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Abstract :

This study presents a practical,
theoretical, blueprint for leveraging Artificial
Intelligence Algorithms and Data Science as
foundations for Marketing Information Systems.
The massive and complex data volumes generated
from cyberspace environments, virtual markets, and
e-commerce yield insightful and in-depth insights
and valuable and useful knowledge. This, in turn,
helps inform wise decisions and formulate effective
policies and strategies. The research paper
concluded that the rapidly evolving digital landscape
has forced business organizations to harness
Automation, Robotics, Machine Learning, and
Advanced Statistical Models to improve Survey and
Polling Research outputs, Marketing Intelligence,
Internal Records and Reports, and Support
Marketing Decisions. This will enhance Competitive
Capabilities and Advantages now and, in the future,
starting with Predictive Modeling of Consumer
Behavior and Forecasting Purchasing Intentions, and
extending to Hyper-Personalization of Customer
Experiences and Interactions, based on Databases,
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and built on Digital Cloud Computing, leading to a (g
steady increase in Customer Retention Rates. HJEL cladas
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