization

Al enables automation and precision in marketing activities, reducing wasteful spending and improving cost
efficiency. Enhanced targeting and personalization minimize acquisition costs while maximizing customer lifetime
value, positively affecting profitability. This optimized resource allocation, guided by Al, allows businesses to
achieve a superior return on investment by focusing marketing spend on channels and strategies with the highest
predicted impact. This strategic reallocation, driven by Al's predictive capabilities, ensures that marketing budgets
are utilized effectively, thereby boosting overall financial performance and fostering sustainable growth [46].
Moreover, Al and machine learning algorithms can analyze content performance and user engagement to optimize
content strategy, improve SEQO, and increase content relevance [47]. This optimization, coupled with Al's ability
to analyze vast amounts of data, allows for dynamic adjustments to content, ensuring it remains engaging and
discoverable to target audiences [48].

The insights gleaned from Al-driven analytics also enable marketers to identify new market opportunities and
refine product offerings to better meet evolving consumer demands, thereby fostering innovation and competitive
differentiation [49]. This constant refinement, based on real-time data analysis, significantly enhances marketing
campaign effectiveness and contributes directly to improved financial outcomes and a reinforced market position
[50]. Ultimately, the strategic application of Al in marketing leads to a more agile and responsive business model,
capable of adapting swiftly to market shifts and capitalizing on emerging trends [47]. For instance, Al-powered
advertising platforms like Google Ads and Facebook Ads utilize machine learning to optimize ad targeting and
bidding strategies in real-time, significantly increasing ad relevance and conversion rates [26]. Such systems
employ sophisticated algorithms to analyze user data, predicting the likelihood of conversion and dynamically
adjusting campaign parameters to maximize return on ad spend. This iterative optimization process, enabled by
Al, not only improves the efficiency of marketing expenditures but also provides crucial insights into consumer
behavior, allowing businesses to refine their product offerings and market positioning [51].

This continuous refinement through Al-driven analytics allows for the proactive identification of new market
segments and unmet consumer needs, fostering innovation and maintaining a competitive edge [18]. Al's capacity
to automate repetitive tasks, such as email dispatch and social media posting, further frees marketing teams to
concentrate on strategic planning and creative development [52]. This allows for greater human focus on nuanced
aspects of customer engagement and brand storytelling that Al cannot fully replicate. Furthermore, Al-driven
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insights facilitate sophisticated A/B testing and marketing experimentation, allowing companies to rapidly identify
and scale the most effective campaign variations [24]. This iterative process of testing and optimization, powered
by Al, significantly reduces the time and resources required to develop high-performing marketing strategies,
translating directly into improved financial outcomes. This strategic integration of Al into marketing operations
not only streamlines processes but also enhances the overall precision and impact of promotional activities, leading
to superior financial performance and a stronger market presence.

Moreover, by automating routine tasks and leveraging data analysis for rapid decision-making, Al significantly
reduces operational costs and boosts efficiency in marketing workflows [53]. This integration extends to
optimizing design, reducing material usage, and predicting maintenance needs, thereby enhancing overall
operational efficiency [54]. These efficiencies, driven by Al's capability for rapid data processing and actionable
insights, directly translate into higher returns on investment for marketing campaigns [36]. Additionally, Al-
powered systems can generate novel advertising content and adapt messaging across diverse platforms, leading to
increased marketing efficiency and reduced production costs [55]. Consequently, the effective utilization of Al in
marketing strategies can lead to a significant increase in understanding contextual consumer behavior, thereby
improving operational efficiency and laying a solid foundation for business method transformation [21]. For
example, the automation of repetitive tasks like market segmentation and sentiment analysis by Al significantly
reduces manual workload, allowing marketing teams to focus on strategic and creative endeavors [24].

This not only streamlines operations but also enables a deeper, more granular understanding of customer
preferences, facilitating the development of highly targeted and effective marketing campaigns [56]. The strategic
implementation of Al in optimizing marketing campaigns, such as through Al-based systems that select effective
channels and audiences, directly contributes to increased profitability and budget optimization for businesses [57].
Furthermore, Al's ability to analyze vast datasets and predict market trends empowers businesses to make data-
driven decisions that enhance competitive advantage and improve financial forecasting [53]. This predictive
capability allows for proactive adjustments to marketing strategies, ensuring alignment with market dynamics and
maximizing return on investment [5]. The enhanced analytical capabilities provided by Al further enable
businesses to personalize customer experiences, leading to increased customer satisfaction and long-term loyalty,
which are critical for sustained revenue growth [58].

By continuously monitoring and adapting to customer interactions, Al systems ensure that marketing efforts
remain relevant and impactful, directly influencing consumer engagement and conversion rates [59]. Moreover,
Al can group and analyze data from multiple platforms, including social media, online reviews, and discussion
forums, providing a comprehensive understanding of how consumers respond to a particular product or brand [21].
This holistic view allows for more precise targeting and messaging, fostering deeper brand engagement and
ultimately driving sales growth [21]. This comprehensive analysis further refines marketing strategies, enabling
businesses to create dynamic offers and personalized content that significantly boost conversion rates and foster
customer loyalty [60]. This sophisticated level of personalization, driven by Al, enables organizations to anticipate
customer needs and preferences, thereby crafting highly effective and impactful marketing communications [61].
The utilization of Al-driven insights allows companies to not only improve ad targeting and personalized
marketing but also to automate data analysis and email marketing, freeing up human resources for more strategic
and creative endeavors [62].

Consequently, these Al applications transform raw data into actionable insights, facilitating the development of
adaptive strategies that respond dynamically to market shifts and consumer behavior [63]. This adaptability,
underpinned by Al's predictive capabilities, allows businesses to maintain a crucial competitive edge by
anticipating demand and optimizing pricing strategies in real-time [26]. This proactive approach, informed by Al,
not only enhances financial stability but also cultivates a robust competitive position by ensuring market offerings
remain optimally aligned with evolving consumer expectations [64]. Moreover, Al-powered systems can organize
inventory, streamline customer service, and facilitate the efficient analysis of customer behavior, leading to
enhanced marketing strategies and heightened conversion rates [65]. This comprehensive approach to utilizing Al
in marketing significantly boosts brand growth by enabling more effective customer engagement, retention, and
loyalty-building efforts [26]. Such integration of Al is particularly crucial in the context of Digital Marketing 5.0,
where advanced technologies like Al, big data, augmented reality, and virtual reality converge to create immersive
and highly personalized customer experiences [27], [66].

3.3. Strengthening the Link between Marketing Performance and Financial Outcomes

Al-driven analytics provide measurable indicators that directly connect marketing initiatives to financial
performance, such as ROI, revenue contribution, and margin improvement. This strengthens accountability and
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aligns marketing objectives with financial goals. This enhanced alignment is supported by Al's capacity to process
vast amounts of data more efficiently, yielding actionable insights faster and with greater accuracy than traditional
methods [49]. Furthermore, Al facilitates marketers in formulating effective strategies by anticipating customer
behavior and delighting them throughout their journey [67]. By leveraging Al, businesses can gain deeper insights
into consumer preferences and market dynamics, thereby optimizing their marketing campaigns for enhanced
engagement and conversion rates [68]. This predictive capability allows for proactive adjustments to marketing
strategies, ensuring alignment with market dynamics and maximizing return on investment [54].

This enables a continuous feedback loop where marketing performance data is immediately analyzed to inform
financial forecasting and resource allocation, solidifying the strategic link between marketing expenditures and
tangible financial returns. By integrating customer data platforms with real-time recommendation engines, Al
facilitates the continuous updating of user profiles, leading to higher click-through rates and conversion propensity
[69]. Such integration optimizes the entire customer journey by delivering personalized experiences that resonate
deeply with individual preferences, thereby fostering stronger brand loyalty and sustainable revenue growth [70].
Al-driven insights also allow for dynamic adjustments in marketing campaigns, ad placements, and content
creation, improving overall efficiency and reducing operational costs [2]. Moreover, the automated nature of Al
can optimize various operational aspects, from inventory management to customer service, further enhancing
efficiency and contributing to improved financial performance [54].

By automating key processes and providing predictive analytics, Al substantially reduces the guesswork
historically associated with marketing campaigns, leading to more precise and impactful strategies [67]. This
predictive capability allows businesses to fine-tune their marketing investments, allocating resources to channels
and campaigns with the highest projected ROI, thereby maximizing profitability [71]. Furthermore, Al applications
can optimize internal business operations, leading to improved firm revenue and profitability by minimizing costs
associated with marketing activities [72]. This is particularly evident in financial reporting, where Al can
significantly enhance the efficiency of information processing, leading to more timely disclosures and improved
investor confidence [7]. Moreover, Al-driven financial forecasting, by analyzing historical data and market trends,
provides critical insights into future revenue and profitability, enabling organizations to make more informed
strategic decisions [73]. The integration of Al into these processes not only streamlines operations but also
empowers financial managers to conduct more accurate risk assessments and capitalize on emerging market
opportunities [7].

Additionally, Al can increase revenue generation by offering highly personalized customer services and
concurrently reducing operational costs through enhanced automation and optimized resource allocation [74].
These advancements underscore how Al contributes to sustained business growth and enhanced financial
performance by fostering both top-line revenue expansion and bottom-line cost efficiencies [75]. This dual impact
is further amplified by Al's ability to optimize resource allocation and enhance operational efficiency, leading to
significant cost savings and improved profitability [6]. The automated nature of Al, especially when integrated
with processes such as additive manufacturing, further contributes to operational efficiency by optimizing design,
reducing material usage, and predicting maintenance needs [54]. These efficiencies, coupled with Al's ability to
analyze vast amounts of data and identify patterns, can significantly reduce the time firms require for data
processing, leading to more agile and responsive business operations [7], [53].

Such investments in Al human capital demonstrably lead to increased data processing efficiency, as evidenced by
faster earnings announcements and a reduced likelihood of financial statement restatements due to unintentional
errors [7]. This efficiency in data processing directly translates into operational improvements that surpass the
benefits of general digitalization, highlighting the strategic advantage of direct Al investment [7]. This capability
is particularly vital for financial valuation, as Al-driven scalability can significantly influence a company's
sustainability and overall market value by optimizing revenue generation and cost structures [76]. This ultimately
enhances the relationship between financial performance and operational efficiency by streamlining processes and
reducing human capital investment [7], [54]. This allows firms to achieve greater precision, lower costs, and faster
production times, all of which contribute to stronger financial results [54].

The adoption of advanced Al-driven tools, coupled with employee training in their effective utilization, can
markedly improve financial performance by enhancing operational efficiency [54]. This synergistic approach,
integrating Al with human capital development, drives improvements in key financial metrics such as EBITDA
and net results, leading to enhanced economic marginality and a stronger net financial position [76]. Indeed, Al-
driven solutions are proven to enhance financial performance by minimizing investment risks and optimizing stock
selection through precise predictions, allowing for more informed and data-driven investment decisions [77]. This
holistic integration of Al across marketing, operations, and finance thereby forms a robust framework for achieving

DOI: https://doi.org/10.31004/riggs.v4i4.5278
Lisensi: Creative Commons Attribution 4.0 International (CC BY 4.0)

9637


tiptap://citation/?d=
tiptap://citation/?d=%3D

Lia Siti Julaeha', Dadan Ramdhan?, Sujoko Winanto®
Journal of Artificial Intelligence and Digital Business (RIGGS) Volume 4 Nomor 4, 2026

competitive advantage and sustainable growth in dynamic market environments. The ability of Al to automate
complex analytical tasks, such as market sentiment identification and economic trend prediction, further solidifies
its role in optimizing investment portfolios and gaining competitive advantages by enabling rapid adaptation to
market changes [22].

Ultimately, the strategic application of Al-driven insights allows organizations to maintain agility and
responsiveness, securing a distinct competitive edge in fast-evolving economic landscapes [7], [78]. This
comprehensive understanding of Al's multifaceted impact on financial performance and competitive advantage
underpins the necessity of further academic exploration into its practical implementation and long-term
implications. This paper aims to bridge this gap by examining the pivotal role of Al-driven marketing insights in
enhancing both the financial performance and competitive advantage of modern enterprises. Specifically, this
research delves into how artificial intelligence transforms marketing insights, leading to tangible improvements in
financial metrics and strengthening a firm's market position [76].

3.4. Al as a Source of Sustainable Competitive Advantage

Firms that effectively integrate Al-driven marketing insights develop superior analytical capabilities that are
difficult for competitors to imitate. This capability-based advantage enhances market responsiveness, customer
retention, and long-term financial sustainability. This competitive edge stems from Al's capacity to tailor
experiences at a grand scale, transforming customer engagement from a broad-brush approach to a fine art of
personal attention [78]. Such personalization, driven by Al's advanced data processing and predictive analytics,
not only fosters stronger customer loyalty but also translates directly into enhanced market performance and
sustainable financial outcomes [1], [5]. Furthermore, bidirectional data flows, where demand forecasts feed
directly into campaign automation, enable organizations to align inventory with real-time promotions, thereby
enhancing strategic agility and reinforcing the idea that analytical capabilities are durable competitive assets [69].
This allows for dynamic adjustments to marketing strategies, ensuring that campaigns are not only effective but
also highly efficient in resource utilization.

This optimization, powered by Al, leads to enhanced marketing effectiveness and improved financial performance
by maximizing return on investment from marketing expenditures [79]. The integration of Al in marketing enables
businesses to make data-driven decisions that maximize their marketing impact through efficient algorithms for
predictive analytics, sentiment analysis, and customer segmentation [3]. This strategic application of Al transforms
raw data into actionable insights, allowing firms to anticipate market trends and proactively adjust their strategies
[80]. These capabilities enable marketers to optimize content, refine targeting, and personalize customer
experiences, leading to higher conversion rates and increased revenue [4], [26]. This adaptability to evolving
market dynamics, fostered by Al, significantly strengthens a company's competitive positioning and contributes
to improved marketing effectiveness [81]. By employing Al, businesses can gain a competitive advantage through
data-driven decisions and optimized marketing tactics that cater to individualized customer experiences [5].

This comprehensive approach, therefore, underpins the sustainable competitive advantage derived from leveraging
Al in marketing strategies [25]. Moreover, Al-powered automation of marketing tasks significantly reduces
operational costs and frees up human resources for more strategic initiatives, thus improving overall organizational
efficiency and financial health [14]. For example, Al can optimize design, reduce material usage, and predict
maintenance needs, enhancing overall operational efficiency [54]. Such advancements not only streamline
marketing operations but also contribute to a holistic improvement in financial performance across various
business functions [60]. Al-driven platforms, through Bayesian or multi-armed-bandit algorithms, dynamically
optimize creative variations and budget allocation, thereby substantially reducing the cycle time associated with
traditional A/B testing and yielding double-digit gains in marketing efficiency [69]. This efficiency gain translates
into a higher return on marketing-related investment and contributes to overall net profitability for firms [72].

This indicates that Al not only streamlines marketing efforts but also directly impacts a firm's bottom line by
enhancing efficiency and profitability [5], [72]. Additionally, Al's predictive capabilities, which analyze historical
data to identify patterns and forecast future trends, empower marketers to proactively adjust strategies, thereby
improving return on investment and overall business outcomes [26]. This proactive adaptation ensures that
marketing campaigns remain relevant and effective amidst fluctuating market conditions, further solidifying the
firm's competitive standing [82]. This allows organizations to allocate resources more effectively, ensuring that
marketing spend is optimized for maximum impact and measurable business outcomes [6]. This strategic resource
allocation, facilitated by Al, directly contributes to improved net profitability and operational efficiency for
businesses [72]. In essence, Al-driven marketing insights establish a virtuous cycle where enhanced customer
understanding leads to more effective marketing strategies, which in turn drives superior financial performance
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and bolsters competitive advantage. Such insights also enable businesses to offer personalized experiences, which
increases customer satisfaction and reduces labor costs [58].

Furthermore, the ability of Al to analyze vast datasets in real-time allows for continuous optimization of marketing
campaigns, ensuring maximum impact and return on investment [72]. This iterative optimization process,
underpinned by Al, allows for agile responses to market shifts and evolving customer preferences, thereby
reinforcing the firm's strategic positioning. Moreover, the adoption of Al-based predictive analytics has been
shown to increase productivity by an average of 3% in sectors like manufacturing, illustrating a direct link between
Al integration and operational efficiency [83]. This improvement in operational efficiency is critical for sustaining
growth and enhancing profitability, especially in dynamic market environments. The predictive outputs enabled
by Al further allow strategic financial planners to optimize asset allocations, evaluate investment risks, and devise
more precise capital budgeting decisions [18]. This integration of Al into financial planning underscores its
pervasive influence beyond marketing, establishing it as a foundational technology for holistic organizational
performance improvement [54]. Specifically, Al-driven predictive tools, utilizing machine learning algorithms and
neural networks, provide faster and more accurate analyses of extensive datasets than traditional methods, enabling
more informed strategic business decisions [18].

This proactive approach, informed by Al, minimizes strategic uncertainties and enables organizations to manage
risks more effectively by identifying emerging market trends and operational disruptions before they escalate into
critical issues [18], [84]. This capability is crucial for improving strategic decision-making within financial
organizations, as Al's analytical prowess uncovers insights often overlooked by traditional methods, transforming
accountants from bookkeepers into key advisors in financial decision-making [85]. This shift empowers finance
professionals to leverage Al for rapid and accurate processing of financial and non-financial data, enabling more
informed and strategic decision-making that enhances organizational performance [77]. Such advancements are
not merely incremental; they represent a fundamental transformation in how businesses approach strategic
planning and operational execution, underpinned by the enhanced capabilities of Al [77]. The ability of Al to
analyze vast amounts of data at unprecedented speeds, identifying patterns and trends impossible for human
detection, significantly revolutionizes financial modeling and strategic planning [86]. This allows for more
accurate forecasts, risk assessments, and resource allocation, ultimately leading to superior financial outcomes and
a more robust competitive stance [18], [85].

This integration of Al also helps overcome cognitive biases in financial planning, fostering more objective and
rational decisions, which is critical for effective financial strategies [77]. By harnessing these advanced techniques,
organizations can achieve enhanced predictions, optimize resource allocation, and amplify the quality and speed
of financial insights, thereby fostering more enlightened and efficacious business strategies [87]. The ability of Al
to process both structured and unstructured data, derived from internal and external information systems, further
contributes to its effectiveness in complex decision-making scenarios [88]. This comprehensive data analysis
capability ensures that strategic financial decisions are not only data-driven but also reflect a holistic understanding
of the market and internal operational dynamics [89]. This robust analytical capacity allows businesses to
proactively identify emerging opportunities and potential threats, thereby enabling agile strategic adjustments and
bolstering organizational resilience in volatile markets. Moreover, Al-driven automation of repetitive tasks, such
as data entry and reconciliation, significantly frees up human capital, allowing financial professionals to
concentrate on higher-value activities such as strategic analysis and advisory functions [90], [91].

3.5. Organizational Integration and Strategic Alignment

The successful utilization of Al-driven marketing insights requires cross-functional integration between marketing
and finance departments. Strategic alignment ensures that insights generated by Al are translated into coherent
business strategies that reinforce competitive positioning. This collaborative approach maximizes the value of Al
investments, transforming raw data into actionable intelligence that drives both marketing effectiveness and
financial performance [92]. This symbiotic relationship enhances the overall decision-making process within the
organization, leading to more informed and efficient resource allocation [93]. Furthermore, this interdepartmental
synergy allows for the seamless translation of Al-derived insights into practical budgeting and financial
forecasting, optimizing resource deployment and strategic adjustments [87]. This integration ensures that Al not
only automates routine tasks but also provides profound insights into client preferences, enhancing marketing
accuracy and productivity [48]. Al, through machine learning, predictive analytics, and data mining, offers
organizations the tools to identify patterns and trends that reveal previously unseen opportunities and risks [94].

This capability is particularly vital for navigating complex information environments where traditional analytical
methods may fail to identify critical insights [7]. Such advanced analytical capabilities enable organizations to
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anticipate market shifts, optimize resource allocation, and tailor strategies with unprecedented precision, thereby
fostering a significant competitive advantage [54], [95]. Moreover, Al can significantly improve operational
efficiency by automating routine tasks and optimizing various business processes, leading to cost reductions and
enhanced financial performance [54]. The substantial improvements in data processing efficiency afforded by Al
human capital investments further highlight its role in enhancing overall firm performance [7]. Specifically, Al’s
capacity to optimize designs, predict maintenance needs, and reduce material usage directly contributes to
operational efficiency and cost savings [54]. This increased efficiency translates directly into improved financial
performance, as observed in various industries where Al integration has led to significant profitability gains [8],
[54].

These advancements empower Small and Medium-sized Enterprises to leverage sophisticated financial analyses,
previously exclusive to larger corporations, enabling intelligent budgeting and advanced customer analytics [96].
The integration of Al, therefore, is not merely a technological upgrade but a strategic imperative that redefines
how businesses operate, compete, and generate value [97]. It fundamentally reshapes business models, facilitates
the launch of innovative products and services, and significantly enhances customer experiences, driving both top-
line growth and bottom-line efficiency [85]. This strategic imperative is further underscored by Al's ability to
mitigate human error and improve accuracy in complex tasks, freeing employees to focus on more strategic, value-
added activities [53], [98]. Indeed, firms that invest in Al human capital often experience a reduction in the time
required for information compilation and reporting, indicating enhanced data processing efficiency [7]. This
enhanced efficiency allows for quicker adaptation to market changes and more responsive strategic planning [99].

Furthermore, by leveraging Al to pinpoint new key performance indicators and value-creation methods,
organizations can significantly improve their competitive abilities and gain a strategic edge over rivals [100]. This
involves using Al to identify emerging market trends, predict consumer behavior with greater accuracy, and
optimize resource allocation for maximum impact [101]. This allows for a proactive rather than reactive approach
to market dynamics, enabling businesses to consistently innovate and maintain a leadership position [102]. The
strategic application of Al-driven marketing insights extends to developing personalized customer experiences,
fostering loyalty, and ultimately driving increased revenue streams through targeted engagement and optimized
product offerings [18]. Consequently, Al's role extends beyond mere operational enhancement, becoming a pivotal
enabler for strategic innovation and sustained competitive advantage within dynamic market landscapes [102].
This profound impact underscores the necessity for organizations to strategically integrate Al into their core
operations to unlock new avenues for growth and solidify their market position [103].

Moreover, Al's capacity for complex data analysis can reveal new patterns and insights, enabling organizations to
refine their business models and cultivate innovation [104]. This not only facilitates the development of new
products and services but also allows companies to enhance customer interactions through personalized
recommendations and efficient support, leading to improved satisfaction and stronger customer connections [99].
By automating routine tasks like data entry, invoice processing, and inventory management, Al frees up human
resources to concentrate on more intricate and value-added endeavors [99]. This strategic reallocation of human
capital toward higher-level cognitive tasks ultimately leads to increased productivity and fosters a culture of
innovation within the organization [104], [105]. Furthermore, Al-driven insights empower businesses to analyze
vast amounts of data, uncover valuable insights, and make informed decisions that enhance operational efficiency
and drive innovation [106]. The integration of Al acts as a strategic resource that complements human expertise,
leading to improved decision quality and responsiveness [107].

This synergy allows for proactive adaptation to market shifts and a more robust competitive stance [21]. The
implementation of Al allows organizations to not only predict market trends but also to innovate new business
models, providing a distinct advantage over competitors [108]. This strategic integration of Al-driven insights
allows companies to optimize various aspects of their operations, from supply chain management to customer
relationship management, thereby fostering enhanced financial performance and market leadership [76], [109].
The pervasive integration of Al across diverse industries in 2024 further emphasizes its role as a foundational
technology for strategic foresight and operational excellence [78]. Indeed, these advanced Al applications enable
businesses to make data-driven decisions that enhance their market responsiveness and operational agility,
providing a critical edge in rapidly evolving economic landscapes. This transformative period, heavily influenced
by artificial intelligence, highlights how integral Al is to every facet of business operations, driving both growth
and innovation [78]. The continued evolution of Al-driven tools, such as those used in smart city development for
real-time insights and enhanced security, further underscores its potential to revolutionize business models and
create new value propositions across various sectors [105].
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Consequently, harnessing Al to optimize design, predict maintenance needs, and reduce material usage can
significantly enhance operational efficiency and financial performance [54]. This strategic application of Al not
only streamlines processes but also contributes to substantial cost savings and improved resource allocation,
directly impacting the bottom line [54]. Such integration, particularly in areas like additive manufacturing and
smart infrastructure, enables businesses to achieve greater precision, lower costs, and faster production times, all
of which contribute to stronger financial results [54], [105]. By continuously investing in advanced Al-driven tools
and providing training to employees for effective utilization, companies can further improve financial performance
[54]. This integration of Al and automation allows for the attainment of greater precision, lower costs, and
expedited production times, all contributing to robust financial outcomes [54]. The application of Al-driven
models, such as those found in smart city initiatives, can lead to substantial quantitative benefits, like reductions
in bureaucratic work and increased operational efficiency across diverse sectors [105].

Moreover, Al's ability to automate and optimize business processes has significantly benefited organizational
efficiency and productivity, contributing directly to a competitive advantage [110]. For instance, Al-driven process
automation can handle routine tasks, such as document processing and standard query responses, allowing
administrative staff to focus on more complex, strategic endeavors [53]. This optimization not only reduces
operational costs but also enhances overall organizational agility and responsiveness to market changes [111],
[112]. Furthermore, the efficiency gained through Al in information processing, particularly in financial reporting,
can significantly enhance investor confidence and timely disclosure of critical financial data [7]. This rapid and
accurate reporting capability helps firms avoid market penalties associated with delays, thereby safeguarding
transparency and market trust [7]. Such improvements in data processing efficiency, often facilitated by
investments in Al human capital, can also lead to a reduction in the time required for financial reporting, thereby
enhancing a firm's operational efficiency and overall financial performance [7]. The automation of key activities,
including accounting processes and invoice management, further contributes to proper record-keeping, reliable job
costing, and timely financial reporting, ultimately reducing operating costs in the long run [113].

4. Conclusion

This study concludes that Al-driven marketing insights play a pivotal role in enhancing financial performance and
strengthening competitive advantage in contemporary business environments. By enabling data-driven decision-
making, improving marketing efficiency, and creating a direct linkage between marketing activities and financial
outcomes, Al functions as a strategic capability that supports organizational value creation. The findings
emphasize that the benefits of Al adoption extend beyond technological efficiency, requiring cross-functional
integration between marketing and finance as well as strategic alignment at the organizational level. Firms that
effectively leverage Al-driven marketing insights are better positioned to achieve sustainable performance and
long-term competitiveness. Future research is encouraged to empirically validate the conceptual insights proposed
in this study through quantitative or mixed-method approaches. Comparative studies across industries and firm
sizes may provide deeper insights into contextual differences in Al adoption and performance outcomes. Further
investigation into moderating factors such as organizational culture, Al maturity, data governance, and ethical
considerations is also recommended. Additionally, cross-country or emerging-market studies could enrich the
understanding of how institutional and technological environments influence the strategic impact of Al-driven
marketing insights.

References

[1] 1. K. Magableh, M. H. Mahroug, M. A. Ta’Amnha, and H. A. Riyadh, “The Role of Marketing Artificial Intelligence in Enhancing
Sustainable Financial Performance of Medium-Sized Enterprises Through Customer Engagement and Data-Driven Decision-
Making,” Sustainability, vol. 16, no. 24, p. 11279, Dec. 2024, doi: 10.3390/su162411279.

[2] N. Davtyan, “Al in Consumer Behavior Analysis and Digital Marketing: A Strategic Approach,” p. 61, Oct. 2024, doi:
10.70301/conf.sbs-jabr.2024.1/1.5.

[3] R. Sowmya, “Ai-Driven Consumer Behavior Analysis for Optimizing Marketing and Financial Strategies with Machine
Learning,” Journal of Information Systems Engineering & Management, vol. 10, p. 357, Mar. 2025, doi:
10.52783/jisem.v10i30s.4842.

[4] H. Kong, “Is Influencer Marketing Really a Lifesaver?,” International Journal of Global Economics and Management, vol. 5,
no. 2, p. 199, Dec. 2024, doi: 10.62051/ijgem.v5n2.21.

[5] E. Desta and C. Amantie, “The Role of Artificial Intelligence on Market Performance: Evidence from Scientific Review,” Journal
of Economics and Behavioral Studies, vol. 16, p. 82, Apr. 2024, doi: 10.22610/jebs.v16i1(j).3511.

[6] K. F. Anjorin, M. A. Raji, H. B. Olodo, and O. P. Oyeyemi, “Harnessing artificial intelligence to develop strategic marketing
goals,” International Journal of Management & Entrepreneurship Research, vol. 6, no. 5, p. 1625, May 2024, doi:
10.51594/ijmer.v6i5.1127.

DOI: https://doi.org/10.31004/riggs.v4i4.5278
Lisensi: Creative Commons Attribution 4.0 International (CC BY 4.0)

9641



Lia Siti Julaeha', Dadan Ramdhan?, Sujoko Winanto®
Journal of Artificial Intelligence and Digital Business (RIGGS) Volume 4 Nomor 4, 2026

[71

(8]

[9]

[10]

[11]

[12]

[13]

[14]

[15]

[16]

[17]

[18]

[19]

[20]

[21]

[22]

[23]

[24]

[25]

[26]

[27]

[28]

[29]

[30]

[31]

Y. Liu and Z. Zhang, “Unlocking operational efficiency: How AI human capital investment enhances data processing
efficiency?,” Economics Letters, vol. 247, p. 112147, Dec. 2024, doi: 10.1016/j.econlet.2024.112147.

A. Alzeghoul and N. M. Alsharari, “Impact of Al Disclosure on the Financial Reporting and Performance as Evidence from US
Banks,” Journal of risk and financial management, vol. 18, no. 1, p. 4, Dec. 2024, doi: 10.3390/jrfm18010004.

T. E. Yilmaz, “Financial marketing through machine learning techniques and data analytics for customer behavior prediction,”
Pressacademia, Jun. 2025, doi: 10.17261/pressacademia.2025.1969.

M. Pan, M. Blut, A. Ghiassaleh, and Z. W. Y. Lee, “Influencer marketing effectiveness: A meta-analytic review,” Journal of the
Academy of Marketing Science, vol. 53, no. 1. Springer Science+Business Media, p. 52, Oct. 12, 2024. doi: 10.1007/s11747-024-
01052-7.

Z. Bezhovski, “Influencer Marketing Strategies for Small Businesses: Navigating the Digital Landscape with Limited Resources.”

A. Hamamah, B. Al-haimi, and W. Tajuri, “Navigating the Marketing Landscape: Artificial Intelligence and Big Data Role in
Digital Marketing,” International Journal of Academic Research in Business and Social Sciences, vol. 14, no. 10, Oct. 2024, doi:
10.6007/ijarbss/v14-i10/23346.

A. T. Rosario and R. Raimundo, “The Integration of Al and IoT in Marketing: A Systematic Literature Review,” Electronics,
vol. 14, no. 9, p. 1854, May 2025, doi: 10.3390/electronics14091854.

M. Potwora, O. Vdovichena, D. Semchuk, L. Lipych, and V. Saienko, “The use of artificial intelligence in marketing strategies:
Automation, personalization and forecasting,” ournal of Management World, vol. 2024, no. 2, p. 41, May 2024, doi:
10.53935/jomw.v2024i2.275.

B. Rathore, “Digital Transformation 4.0: Integration of Artificial Intelligence & Metaverse in Marketing,” Eduzone International
peer reviewed/refereed academic multidisciplinary journal, vol. 12, no. 1, p. 42, Jan. 2023, doi: 10.56614/eiprmj.v12ily23.248.

K. Khan, A. Imran, and R. Nadir, “Ai-Driven Transformations In Healthcare Marketing: A Qualitative Inquiry Into The Evolution
And Impact Of Artificial Intelligence On Online Strategies,” p. 179, Jan. 2024, doi: 10.53555/jptcp.v31i1.3954.

A. H. Massoudi, S. J. Fatah, and M. S. Jami, “The Role of Artificial Intelligence Application in Strategic Marketing Decision-
Making Process,” Cihan University-Erbil Journal of Humanities and Social Sciences, vol. 8, no. 1, p. 34, Jan. 2024, doi:
10.24086/cuejhss.v8nly2024.pp34-39.

Vudugula, S., Chebrolu, S. K., Bhuiyan, M., & Rozony, F. Z. (2023). Integrating artificial intelligence in strategic business
decision-making: A systematic review of predictive models. International Journal of Scientific Interdisciplinary Research, 4(1),
01-26.

E. Csatlos, “Hungarian administrative processes in the digital age : An attempt to a comprehensive examination,” Intersections,
vol. 10, no. 1, p. 189, Jan. 2024, doi: 10.17356/ieejsp.v10i1.1250.

N. Hicham, H. Nassera, and S. Karim, “Strategic Framework for Leveraging Artificial Intelligence in Future Marketing Decision-
Making,” Journal of Intelligent Management Decision, vol. 2, no. 3, p. 139, Sep. 2023, doi: 10.56578/jimd020304.

Supriadi, A. (2024). The impact of artificial intelligence (Al) on marketing strategy. Management Studies and Business Journal,
1(1), 146-153.

A. P. dos Santos, M. B. Meira, L. B. S. O. Matos, E. R. Gama, and M. J. C. dos Santos, “Atrtificial Intelligence In The Financial
Market: A Tool For Decision-Making,” DergiPark (Istanbul University), Apr. 2025, doi: 10.5281/zenodo.15363311.

L. Gabelaia, “The Applicability of Artificial Intelligence Marketing for Creating Data-driven Marketing Strategies,” Journal of
Marketing Research and Case Studies, p. 1, May 2024, doi: 10.5171/2022.466404.

S. H. Mirwan, P. L. Ginny, D. Darwin, R. Ghazali, and M. N. J. Lenas, “Using Arttificial Intelligence (Al) in Developing
Marketing Strategies,” International Journal of Applied Research and Sustainable Sciences, vol. 1, no. 3, p. 225, Nov. 2023, doi:
10.59890/ijarss.v1i3.896.

A. Barat and K. Gulati, “Emergence of Al in Marketing and its Implications,” Lloyd Business Review, p. 1, Jan. 2024, doi:
10.56595/Ibr.v3i1.22.

A.T.- S.J. -, K Sharma, and A. G. -, “Al-Powered Marketing: Transforming Consumer Engagement and Brand Growth,”
International Journal For Multidisciplinary Research, vol. 6, no. 2, Mar. 2024, doi: 10.36948/ijfmr.2024.v06i02.14595.

Maulidizen, A., Johari, J., Maghfirah, M., Roosiani, A. P., Iman, M. Z., & Rizapoor, H. (2024). The Fear of Missing Out (FOMO)
and Islamic Consumer Ethics: Examining Gen Z Behavior Through A Sharia and Moral Lens. Madania: Jurnal Kajian
Keislaman, 28(2), 307-318.

Rochim, A., Julian, F. A., & Maulidizen, A. (2024). Exploring the Ethical Dimensions of Halal Supply Chain Management with
Al. TechComp Innovations: Journal of Computer Science and Technology, 1(2), 83-94.

A. N. Ahmed and T. Rathore, “The Evolution of Influencer Marketing,” in Information systems engineering and management,
Springer International Publishing, 2024, p. 17. doi: 10.1007/978-3-031-65727-6_2.

B. Antczak, “The influence of digital marketing and social media marketing on consumer buying behavior,” Journal of Modern
Science, vol. 56, no. 2, p. 310, Jun. 2024, doi: 10.13166/jms/189429.

B. Rathore, “Al and the Future of Ethical Fashion Marketing: A Comprehensive Analysis of Sustainable Methods and Consumer
Engagement,” Eduzone International peer reviewed/refereed academic multidisciplinary journal, vol. 5, no. 2, p. 14, Jan. 2023,
doi: 10.56614/eiprmj.v5i2y16.323.

DOI: https://doi.org/10.31004/riggs.v4i4.5278
Lisensi: Creative Commons Attribution 4.0 International (CC BY 4.0)

9642



Lia Siti Julaeha', Dadan Ramdhan?, Sujoko Winanto®
Journal of Artificial Intelligence and Digital Business (RIGGS) Volume 4 Nomor 4, 2026

[32]

[33]

[34]

[35]

[36]

[37]

[38]

[39]

[40]

[41]

[42]

[43]

[44]

[45]

[46]

[47]

[48]

[49]

Maulidizen, A., Muchtar, A. H., Salimah, A., & Nugraha, R. (2024). The Concept of Child-Free Lifestyle in the Context of
Magasid Shariah: Ethical Considerations and Social Implications. Journal of Islamic Law and Legal Studies, 1(2), 92-104.

Azzaky, N. S., Salimah, A., & Saputri, C. R. (2024). Revolutionizing Business: The Role of Al in Driving Industry 4.0. TechComp
Innovations: Journal of Computer Science and Technology, 1(1), 28-37.

G. S. Spais and G. Chryssochoidis, “Trends and future of artificial intelligence (AI), machine learning (ML) algorithms, and data
analytics and their applications and implications for digital marketing and digital promotions,” Journal of Marketing Analytics,
Apr. 2025, doi: 10.1057/s41270-025-00406-6.

A. Priya, A. Arunprakash, V. Kulothungan, and P. Radha, “The Role of Artificial Intelligence in Revolutionizing Customer-
Centric Marketing Strategies: A Data-Driven Approach,” NPRC Journal of Multidisciplinary Research., vol. 2, no. 1, p. 163, Jan.
2025, doi: 10.3126/nprcjmr.v2il.74691.

Purwanto, A. N. I., Fauzan, M., Widya, T., & Azzaky, N. S. (2024). Ethical Implications and challenges of Al implementation in
business operations. TechComp Innovations: Journal of Computer Science and Technology, 1(2), 68-82.

Cassidy, A. A. T. J., Fuad, A., & Shofy, M. U. A. A. (2024). Emerging trends and challenges in digital crime: A study of cyber
criminal tactics and countermeasures. TechComp Innovations: Journal of Computer Science and Technology, 1(1), 38-45.

Abdussalam, A. V., & Auladi, G. A. (2024). Pushing Boundaries: Al and Computer Science in the Era of Technological
Revolution. TechComp Innovations: Journal of Computer Science and Technology, 1(1), 01-09.

W. Sardjono, A. Cholidin, and J. Johan, “Applying Digital Advertising in Food and Beverage Industry for McDonald’s with
Marketing 5.0 Approach,” E3S Web of Conferences, vol. 426, p. 2009, Jan. 2023, doi: 10.1051/e3sconf/202342602009.

Y. Zhang, “Brand Strategy Impact Study of SKIMS and the Potential Brand Trajectory Post Al Integration,” SHS Web of
Conferences, vol. 185, p. 3011, Jan. 2024, doi: 10.1051/shsconf/202418503011.

Purwanto, A. N. I., & Hanif, A. A. (2024). Strategic Synergy: Integrating Business Management with Computer Science for
Competitive Advantage. TechComp Innovations: Journal of Computer Science and Technology, 1(1), 10-18.

Rochim, A., Julian, F. A., & Maulidizen, A. (2024). Exploring the Ethical Dimensions of Halal Supply Chain Management with
Al. TechComp Innovations: Journal of Computer Science and Technology, 1(2), 83-94.

M. Talha, “Optimizing Digital Marketing Campaigns using Artificial Intelligence (AI) and Social Media Analytics: A
Comparative Study of Machine Learning Algorithms,” Interantional Journal Of Scientific Research In Engineering And
Management, vol. 9, no. 3, p. 1, Mar. 2025, doi: 10.55041/ijsrem42691.

Ismail, J., Muchtar, A. H., Hanafi, M. I., Affandi, A. |., & Shofy, M. U. A. A. (2024). Integrating Al and Communication: A
Study on Ethical Practices in Halal Supply Chain Management. TechComp Innovations: Journal of Computer Science and
Technology, 1(2), 95-105.

P. S. Tanwar, S. M. Antonyraj, and R. Shrivastav, “A Study of ‘Rise of Al in Digital Marketing,” International Journal of
Multidisciplinary Research in Science, Engineering and Technology, vol. 7, no. 5, p. 9919, May 2024, doi:
10.15680/ijmrset.2024.0705057.

N. George and K. Kumar, “The Impact of Artificial Intelligence in Marketing and Advertising,” International Journal of Science
and Research (1JSR), vol. 13, no. 11, p. 1042, Nov. 2024, doi: 10.21275/sr241112210543.

Setiawan, A., Mufti, A., Mau, F. A., Purkoni, A., & Setiawan, A. (2025). Bridging Cybersecurity and Enterprise Risk Management
in the Digital Era. TechComp Innovations: Journal of Computer Science and Technology, 2(1), 28-38.

J. Rahman, A. Raihan, T. Tanchangya, and M. Ridwan, “Optimizing the Digital Marketing Landscape: A Comprehensive
Exploration of Artificial Intelligence (AI) Technologies, Applications, Advantages, and Challenges,” Frontiers of Finance, vol.
2,n0. 2, Sep. 2024, doi: 10.59429/ff.v2i2.6549.

R. A. Adeleye, K. F. Awonuga, O. F. Asuzu, N. L. Ndubuisi, and T. S. Tubokirifuruar, “Digital marketing analytics: A review of
strategies in the age of big data and Al,” World Journal of Advanced Research and Reviews, vol. 21, no. 2. GSC Online Press, p.
73, Feb. 07, 2024. doi: 10.30574/wjarr.2024.21.2.0395.

[50] T. I. ljomah, C. Idemudia, N. L. Eyo-Udo, and K. F. Anjorin, “Innovative digital marketing strategies for SMEs: Driving competitive

advantage and sustainable growth,” International Journal of Management & Entrepreneurship Research, vol. 6, no. 7, p. 2173,
Jul. 2024, doi: 10.51594/ijmer.v6i7.1265.

[51] P. Kamkankaew, P. Thanitbenjasith, S. Sribenjachot, N. Sanpatanon, V. Phattarowas, and P. Thanin, “How Artificial Intelligence is

[52]

[53]

[54]

Helping Businesses Grow and Thrive: The Transformative Role of Artificial Intelligence in Thai B2C Digital Marketing,”
International Journal of Sociologies and Anthropologies Science Reviews, vol. 4, no. 1, p. 137, Jan. 2024, doi:
10.60027/ijsasr.2024.3651.

C. G. M. Arce, D. A. C. Valderrama, G. A. V. Barragan, and J. K. A. Santillan, “Optimizing Business Performance: Marketing
Strategies for Small and Medium Businesses using Artificial Intelligence Tools,” MIGRATION LETTERS, vol. 21, p. 193, Dec.
2023, doi: 10.59670/ml.v21is1.6008.

E. M. Wiodyka, “Implementation of e-Government and Artificial Intelligence in Polish Public Administration,” TalTech journal
of European studies/TalTech journal of European studies., vol. 14, no. 2, p. 118, Nov. 2024, doi: 10.2478/bjes-2024-0019.

E. Agbemava, T. C. Dzogbewu, D. Y. Dzansi, D. de Beer, and O. Fatoki, “Examining the mediating effects of operational
efficiency on the relationship between budgeting practices and financial performance among 3D printing firms in South Africa,”

DOI: https://doi.org/10.31004/riggs.v4i4.5278
Lisensi: Creative Commons Attribution 4.0 International (CC BY 4.0)

9643



Lia Siti Julaeha', Dadan Ramdhan?, Sujoko Winanto®
Journal of Artificial Intelligence and Digital Business (RIGGS) Volume 4 Nomor 4, 2026

[55]

[56]

[57]

[58]

[59]

[60]

[61]

[62]

[63]

[64]

[65]

[66]

[67]

[68]

[69]

[70]

[71]

[72]

[73]

[74]

[75]

[76]

International Journal of Research in Business and Social Science (2147-4478), vol. 13, no. 7, p. 269, Dec. 2024, doi:
10.20525/ijrbs.v13i7.3524.

K. Biplab, S. L. Choudhary, S. Rinku, P. Srivastava, and M. Kumar, “Exploring the Ethical Use of Artificial Intelligence in
Marketing and Advertising,” Journal of Informatics Education and Research, Jan. 2023, doi: 10.52783/jier.v3i2.278.

Prasmanto, J. R., Ma’ruf, A., Assidiq, M. F., & Diyaulhaq, M. F. (2025). Managing Digital Economic Corridors: International
Cooperation and Regional Integration in the Digital Age. TechComp Innovations: Journal of Computer Science and Technology,
2(1), 39-52.

Sain, Z. H., Lawal, U. S., Thelma, C. C., & Aziz, A. L. (2024). Exploring the Role of Artificial Intelligence in Enhancing Student
Motivation and Cognitive Development in Higher Education. TechComp Innovations: Journal of Computer Science and
Technology, 1(2), 59-67.

A.L.P.-, M. H. -, Mrs. S. G. Prasanna, and D. Yadav, “A Study on Artificial Intelligence in Marketing,” InternationalJournal
For Multidisciplinary Research, vol. 5, no. 3, Jun. 2023, doi: 10.36948/ijfmr.2023.v05i03.3789.

Mondol, M. A., Uddaula, M. A., Hossain, M. S., & Siddika, M. A. (2025). Al-Powered Frameworks for the Detection and
Prevention of Cyberbullying Across Social Media Ecosystems. TechComp Innovations: Journal of Computer Science and
Technology, 2(1), 1-15.

C. D. Duong et al., “Generative Al in the Manufacturing Process: Theoretical Considerations,” Engineering Management in
Production and Services, vol. 15, no. 4, p. 76, Dec. 2023, doi: 10.2478/emj-2023-0029.

P. Agova, D. Valcheva, and O. Asenov, “The Application of Artificial Intelligence in Business Segmentation,” Brain Broad
Research In Artificial Intelligence And Neuroscience, vol. 16, no. 3, p. 74, Sep. 2025, doi: 10.70594/brain/16.3/7.

W.-S. Yoo, “The Impact of Artificial Intelligence on Marketing Strategies,” International Journal of Science and Research
Archive, vol. 13, no. 1, p. 3211, Oct. 2024, doi: 10.30574/ijsra.2024.13.1.2042.

A. Raghulan and N. Jayanthi, “Revolutionizing Marketing: How Ai is Transforming Customer Engagement,” in Advances in
economics, business and management research/Advances in Economics, Business and Management Research, Atlantis Press,
2024, p. 478. doi: 10.2991/978-94-6463-433-4_36.

S. Rangareddygari, “The Use of Artificial Intelligence through Market Positioning in Small Businesses to Increase Revenue
Growth in Small Businesses,” Open Journal of Business and Management, vol. 12, no. 4, p. 2662, Jan. 2024, doi:
10.4236/0jbm.2024.124138.

Auladi, G. A., & Muwahid, F. (2025). Cybersecurity and Moral Responsibility: A Philosophical-Islamic Approach to Digital
Trust. TechComp Innovations: Journal of Computer Science and Technology, 2(1), 53-65.

P. M. Silva, “Challenges of the digital landscape: An investigation into the influence of technology and information systems on
financial performance of B2B key account managers,” Industrial Marketing Management, vol. 129, p. 117, Jul. 2025, doi:
10.1016/j.indmarman.2025.07.008.

J. Yadav, “Atrtificial Intelligence: A Paradigm Shift in Marketing,” International Journal for Research in Applied Science and
Engineering Technology, vol. 13, no. 9, p. 2222, Sep. 2025, doi: 10.22214/ijraset.2025.74400.

K. M. Nguyen et al., “Fostering employees’ Al adoption in strategic marketing planning and decision making: a mixed-method
study in Vietnam,” Cognition Technology & Work, Oct. 2025, doi: 10.1007/s10111-025-00838-1.

Qasimi, M. A. (2024). Solving the Travelling Salesman Problem Using the PSO Optimization. TechComp Innovations: Journal
of Computer Science and Technology, 1(1), 19-27.

Iman, M. Z., Veronica, A. M., & Asis, A. A. (2025). Managing Machine Learning Integration in English Language Curriculum:
Challenges and Innovations in Teacher Training. TechComp Innovations: Journal of Computer Science and Technology, 2(1),
16-27.

Singhal, S., & Sharma, M. (2025). Reconceptualizing Artificial Intelligence Legal Personhood: A Jurisprudential and
Comparative Analysis of Emerging Regulatory Frameworks. TechComp Innovations: Journal of Computer Science and
Technology, 2(2), 113-130.

S. Mishra, M. T. Ewing, and H. B. Cooper, “Attificial intelligence focus and firm performance,” Journal of the Academy of
Marketing Science, vol. 50, no. 6, p. 1176, Jun. 2022, doi: 10.1007/s11747-022-00876-5.

B. O. Adelakun, “Al-Driven Financial Forecasting: Innovations And Implications For Accounting Practices,” International
Journal of Advanced Economics, vol. 5, no. 9, p. 323, Dec. 2023, doi: 10.51594/ijae.v5i9.1231.

Z. Téth and M. Blut, “Ethical compass: The need for Corporate Digital Responsibility in the use of Artificial Intelligence in
financial services,” Organizational Dynamics, vol. 53, no. 2, p. 101041, Feb. 2024, doi: 10.1016/j.orgdyn.2024.101041.

1. M. Enholm, E. Papagiannidis, P. Mikalef, and J. Krogstie, “Artificial Intelligence and Business Value: a Literature Review,”
Information Systems Frontiers, vol. 24, no. 5. Springer Science+Business Media, p. 1709, Aug. 25, 2021. doi: 10.1007/s10796-
021-10186-w.

R. M. Visconti, S. C. Rambaud, and J. L. Pascual, “Artificial intelligence-driven scalability and its impact on the sustainability
and valuation of traditional firms,” Humanities and Social Sciences Communications, vol. 10, no. 1, Nov. 2023, doi:
10.1057/s41599-023-02214-8.

DOI: https://doi.org/10.31004/riggs.v4i4.5278
Lisensi: Creative Commons Attribution 4.0 International (CC BY 4.0)

9644



Lia Siti Julaeha', Dadan Ramdhan?, Sujoko Winanto®
Journal of Artificial Intelligence and Digital Business (RIGGS) Volume 4 Nomor 4, 2026

[77]

[78]

[79]

[80]

[81]

[82]

[83]

[84]

[85]

[86]

[87]

[88]

[89]

[90]

[91]

[92]

[93]

[94]

[95]

[96]

[97]

[98]

W. A. Addy, A. O. Ajayi-Nifise, B. G. Bello, S. T. Tula, O. Odeyemi, and T. Falaiye, “Transforming financial planning with Al-
driven analysis: A review and application insights,” World Journal of Advanced Engineering Technology and Sciences, vol. 11,
no. 1. p. 240, Feb. 17, 2024. doi: 10.30574/wjaets.2024.11.1.0053.

Z. Ahmadirad, “Evaluating the Influence of Al on Market Values in Finance: Distinguishing Between Authentic Growth and
Speculative Hype,” International journal of advanced research in humanities and law, vol. 1, no. 2, p. 50, Mar. 2024, doi:
10.63053/ijrel.11.

J. Bucko, B. Pavlov, and T. Pitka, “Evaluating the effectiveness of customer behavior analysis in online sales through financial
composite metrics,” Journal of Marketing Analytics, Aug. 2025, doi: 10.1057/s41270-025-00430-6.

M. J. Egenhofer, E. Clementini, and P. D. Felice, “Research Paper,” International Journal of Geographical Information Systems,
vol. 8, no. 2, p. 129, Mar. 1994, doi: 10.1080/02693799408901990.

H. Hendrayati, M. Achyarsyah, F. Marimon, U. Hartono, and L. Putit, “The Impact of Artificial Intelligence on Digital Marketing:
Leveraging Potential in a Competitive Business Landscape,” Emerging Science Journal, vol. 8, no. 6, p. 2343, Dec. 2024, doi:
10.28991/esj-2024-08-06-012.

A. Manolica, O. Bucataru, T. Roman, P. E. Bertea, and A. R. Jelea, “Adoption of Al in Digital Marketing: Comparing Gen Z and
Gen Y through the Technology Acceptance Model,” Brain Broad Research In Artificial Intelligence And Neuroscience, vol. 16,
no. 3, p. 102, Sep. 2025, doi: 10.70594/brain/16.3/9.

A. Leszkiewicz, T. Hormann, and M. Krafft, “Smart Business and the Social Value of AL in Advanced series in management,
Emerald Publishing Limited, 2022, p. 19. doi: 10.1108/s1877-636120220000028004.

F. A. Csaszar, H. J. Ketkar, and H. Kim, “Artificial Intelligence and Strategic Decision-Making: Evidence from Entrepreneurs
and Investors,” Strategy Science, vol. 9, no. 4, p. 322, Nov. 2024, doi: 10.1287/stsc.2024.0190.

L. D. Oyeniyi, C. E. Ugochukwu, and N. Z. Mhlongo, “Transforming Financial Planning With Ai-Driven Analysis: A Review
And Application Insights,” Finance & Accounting Research Journal, vol. 6, no. 4. Fair East Publishers, p. 626, Apr. 17, 2024.
doi: 10.51594/farj.v6i4.1037.

O. S. Osundare and A. B. Ige, “Accelerating Fintech optimization and cybersecurity: The role of segment routing and MPLS in
service provider networks,” Engineering Science & Technology Journal, vol. 5, no. 8, p. 2454, Aug. 2024, doi:
10.51594/estj.v5i8.1393.

V. Jain and P. A. Kulkarni, “Integrating Al Techniques for Enhanced Financial Forecasting and Budgeting Strategies,”
International Journal of Economics and Management Studies, vol. 10, no. 9, p. 9, Sep. 2023, doi: 10.14445/23939125/ijems-
v10i9p102.

S. F. Muiioz, F. J. D. Mayo, A. C. i Martinez, and D. Benavides, “A Conceptual Framework for Smart Governance Systems
Implementation,” International Journal of Electronic Government Research, vol. 21, no. 1, p. 1, May 2025, doi:
10.4018/ijegr.376170.

A. E. Adegbola, M. D. Adegbola, P. Amajuoyi, L. B. Benjamin, and K. B. Adeusi, “Advanced financial modeling techniques for
reducing inventory costs: A review of strategies and their effectiveness in manufacturing,” Finance & Accounting Research
Journal, vol. 6, no. 6. Fair East Publishers, p. 801, Jun. 06, 2024. doi: 10.51594/farj.v6i6.1180.

M. Soc. Sc. S. Shaleh, “The Transformative Implications of Technology on Accounting Practices,” Advances in Management &
Financial Reporting, vol. 2, no. 2, p. 98, May 2024, doi: 10.60079/amfr.v2i2.278.

A. O. Ajayi-Nifise, O. Odeyemi, N. Z. Mhlongo, C. V. Ibeh, O. A. Elufioye, and K. F. Awonuga, “The future of accounting:
Predictions on automation and Al integration,” World Journal of Advanced Research and Reviews, vol. 21, no. 2, p. 399, Feb.
2023, doi: 10.30574/wjarr.2024.21.2.0466.

Yusifova, E. H., Osmanov, F. F., Azizov, E., & Azizli, K. (2025). A Self-Supervised Multi-Scale Fusion Framework for Accurate
and Efficient Image Segmentation. TechComp Innovations: Journal of Computer Science and Technology, 2(2), 66-89.

0. J. 0JO, L. S. Akinadewo, S. S. Duduyegbe, J. F. Akinola, and O. T. Omolade, “Al-driven decision-making in financial
management,” International journal of economics and business management, vol. 1, p. 644, Aug. 2025, doi: 10.59568/ijebm-
2025-1-2-43.

G. N. Swetha and A. M. Sandi, “A Brand-New, Area - Efficient Architecture for the FFT Algorithm Designed for Implementation
of FPGAs,” International Journal on Recent and Innovation Trends in Computing and Communication, vol. 11, no. 2, p. 114,
Mar. 2023, doi: 10.17762/ijritcc.v11i2.6135.

C. Bartelt and A. M. Roser, “Artificial intelligence as a catalyst for sustainable business innovation: Perspectives from finance
and marketing,” Gazdasag és Tarsadalom, vol. 17, no. 2, p. 37, Dec. 2024, doi: 10.21637/gt.2024.2.02.

N. L. Okeke, O. A. Bakare, and G. O. Achumie, “Artificial Intelligence in SME financial decision-making: Tools for enhancing
efficiency and profitability,” Open Access Research Journal of Multidisciplinary Studies, vol. 8, no. 1, p. 150, Sep. 2024, doi:
10.53022/0arjms.2024.8.1.0056.

C. M. Barbu and V. V. SITNIKOV, “Study Concerning Ai Usage In Sme From Oltenia Region,” Management & Marketing, vol.
23, no. 1, p. 161, May 2025, doi: 10.52846/mnmk.23.1.11.

K. O. Al-Amin, C. P.-M. Ewim, A. N. Igwe, and O. C. Ofodile, “Al-Driven end-to-end workflow optimization and automation
system for SMEs,” International Journal of Management & Entrepreneurship Research, vol. 6, no. 11, p. 3666, Nov. 2024, doi:
10.51594/ijmer.v6i11.1688.

DOI: https://doi.org/10.31004/riggs.v4i4.5278
Lisensi: Creative Commons Attribution 4.0 International (CC BY 4.0)

9645



Lia Siti Julaeha', Dadan Ramdhan?, Sujoko Winanto®
Journal of Artificial Intelligence and Digital Business (RIGGS) Volume 4 Nomor 4, 2026

[99]

[100]

[101]

[102]

[103]

[104]

[105]

[106]

[107]

[108]

[109]

[110]

[111]

[112]

[113]

D. O. Olutimehin, O. C. Ofodile, 1. Ejibe, O. G. Odunaiya, and O. T. Soyombo, “Implementing Ai In Business Models: Strategies
For Efficiency And Innovation,” International Journal of Management & Entrepreneurship Research, vol. 6, no. 3, p. 863, Mar.
2024, doi: 10.51594/ijmer.v6i3.940.  \

M. Rozman, D. Oreski, K. Crnogaj, and P. Tominc, “Agility and Artificial Intelligence Adoption: Small vs. Large Enterprises,”
Our Economy Journal of Contemporary Issues in Economics and Business, vol. 69, no. 4, p. 26, Dec. 2023, doi: 10.2478/ngoe-
2023-0021.

B. Domini, A. S. Dewi, and G. P. Cesna, “The Effects of Artificial Intelligence (AI) on Company Performance Including the
Value of Al-based Business Transformation Initiatives,” IAIC Transactions on Sustainable Digital Innovation (ITSDI), vol. 5,
no. 1, p. 24, Jan. 2023, doi: 10.34306/itsdi.v5i1.606.

A. Horobet, C. Tudor, Z. Dinca, D. G. Dumitrescu, and E. A. Stoica, “Artificial Intelligence and Smart Manufacturing: An
Analysis of Strategic and Performance Narratives,” Amfiteatru Economic, vol. 26, no. 66, p. 440, Apr. 2024, doi:
10.24818/ea/2024/66/440.

M. H. Jarrahi, S. Kenyon, A. C. Brown, C. Donahue, and C. Wicher, “Artificial intelligence: a strategy to harness its power
through organizational learning,” Carolina Digital Repository (University of North Carolina at Chapel Hill), Feb. 2022, doi:
10.17615/z9a7-7c81.

Saidala, R. K., Iftikhar, U., Hasanov, T., & Mammadli, V. A. (2025). Federated Intelligence Architectures for Secure, Data-
Driven Innovation Across Al, 10T, and Cloud Ecosystems. TechComp Innovations: Journal of Computer Science and Technology,
2(2), 90-112.

J. John, R. D. A. Raj, M. Karimi, R. Nazari, R. M. R. Yanamala, and A. Pallakonda, “Artificial Intelligence for Smart Cities: A
Comprehensive Review Across Six Pillars and Global Case Studies,” Urban Science, vol. 9, no. 7. Multidisciplinary Digital
Publishing Institute, p. 249, Jul. 01, 2025. doi: 10.3390/urbansci9070249.

W. Wang, “Attificial Intelligence in Strategic Business Decisions: Enhancing Market Competitiveness,” Advances in Economics
Management and Political Sciences, vol. 117, no. 1, p. 87, Oct. 2024, doi: 10.54254/2754-1169/117/20241987.

P. Nikzat, “Review of Artificial Intelligence (Al) Revolution and Strategic Competitive Advantage in Business and
Management,” American Journal of Industrial and Business Management, vol. 15, no. 11, p. 1685, Jan. 2025, doi:
10.4236/ajibm.2025.1511088.

S. A. Rubab, “Impact of Al on business growth,” The Business & Management Review, vol. 14, no. 2, Aug. 2023, doi:
10.24052/bmr/v14nu02/art-24.

M. Schmitt, “Strategic Integration of Artificial Intelligence in the C-Suite: The Role of the Chief AI Officer,” arXiv (Cornell
University), Apr. 2024, doi: 10.48550/arxiv.2407.10247.

C. S. Adigwe, O. O. Olaniyi, S. O. Olabanji, O. J. Okunleye, N. R. Mayeke, and S. A. Ajayi, “Forecasting the Future: The
Interplay of Artificial Intelligence, Innovation, and Competitiveness and its Effect on the Global Economy,” Asian Journal of
Economics Business and Accounting, vol. 24, no. 4, p. 126, Feb. 2024, doi: 10.9734/ajeba/2024/v24i41269.

Z. Bruno, “The Impact of Artificial Intelligence on Business Operations,” Global Journal of Management and Business Research,
p. 1, Jan. 2024, doi: 10.34257/gjmbrdvol24islpgl.

M. Ali, T. L. Khan, M. N. Khattak, and 1. Sener, “Synergizing Al and business: Maximizing innovation, creativity, decision
precision, and operational efficiency in high-tech enterprises,” Journal of Open Innovation Technology Market and Complexity,
vol. 10, no. 3, p. 100352, Aug. 2024, doi: 10.1016/j.joitmc.2024.100352.

C. C. Iwuanyanwu, “Determinants and Impact of Artificial Intelligence on Organizational Competitiveness: A Study of Listed
American Companies,” Journal of Service Science and Management, vol. 14, no. 5, p. 502, Jan. 2021, doi:
10.4236/jssm.2021.145032

DOI: https://doi.org/10.31004/riggs.v4i4.5278
Lisensi: Creative Commons Attribution 4.0 International (CC BY 4.0)

9646



