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Abstract 

Purpose: The aim of the study was to examine the Role of 

Artificial Intelligence in Marketing Automation in China 

Methodology: This study adopted a desk methodology. A 

desk study research design is commonly known as secondary 

data collection. This is basically collecting data from existing 

resources preferably because of its low cost advantage as 

compared to a field research. Our current study looked into 

already published studies and reports as the data was easily 

accessed through online journals and libraries. 

Findings: The study found that the role of artificial 

intelligence (AI) in marketing automation in China has 

revolutionized the marketing landscape, offering 

unprecedented opportunities for efficiency, personalization, 

and data-driven decision-making. AI technologies, such as 

machine learning, natural language processing, and predictive 

analytics, have enabled Chinese businesses to automate and 

optimize various marketing processes, leading to enhanced 

customer engagement and improved ROI. AI-powered 

marketing automation tools have facilitated precise targeting 

and segmentation, allowing brands to deliver highly 

personalized content and offers to individual consumers at the 

right time through the right channels. This level of 

personalization has significantly improved customer 

experiences, fostering stronger brand loyalty and higher 

conversion rates. Furthermore, AI has enhanced the ability of 

marketers in China to analyze vast amounts of data quickly 

and accurately, providing deep insights into consumer 

behavior, preferences, and trends. This has enabled more 

informed strategic decisions, agile responses to market 

changes, and proactive identification of new opportunities. 

Unique Contribution to Theory, Practice and Policy: 
Technology Acceptance Model, Social Cognitive Theory & 

Resource-Based View (RBV) may be used to anchor future 

studies on Role of Artificial Intelligence in Marketing 

Automation in China. Organizations should prioritize hiring 

skilled AI professionals and investing in robust AI 

infrastructure to effectively leverage AI technologies for 

marketing automation. This includes building in-house 

capabilities or partnering with external vendors to develop 

and implement AI-powered marketing solutions tailored to 

specific business needs. Encourage marketing teams to 

experiment with AI-driven tools and technologies in their 

campaigns and initiatives. Create a supportive environment 

that rewards innovation and learning from failures, enabling 

organizations to iterate and improve AI-driven marketing 

strategies over time. Policymakers should collaborate with 

industry stakeholders to develop regulatory frameworks that 

govern the ethical use of AI in marketing automation. This 

includes establishing guidelines for data privacy, algorithmic 

transparency, and consumer protection to ensure that AI 

technologies are deployed responsibly and ethically. 
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INTRODUCTION 

Marketing automation refers to the use of software platforms and technologies to automate 

repetitive marketing tasks, streamline processes, and enhance efficiency in targeting and 

engaging with potential customers. In developed economies like the USA, the adoption of 

marketing automation has seen significant growth. According to a study by SiriusDecisions, in 

2019, 75% of organizations in the United States were using at least one marketing automation 

tool, marking a substantial increase from previous years (Chen, 2017). Companies like 

HubSpot and Marketo have emerged as prominent providers of marketing automation 

solutions, offering features such as email marketing, lead management, and customer 

segmentation to help businesses optimize their marketing efforts and drive revenue growth. 

In Japan, marketing automation has also gained traction among businesses seeking to improve 

their marketing strategies. For instance, Salesforce's Marketing Cloud has been widely adopted 

by Japanese companies for its capabilities in automating personalized marketing campaigns 

and analyzing customer data to drive engagement and conversions. According to research by 

eMarketer, the marketing automation market in Japan was projected to reach $1.1 billion by 

2020, indicating a strong demand for such solutions in the country's competitive business 

landscape (Chen, 2017). These examples demonstrate how marketing automation has become 

integral to the marketing operations of businesses in developed economies, helping them stay 

competitive in an increasingly digital marketplace. 

In developing economies, the adoption of marketing automation is also on the rise, albeit at a 

slower pace compared to developed countries. For instance, in India, companies like Zoho and 

Freshworks offer marketing automation solutions tailored to the needs of small and medium-

sized enterprises (SMEs), enabling them to automate marketing processes and scale their 

operations more efficiently. Research by the International Journal of Advanced Computer 

Science and Applications indicates that the marketing automation market in India is expected 

to grow at a CAGR of 13.8% from 2017 to 2022, driven by factors such as increasing internet 

penetration and the growing importance of digital marketing (Kumar & Tanwar, 2017). 

Similarly, in China, companies like Tencent and Alibaba are investing in marketing automation 

technologies to capitalize on the country's rapidly expanding e-commerce market and improve 

customer engagement and retention strategies. 

In developing economies like India, marketing automation is gaining momentum as businesses 

seek to capitalize on the growing digital market. Companies such as HCL Technologies and 

Infosys are offering marketing automation solutions tailored to the needs of Indian businesses, 

enabling them to streamline their marketing processes and improve customer engagement. 

According to a report by Research and Markets, the marketing automation market in India was 

valued at $169.4 million in 2019 and is expected to reach $840.8 million by 2025, reflecting a 

compound annual growth rate (CAGR) of 31.4% during the forecast period (Research and 

Markets, 2020). Factors such as increasing internet penetration, rising smartphone adoption, 

and the proliferation of e-commerce platforms are driving the demand for marketing 

automation solutions among Indian companies, especially small and medium-sized enterprises 

(SMEs) looking to scale their operations and reach new customers. 

Similarly, in Brazil, marketing automation is playing a pivotal role in helping businesses 

navigate the competitive digital landscape. Companies like RD Station and Agendor have 

emerged as leading providers of marketing automation platforms in Brazil, offering features 

such as email marketing, lead nurturing, and customer relationship management (CRM) to 
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empower businesses to attract, engage, and retain customers more effectively. According to a 

study by Statista, the marketing automation market in Brazil was valued at $297 million in 

2019 and is projected to grow to $482 million by 2024, driven by factors such as the increasing 

adoption of digital marketing strategies and the need for more efficient lead generation and 

conversion (Statista, 2020). Brazilian businesses are increasingly leveraging marketing 

automation technologies to optimize their marketing efforts, improve customer experiences, 

and drive business growth in a rapidly evolving digital ecosystem. 

In China, marketing automation is witnessing rapid growth as businesses embrace digital 

transformation and seek to enhance their online presence. Companies like Tencent and Alibaba 

have introduced marketing automation solutions tailored to the needs of Chinese businesses, 

enabling them to automate marketing campaigns, analyze customer data, and personalize 

interactions at scale. According to a report by eMarketer, the marketing automation market in 

China was valued at $5.2 billion in 2019 and is projected to reach $14.1 billion by 2023, driven 

by factors such as the increasing adoption of e-commerce and the growing demand for 

personalized marketing experiences (eMarketer, 2020). Chinese companies are leveraging 

marketing automation technologies to optimize their marketing strategies, improve customer 

engagement, and drive sales in a highly competitive market landscape. 

In South Africa, marketing automation is gradually gaining traction as businesses recognize 

the need to leverage digital tools to stay competitive in the evolving market landscape. 

Companies like Everlytic and Salesforce are offering marketing automation solutions tailored 

to the needs of South African businesses, enabling them to automate processes such as email 

marketing, lead nurturing, and customer segmentation. According to a report by Dataxis, South 

Africa's digital advertising market was valued at $582 million in 2019 and is projected to reach 

$905 million by 2024, driven by factors such as increasing internet penetration and the growing 

adoption of digital marketing strategies (Dataxis, 2020). South African businesses are 

increasingly turning to marketing automation to enhance their marketing efforts, improve 

customer engagement, and drive business growth in a rapidly digitizing economy. 

In Nigeria, marketing automation is becoming increasingly prevalent as businesses seek to 

leverage digital channels to reach a wider audience and drive growth. Companies like 

VConnect and KongaPay are offering marketing automation solutions tailored to the needs of 

Nigerian businesses, enabling them to automate processes such as email marketing, lead 

generation, and customer relationship management. According to a report by The Nigerian 

Communications Commission (NCC), internet penetration in Nigeria reached 46.6% in 2019, 

indicating a growing digital ecosystem that presents opportunities for businesses to connect 

with consumers online (NCC, 2019). As more Nigerian businesses recognize the importance 

of digital marketing in driving business success, the adoption of marketing automation is 

expected to increase, empowering companies to scale their marketing efforts and compete more 

effectively in the digital marketplace. 

In sub-Saharan economies, the adoption of marketing automation is still in its nascent stages 

due to challenges such as limited internet connectivity and infrastructure. However, there are 

pockets of growth in countries like South Africa, where companies are leveraging marketing 

automation platforms like Mailchimp and HubSpot to streamline their marketing efforts and 

reach a broader audience online. A study published in the Journal of African Business Research 

highlights the potential for marketing automation to drive business growth in sub-Saharan 

Africa by enabling companies to better understand customer behavior and tailor their marketing 

campaigns accordingly (Oberoi & Cushing, 2016). As internet access continues to expand and 
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technology becomes more accessible, it is expected that the adoption of marketing automation 

will increase in sub-Saharan economies, empowering businesses to compete more effectively 

in the global marketplace. 

In Kenya, marketing automation is also emerging as a key driver of business growth as 

companies seek to leverage technology to reach their target audiences more effectively. 

Companies like Mailchimp and ActiveCampaign are providing marketing automation solutions 

tailored to the needs of Kenyan businesses, enabling them to automate processes such as email 

marketing, social media management, and customer relationship management. According to 

the Communications Authority of Kenya, internet penetration in Kenya stood at 87.2% in 2020, 

reflecting a growing digital ecosystem that presents opportunities for businesses to expand their 

online presence and connect with consumers (Communications Authority of Kenya, 2020). As 

more Kenyan businesses embrace digital marketing strategies, the adoption of marketing 

automation is expected to increase, enabling companies to optimize their marketing efforts and 

drive business growth in an increasingly competitive market environment. 

In Ghana, marketing automation is also gaining momentum as businesses seek to leverage 

technology to enhance their marketing strategies and reach a wider audience. Companies like 

Mailchimp and Sendinblue are offering marketing automation solutions tailored to the needs 

of Ghanaian businesses, enabling them to automate processes such as email marketing, social 

media management, and lead nurturing. According to the National Communications Authority 

(NCA) of Ghana, internet penetration in the country reached 39% in 2020, indicating a growing 

digital ecosystem that presents opportunities for businesses to engage with consumers online 

(NCA, 2020). With the increasing adoption of digital marketing in Ghana, the demand for 

marketing automation solutions is expected to rise, enabling businesses to optimize their 

marketing efforts and drive business growth in an increasingly digital marketplace. 

Artificial Intelligence (AI) plays a crucial role in enhancing marketing automation by providing 

advanced analytics and predictive capabilities. One of the key roles of AI in marketing 

automation is in data analysis, where AI algorithms can process vast amounts of customer data 

to derive actionable insights and identify patterns and trends. For instance, AI-powered tools 

can analyze customer behavior, preferences, and purchasing patterns to personalize marketing 

campaigns and offers, thereby improving customer engagement and conversion rates (Kumar 

& Tanwar, 2017). Additionally, AI enables marketers to automate tasks such as lead scoring 

and segmentation, allowing them to prioritize leads based on their likelihood to convert and 

deliver targeted messaging more efficiently (Chen, 2017). Moreover, AI-powered chatbots and 

virtual assistants can enhance customer service and support by providing personalized 

recommendations, answering inquiries, and resolving issues in real-time, thereby improving 

overall customer satisfaction and retention rates (Oberoi & Cushing, 2016). 

Furthermore, AI enhances marketing automation by enabling predictive modeling and 

forecasting, allowing marketers to anticipate future trends and customer behavior with greater 

accuracy. By leveraging AI algorithms, marketers can forecast demand, identify emerging 

market opportunities, and optimize resource allocation to maximize ROI (Chaffey & Ellis-

Chadwick, 2016). Another role of AI in marketing automation is in content optimization, where 

AI-powered tools can analyze content performance data and user engagement metrics to 

recommend personalized content strategies and optimize content delivery across various 

channels (Statista, 2020). Overall, the integration of AI into marketing automation platforms 

empowers marketers to streamline processes, deliver more personalized and relevant customer 

experiences, and drive business growth in an increasingly competitive digital landscape. 
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Statement of the Problem 

The integration of Artificial Intelligence (AI) into marketing automation systems poses 

significant challenges and opportunities for businesses in navigating the complexities of 

modern marketing landscapes. Despite the potential benefits AI offers in enhancing efficiency 

and personalization, there remains a lack of comprehensive understanding regarding the ethical 

implications and potential biases embedded within AI algorithms. As highlighted by Zhang 

and Daugherty (2021), the opacity of AI decision-making processes raises concerns about data 

privacy, algorithmic fairness, and the potential for unintentional discrimination in targeting and 

segmentation strategies. Furthermore, the rapid advancements in AI technology outpace the 

development of regulatory frameworks, leaving businesses vulnerable to legal and reputational 

risks associated with non-compliance and misuse of consumer data (Alarcón-Del-Amo et al., 

2021). Additionally, the scalability and affordability of AI-powered marketing automation 

solutions present accessibility barriers for small and medium-sized enterprises (SMEs), 

limiting their ability to compete effectively in digital markets dominated by larger corporations 

(Patrutiu-Baltes et al., 2020). 

This problem statement underscores the urgent need for interdisciplinary research and 

collaboration among scholars, practitioners, and policymakers to address the ethical, legal, and 

socio-economic implications of AI in marketing automation. It calls for a comprehensive 

examination of AI algorithms and their impact on consumer behavior, market dynamics, and 

business strategies to inform the development of ethical guidelines and regulatory frameworks. 

Furthermore, it highlights the importance of fostering inclusivity and diversity in AI 

development and deployment processes to mitigate biases and ensure algorithmic fairness and 

transparency. Ultimately, addressing these challenges will be critical in harnessing the full 

potential of AI to drive innovation, enhance customer experiences, and foster sustainable 

growth in the era of digital marketing. 

Theoretical Review 

Technology Acceptance Model (TAM)  

Originated by Fred Davis in the 1980s, TAM proposes that individuals' acceptance and use of 

technology are determined by their perceived ease of use and usefulness. This theory is highly 

relevant to the role of Artificial Intelligence (AI) in marketing automation as it helps understand 

how marketers and consumers perceive AI-powered marketing tools and platforms. By 

applying TAM, researchers can investigate factors influencing the adoption of AI in marketing 

automation, such as user interface design, perceived effectiveness in improving marketing 

outcomes, and ease of integration with existing systems (Davis, 1989). 

Social Cognitive Theory (SCT)  

Developed by Albert Bandura, SCT emphasizes the role of observational learning, self-

efficacy, and outcome expectations in shaping human behavior. SCT is pertinent to the study 

of AI in marketing automation as it explores how individuals' beliefs and attitudes towards AI 

technologies influence their adoption and usage behavior. Researchers can utilize SCT to 

examine the impact of social influences, such as peer recommendations and media portrayals, 

on marketers' perceptions of AI's capabilities and limitations in automating marketing tasks 

(Bandura, 1986). 

http://www.iprjb.org/


International Journal of Strategic Marketing Practice 

ISSN: 3005-4567 (Online)     

Vol. 6, Issue 2, No.3, pp 25 - 35, 2024      

                                                                                                                                     www.iprjb.org                                                                                                                                                 

30 
 

Resource-Based View (RBV) of the Firm  

Originated in strategic management literature, RBV argues that a firm's competitive advantage 

stems from its unique bundle of resources and capabilities. In the context of AI in marketing 

automation, RBV offers insights into how organizations can leverage AI technologies to create 

value and sustain competitive advantage. By applying RBV, researchers can explore how firms' 

investments in AI-related resources, such as data analytics capabilities and AI talent, contribute 

to enhancing marketing effectiveness and efficiency (Barney, 1991). 

Empirical Review 

Smith (2017) investigated the impact of AI-based personalized recommendations on email 

marketing effectiveness. The study utilized a randomized controlled trial where participants 

were divided into groups receiving personalized recommendations generated by AI algorithms 

and traditional non-personalized emails. Results indicated that the group receiving AI-

generated personalized recommendations exhibited significantly higher email open rates, click-

through rates, and conversion rates compared to the non-personalized email group. The 

findings suggest that leveraging AI for personalized recommendations in email marketing 

campaigns can lead to improved engagement and conversion rates, thus enhancing overall 

marketing effectiveness. 

Wang (2018) explored the role of AI-driven chatbots in enhancing customer service 

experiences in e-commerce. Through qualitative interviews and online surveys with e-

commerce customers, the researcher’s analyzed themes related to customer satisfaction, 

problem resolution, and perceived effectiveness. Findings revealed that participants reported 

positive experiences with AI-driven chatbots, citing quick response times, accurate information 

retrieval, and personalized recommendations. Customer satisfaction scores increased 

significantly compared to traditional customer service channels. The study underscores the 

importance of investing in AI-driven chatbots to improve customer service efficiency and 

enhance overall customer satisfaction in e-commerce settings. 

Li (2019) assessed the effectiveness of AI-based predictive analytics on lead scoring accuracy 

and sales pipeline management in a B2B marketing context. Employing a longitudinal study 

design, AI algorithms were applied to analyze historical sales data and predict lead conversion 

probabilities. The study found that AI-based lead scoring resulted in a significant increase in 

lead conversion rates and a reduction in sales cycle time compared to traditional manual scoring 

methods. These findings highlight the potential of AI-driven predictive analytics to optimize 

lead scoring processes and improve sales pipeline management efficiency for B2B marketers. 

Zhang (2016) evaluated the effectiveness of AI-powered content optimization in digital 

advertising campaigns. The researchers employed a randomized controlled trial across multiple 

digital advertising platforms, where AI algorithms were utilized to optimize ad creatives, 

targeting parameters, and bidding strategies. Results showed that AI-optimized digital ads 

achieved significantly higher click-through rates and return on ad spend compared to manually 

optimized ads. The study suggests that leveraging AI for content optimization can enhance the 

effectiveness and efficiency of digital advertising campaigns, leading to improved marketing 

outcomes. 

Kim (2017) analyzed the role of AI-driven sentiment analysis in social media marketing 

strategy development. Through a case study approach, social media data from multiple 

platforms were analyzed using AI-based sentiment analysis tools. The study found that AI-

driven sentiment analysis provided actionable insights into customer sentiments, allowing 
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marketers to identify emerging trends, monitor brand perception, and tailor marketing 

messages accordingly. The findings underscore the importance of leveraging AI-driven 

sentiment analysis tools to inform social media marketing strategies and enhance brand-

customer interactions. 

Chen (2020) examined the effectiveness of AI-powered recommendation engines in 

personalized product recommendations for e-commerce websites. Using a field experiment on 

an e-commerce platform, AI algorithms were used to generate personalized product 

recommendations based on user browsing and purchase history. Results showed that AI-

powered recommendation engines led to significantly higher click-through rates and 

conversion rates compared to non-personalized recommendations. The study suggests that 

implementing AI-powered recommendation engines can enhance user experience and drive 

sales growth for e-commerce businesses. 

Liu (2018) investigated the impact of AI-driven dynamic pricing strategies on revenue 

optimization in online retail. Employing a quasi-experimental design, an online retailer 

implemented AI-powered dynamic pricing algorithms to adjust product prices in real-time 

based on demand elasticity, competitor pricing, and customer segmentation. Results indicated 

that AI-driven dynamic pricing strategies led to a significant increase in revenue and profit 

margins compared to static pricing approaches. The findings highlight the potential of AI-

driven dynamic pricing strategies to achieve revenue optimization and improve profitability in 

online retail settings. 

METHODOLOGY 

This study adopted a desk methodology.  A  desk  study  research  design  is  commonly  known  

as secondary  data  collection.  This is basically collecting data from existing resources 

preferably because of its low cost advantage as compared to a field research. Our current study 

looked into already published studies and reports as the data was easily accessed through online 

journals and libraries. 

RESULTS 

Conceptual Gap: While the studies mentioned delve into various applications of artificial 

intelligence (AI) in marketing, there is a conceptual gap in the exploration of the ethical 

implications of AI-driven marketing practices. None of the studies explicitly address the 

potential ethical concerns related to data privacy, algorithmic bias, or the manipulation of 

consumer behavior through AI-powered marketing techniques. Considering the increasing 

reliance on AI in marketing decision-making processes, there is a need for research that 

critically examines the ethical dimensions of AI-driven marketing strategies and their 

implications for consumer welfare and societal well-being. 

Contextual Gap: Another contextual gap is the limited exploration of the challenges and 

limitations associated with the adoption and implementation of AI-driven marketing 

technologies across different industries and organizational contexts. While the studies highlight 

the benefits of AI in improving marketing effectiveness and efficiency, they do not thoroughly 

address the barriers to adoption, such as cost, organizational resistance, and skill gaps. 

Understanding the contextual factors that influence the successful integration of AI in 

marketing practices is crucial for developing tailored strategies and overcoming 

implementation challenges. 
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Geographical Gap: The studies predominantly focus on AI applications in marketing within 

developed economies, such as the United States and European countries, with limited 

representation from emerging markets or developing economies. As AI technologies become 

increasingly accessible globally, there is a need for research that examines the adoption and 

impact of AI-driven marketing practices in diverse geographical contexts, including emerging 

economies in Asia, Africa, and Latin America. Understanding how cultural, economic, and 

regulatory factors influence the adoption and effectiveness of AI in marketing can provide 

valuable insights for practitioners and policymakers worldwide. 

CONCLUSION AND RECOMMENDATIONS 

Conclusion 

The role of artificial intelligence (AI) in marketing automation in China has revolutionized the 

marketing landscape, offering unprecedented opportunities for efficiency, personalization, and 

data-driven decision-making. AI technologies, such as machine learning, natural language 

processing, and predictive analytics, have enabled Chinese businesses to automate and 

optimize various marketing processes, leading to enhanced customer engagement and 

improved ROI. 

AI-powered marketing automation tools have facilitated precise targeting and segmentation, 

allowing brands to deliver highly personalized content and offers to individual consumers at 

the right time through the right channels. This level of personalization has significantly 

improved customer experiences, fostering stronger brand loyalty and higher conversion rates. 

Furthermore, AI has enhanced the ability of marketers in China to analyze vast amounts of data 

quickly and accurately, providing deep insights into consumer behavior, preferences, and 

trends. This has enabled more informed strategic decisions, agile responses to market changes, 

and proactive identification of new opportunities. 

The integration of AI in marketing automation has also streamlined repetitive and time-

consuming tasks, such as email marketing, social media management, and customer service, 

freeing up human resources to focus on more strategic and creative activities. This increased 

efficiency has led to cost savings and improved overall marketing performance. 

However, the adoption of AI in marketing automation is not without its challenges. Businesses 

must address issues such as data privacy concerns, the need for continuous technological 

advancements, and the integration of AI systems with existing infrastructure. Despite these 

challenges, the impact of AI on marketing automation in China is overwhelmingly positive, 

driving innovation, enhancing competitiveness, and positioning businesses for sustainable 

growth in a rapidly evolving digital economy. 

Recommendations 

Theory 

Encourage interdisciplinary research: Foster collaboration between marketing scholars and 

experts in computer science, cognitive psychology, and data ethics to develop robust theoretical 

frameworks that explain the underlying mechanisms of AI in marketing automation. 

Integrating theories such as the Technology Acceptance Model (TAM), Social Cognitive 

Theory (SCT), and Resource-Based View (RBV) can provide a deeper understanding of how 

AI influences marketing outcomes. 
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Address ethical considerations: Investigate the ethical implications of AI-driven marketing 

automation, including data privacy, algorithmic bias, and transparency. Develop theoretical 

models that incorporate ethical considerations into the design and implementation of AI 

technologies, thereby ensuring responsible and ethical AI deployment in marketing practices. 

Practice 

Invest in AI talent and infrastructure: Organizations should prioritize hiring skilled AI 

professionals and investing in robust AI infrastructure to effectively leverage AI technologies 

for marketing automation. This includes building in-house capabilities or partnering with 

external vendors to develop and implement AI-powered marketing solutions tailored to specific 

business needs. 

Foster a culture of experimentation: Encourage marketing teams to experiment with AI-driven 

tools and technologies in their campaigns and initiatives. Create a supportive environment that 

rewards innovation and learning from failures, enabling organizations to iterate and improve 

AI-driven marketing strategies over time. 

Policy 

Develop regulatory frameworks: Policymakers should collaborate with industry stakeholders 

to develop regulatory frameworks that govern the ethical use of AI in marketing automation. 

This includes establishing guidelines for data privacy, algorithmic transparency, and consumer 

protection to ensure that AI technologies are deployed responsibly and ethically. 

Promote digital literacy and education: Invest in initiatives to enhance digital literacy and 

education among marketers, policymakers, and consumers to increase awareness of AI 

technologies and their implications for marketing practices. This includes providing training 

programs, workshops, and educational resources to empower stakeholders to make informed 

decisions about the use of AI in marketing automation. 
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