Beam Journal of Economic Studies Volume: 10/ N°: 01(2026), p487-496

Marketing trend analysis within artificial intelligence applications

Lakehal mohamedl, Messaoudine imane’
'Relizaneuniversity-Ahmed zabana (Algeria), mohamed.lakehal@univ-relizane.dz
*Tipazauniversity(Algeria), messaoudine.imane@cu-tipaza.dz

Received: .30./11/2025 Accepted: .07/03/2026 Published: 15/03/2026

Abstract:

This researchpaperaimstoidentifyartificialintelligenceas a modern approach in
termsofconceptsandapplications, whileclarifyingtheimpactofartificialintelligence on
marketingwithintheframeworkofthetrendtowardsintelligenceandmarketingcreativity, and also
touched on artificialintelligencefrom an
economicperspectiveandreferencetotransactionsandtransactionsbased on
achievingaddedvaluetotheeconomiesoftheworldandthepossibilityofmovingtowards smart
paymentapplications in themarketingfield,
thestudyconcludedthatartificialintelligencehasprovidedimportantapplications in thefield,

includingautomatedproductdescription, chatbots, Internet of Things andothers.
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1. Introduction :

The shift towards automation and artificial intelligence applications has become an
inevitablenecessity for manyemergingeconomies, due to intelligence-based applications, Many
positive indicatorswereachieved in all fields, including the economicones, whichachieved a set of
gains On the other hand, similarsectorswere able to benefitfromthistechnologicalapproach, as
many transactions and data weredigitized¢« This is due to the advantages of artificial intelligence
and its applications, such as deeplearning, machine learning, cloudcomputing, and others¢
One of the fieldsthat has benefitedfromartificial intelligence ismarketing «Whichisconsidered one
of the inputs thatcontribute to building and promoting the productthroughmany technologies and
tools«Wherehemovedfrom the traditionalstamp to the electronicstampwithin the 7Ps model.
Whichwitnessed a transformation through digital technologies, whichformed an electronic
marketing mix<Among the features of this, wefind web marketing, which has
recentlywitnesseddevelopmentthrough modern technology, and the technologies and applications
itprovidesthat serve the marketing path.
Based on the above, the problem of the researchpaperis as follows :
""Whatis the position of marketing in light of artificial intelligence applications?"'
1.2-importance of research :
-Knowing the scientific basis of artificial intelligence
-Explaining the applications of artificial intelligence
-Explaining the economicrole of artificial intelligence in terms of transactions and the extent of
contributions to the world'seconomies
-Analysis of the role of applications (A1 outputs) in the marketing fieldwithin the technological
dimension
1.3-Research paper :

First Marketing within the artificial intelligence approach

Section 2 | Artificial intelligence from an economic perspective: towards a
pioneering model for developing transactions and transactions
Endly Knowing the marketing trend withinartificial intelligence
applications

2 .concept :

by (hariri&didouche, 2022, p. 311) ,"Artificial intelligence isknown as one of the latest
computer sciences ,It consists of two parts: artificial, whichisintended for use as a computer,cyber
operations ,The aspect related to intelligence represents the purposeassociatedwithusing
computers to imitatehuman intelligence’’ ,The termartificial intelligence (A1) refers to systems or
devicesthatmimichuman intelligence to performtasks and thatcanimprovethemselvesbased on the
information theycollect¢«(belacel&Amrouche, 2022, p. 1155)<According to nilsson, artificial
intelligence is the information technologyindustrythatmostlyworkswith machines « But Boucher,
based on the definitionfrom the European Commission, seesthem as systemsthat display
intelligent behavior by analyzingtheirenvironment and makingdecisions and actions with a
highdegree of independence (Artabaz, 2022, p. 1253).
From the foregoingdefinitions, itcanbeconcludedthatartificial intelligence'is a
contemporaryparadigmgrounded in bothtechnicalcapabilities and human cognition within an
integrativeframework. It isemployed to facilitateoperations and transactions through applications
servingorganizations and individualsalike, and it has become an inevitablenecessity in the modern
era to ensure the continuity and sustainability of contemporaryorganizations."
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This technological and technicalparadigmischaracterized by a set of distinctive features,
summarized as follows:

The ability to think and perceive, as well as to | Learning frompreviousexperiences and

acquireknowledge acquiredknowledge.
The ability to applypastexperiences to new | Using trial and error to explore different
situations. situations.

The ability to respondrapidly to new situations | Handling difficult and complex cases.
and changingcircumstances.
The ability to handleambiguous situations in the | Exercising imagination and creativity,
absence of complete information. and understandingvisualphenomena

Source : (Aboubaker & khaled, 2020, p. 37)

2.1.App:

According to a study of (Djemai, 2023, p. 45) , the applications of artificial intelligence are as
follows :

-Artificialneural networks (ANN):

It i1s a data processing system thatcontains a large number of small information
processingsystems ,calledneurons. It isalsocharacterized by the following:

-Itsability to integrate information sources.

- Statisticalanalysistool.

-precision and realism

-Modification according to new data.

-Efficiency and speed

Fig.01.Architecture of (ANN)

Layer0 Hicklen layers Layer 4

Input layer Output layer
Source :(Networks, 2025, p. 01)

-Expert systems: these are complex computer systemsthatcollectspecialized information (i.e. in a
specificfieldonly)¢ Expert systems have becomewidelyused in many applications to improve
business cycle performance
-Deeplearning (DL) :significantlytransformed the field of artificial intelligence (Ai), achieving
excellent performance in different applications and demonstratingrobustcapabilities in
handlingvastamounts of data and complex computations (Ibomoiye & Theo , 2024, p. 01)
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According to the (Igbal, 2021, p. 3)"(Dl, Ai .Ml) are threepopularterms ,weillustrate the position
of deep Learning, comparingwith machine learning and artificial intelligence."According to the
following figure :

Fig.02.the positionofAi,ml& dl
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Source : (Igbal, 2021, p. 3)

From the perspective of artificial intelligence in marketing, a report on the impact of artificial
intelligence in marketing wasissued by Drift Center (Tarek Ahmed , 2024, p. 130) :

-52% of marketers recognize the importance of Ai.

-80% of marketers believe they use Al within five years to automate tasks.

-56% believe it will create jobs.

One of the report'sfindingsisthat 17% of marketerslearn and apply A1 in marketing ,Among the

main reasons for not adopting Al in marketing are:

-70% Lack of education and training

-46% Lack of awareness,

-46% Lack of resources
Fig. 02.The power of Ai- in enhancingmarketing intelligence and creativitythroughdata analysis
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Source :(Tarek Ahmed , 2024, p. 131)

The application of artificial intelligence also leads to manyadvantages and disadvantages,
whichwewillexplain in the following table. :
Table .01.Advantages and Disadvantages of Ai- in Marketing

Advantages Disadvantages
Increased return on investment (ROI) Data challenges
Enhancedcustomerexperience Budget constraints
Faster and more effective business Talent scarcity
decision-making Privacyconcerns
More accuratemeasurement

Source : (Hacene, 2023, p. 21)
3.Artificial Intelligence from an Economic Perspective: Toward an Entrepreneurial Model
for the Development of Transactions and Dealings
Specialized reports indicate the expectedrole of artificial intelligence technologies in enabling the
bankingcommunity to achievesavingsworth more than $1 trillion by 2030 .East Middle
PwCexpectstechnology to contribute 320§ billion to GDP ,With the growingdemand for high-
tech banking services from high-tech customers, manyfinancial institutions have turned to
adoptingartificial intelligence ,Within the framework of achieving leadership in the digital age (
automation) ,Global developmentisthereforecloselylinked to the utilization of artificial
intelligence and bigdata. It isestimatedthatartificial intelligence couldcontribute up to 15.7 trillion
US dollars to the global economy by 2030. (hicham & dalal, 2022, p. 210).

There has also been a shift towardsmart electronicpaymentsystemsthrough the use of chat-based
technologies and payment via robots in digital commerce. Conversations with the robot before
the purchaseprocess are expected to reach 95% by 2040. Especially ,if we know that online
purchases in the United States reached $340 billion in 2021 by 10% percentage , and the value of
digital commerce in China reached $672 billion, and in Britain $99 billion.
Whichmeansthatdevelopingartificial intelligence throughpayment via robots isnecessary to
polarize digital paymentprocesses (Lakehal, 2023, p. 29) .
By  Anticipates. the  McKinsey Institute  alsoexpectsthatartificial  intelligence
(anticipates)willachieve an economic output of about 13 trillion US dollars by
2030 ,Whichincreases global GDP by about 1.2% annually by replacinglaborwith automation in
products and services.It works to provide performance, whichachieves good economiccapabilities
for many of the world'seconomies (Hacene, 2023, p. 18)

Regarding the gains achieved by intelligence applications in the Middle East and the prospects

for 2030, according to pwc,It appeared in the followingform:
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Fig.04 .Intelligence applications in the Middle East, Horizons 2030
(Economic vision)
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Source : (Stephen & All, 2017, p. 01)
4.Marketing trend withinartificial intelligence applications :
A studyconducted by Smart Insights showedthat 55%.from companies, It
isconsideringusingartificial intelligence in its marketing programs ,Becauseit has an impact,
enhances the performance of marketing campaigns, and improves the e-marketing
experience,through applications, Whichinclude (saifddine, 2021, p. 368) :

Intelligent Searches | Convert the searchtermintopurchases, goods and services ,through
Al-poweredoperations
Due to the use of information,

Visual Search Among the more modern trends that have been introducedrecently,
Shopperscannowsearch for whattheyneed via the
image(trademark«quality, size «<color)

Voice Assistance It relieves the person of the necessity of writing and
Achieves interaction
Al + 10T transmit valuable information about users
( healthmetrics, heart rate, driving and shopping habits), to e-
commerce
In addition to :
- Chatbots
- Automated Description of Products.
- PersonalizedAdvice .

- Automation of Warehouses.
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In addition to the above, Block Chain technologyisamong the mostpromising technologies in the

field of digital marketing in terms of supportingdatabase marketing within the framework of the
customerapproach .

Fig. 05.BC applications in marketing
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Source :(hanene & salim, 2023, p. 147)
AIM marketing has alsocontributed to rebuilding and shaping marketing

strategiesthrough :(hanene & salim, 2023, p. 147)

Deepfishing: It keeps pace with the rapidgrowth of technology and
helpscustomersfindwhatthey are looking for with the help of
searchengines

Genius Ads

This helpsmarketerscreatesmarter and more effective online
adsbased on Ai solutions
Helpsmarketersunderstandcustomers,filter out existingbuyers and
createpersonalized content in an optimal way

Fromastatistical perspectivec<Artificial intelligence has benefits in terms of the degree of use, and
the most important gains achieved are illustrated in the following figure :

Filtered Content

Fig. 06 .The benefits of usingartificialintelligence in marketing
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Anticipated Benefits from Using Al in Marketing®
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Source : (K, nalini, p,.Radhakrishnan, g, Yogiy., s, Santhiya& v, Harivardhini, 2021, p. 3126)
Among the tags used in marketing usingartificial intelligence, wefind :(Alit, 2023, pp. 80-81) :
-IKEA —Customer service atevery point, based on augmented reality vr

-L'oreal.Real-time pre-purchaseexperience

-Nhsblood and transplant

-Ai-enhancedpayads

-Smart mirrors

5.Conclusion :

Based on whatwasdiscussed in thisresearchpaper, itbecameclearthatartificial intelligence has an
important and pioneeringrole and an inevitablenecessity in the field of business, including
marketing This is due to severalconsiderations, most of which are economic, as the
externalenvironment has becomebased on technological changes, which has put institutions in a
position to change marketing methods and techniques and makethemsuitable for technological
applications.  This  ensuresreachingcustomerswith ~ smart content through chat or
remotepurchasing, similar to the other party obtainingproductsthat are compatible according to
the technological dimension, such as smart products and services.

5.1.KeyFindings

-Artificial intelligence is a technicalapproach and a contemporaryapproachthat has contributed to
the realization of the AIM model in the marketing environment.
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-Marketing ismovingtowards a technologicalframeworkbased on applications used in the

marketing field and related to customers.

-Artificial intelligence helps revive manyeconomies.

-The scope of artificial intelligence application isexpandingaccording to 2030 data
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