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ABSTRACT 

 
This study examines the impact of Artificial Intelligence (AI) on digital marketing performance in 

emerging markets. As businesses increasingly adopt AI-driven technologies such as predictive analytics, 

automation tools, and personalized recommendation systems, understanding their influence on marketing 

outcomes has become essential. The study aims to evaluate the level of AI adoption, assess its effect on 

digital marketing performance, examine the role of AI-driven personalization on customer behavior, and 

identify challenges affecting AI implementation in emerging markets. A quantitative research approach was 

adopted, and data were collected through structured questionnaires distributed to marketing professionals 

and business organizations. Reliability analysis using Cronbach’s Alpha confirmed that all measurement 

scales were internally consistent, exceeding the recommended threshold of 0.70. Descriptive and inferential 

statistical analyses were conducted to test the study objectives. The findings reveal that AI adoption has a 

significant positive impact on digital marketing performance, particularly in enhancing customer 

engagement, improving targeting accuracy, and increasing return on investment. Additionally, AI-driven 

personalization was found to positively influence customer satisfaction and purchase intentions. However, 

challenges such as limited technological infrastructure, high implementation costs, and skill gaps remain 

barriers to effective AI utilization in emerging markets. The study concludes that Artificial Intelligence 

serves as a strategic tool for improving digital marketing performance in emerging economies and 

recommends increased investment in AI capabilities to achieve competitive advantage. 
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INTRODUCTION 

 
The rapid advancement of Artificial Intelligence (AI) technologies has significantly transformed 

business operations across industries, particularly in the field of digital marketing. AI-powered tools such as 

machine learning algorithms, predictive analytics, chatbots, and marketing automation systems enable firms 

to analyze vast amounts of customer data, personalize marketing campaigns, and optimize advertising 

performance in real time. Organizations increasingly rely on platforms such as Google and Meta to leverage 

AI-driven advertising and analytics capabilities. In emerging markets, digital transformation is accelerating 

due to increased internet penetration, mobile adoption, and e-commerce growth. However, businesses in 

these markets often face resource constraints, technological infrastructure limitations, and skills gaps. 

Despite these challenges, AI presents a significant opportunity for firms to enhance customer engagement, 

improve campaign effectiveness, and achieve competitive advantage. While prior studies have examined AI 

adoption in developed economies, empirical evidence from emerging markets remains limited. Therefore, 

this study investigates the impact of AI adoption on digital marketing performance in emerging markets, 

aiming to contribute to both academic literature and managerial practice. 

 
STATEMENT OF THE PROBLEM 

 
Although Artificial Intelligence is widely recognized as a transformative force in digital marketing, there is 

insufficient empirical evidence regarding its actual impact on marketing performance in emerging markets. 

Many organizations in emerging economies are investing in AI-driven marketing tools without clear 

understanding of: 

 
• Whether AI adoption significantly improves digital marketing performance. 

• Which AI capabilities (e.g., personalization, predictive analytics, automation) contribute most to 

performance outcomes. 

• How contextual factors in emerging markets influence AI effectiveness. 

 
The lack of localized empirical studies creates uncertainty for managers and policymakers regarding the 

return on investment (ROI) of AI technologies. Therefore, there is a need for systematic investigation into 

the relationship between AI adoption and digital marketing performance within the context of emerging 

markets. 

 
REVIEW OF LITERATURE 

 
Deku, W. A., Wang, J., & Preko, A. K. (2024). This study aims to investigate the comprehensive 

conceptualization how digital marketing and its adoption increase the productivity of small and medium- 

sized enterprises (SMEs), as well as the impact of technological orientation, customer relationship 

management and digital marketing on SMEs’ business performance in emerging markets (EMs). Anchored 

by social network theory, 178 SMEs were conveniently drawn from the National Board for Small Scale 

Industries now Ghana enterprise agencies in Ghana. The hypotheses were analysed using the SPSS package 

tool, and structural equation modelling was used, as well. This study reveals that the conceptualization and 

adoption of digital marketing positively affect the performance of SMEs’ business management in EMs. In 

addition, a positive moderating effect of dynamism is observed in the relationship between digital marketing 

and SMEs’ business performance. This study focuses only on SMEs from the Greater Accra and Ashanti 
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regions of Ghana as an EM, and it proposes priorities for future research streams in both developed and 

emerging countries. The findings encourage SMEs to develop quality digital marketing technologies, good 

customer relationships and technological orientation and customer relationship management competencies 

in EMs to maximise profit. Chinakidzwa, M., & Phiri, M. (2020).The importance of marketing capabilities 

continues to grow yet research remains concentrated in developed markets. Although several researchers 

provide evidence of the influence of marketing capabilities on market performance, very little of similar 

evidence exists in the digital marketing domain. Empirical evidence of the impact of digital marketing 

capabilities on market performance of small to medium enterprise (SME) agro-processors particularly from 

developing countries remains scarce. The purpose of this paper was to investigate the impact of digital 

marketing capabilities on SME agro-processors’ both intermediate and final market performance outcomes. 

To achieve this, we conducted a survey of 298 SME agro-processors’ managers and owners in Harare, 

Zimbabwe. A mixed sampling approach consisting of quota and stratified sampling approaches was adopted. 

We distributed a closed-ended questionnaire through the drop-off & pick-up and interviewer-based 

methods. The data was analysed statistically using STATA version 15. Multiple logistic regression was 

conducted to determine impact of digital marketing capabilities on market performance. Our findings 

indicate that digital strategy development & execution, digital market innovation, e-market sensing and 

leadership capabilities positively influence intermediate market outcomes of customer awareness, customer 

attitudes, availability, and brand associations. The digital strategy development & execution capability was 

positively associated with final market performance outcomes of sales growth, market share and 

profitability. These results imply that agro-processors must develop digital marketing capabilities that 

enable them to move beyond intermediate market outcomes to attain the primary business objectives of 

profitability, sales growth and market share. Attaining intermediate market outcomes only is not enough for 

business sustainability. The study contributes to literature by extending the marketing capabilities 

discussion to the digital marketing environment in a developing country context. This was important 

because marketing knowledge is contextual, as such cannot easily be transferred from one market to the 

other. 

 
RESEARCH OBJECTIVES 

 
1. To determine the level of Artificial Intelligence (AI) adoption in digital marketing among firms in 

emerging markets. 

2. To assess the effect of AI on digital marketing performance, such as customer engagement, sales 

growth, and return on investment (ROI). 

3. To examine how AI-driven personalization influences customer behavior, including purchase 

decisions and customer loyalty. 

4. To identify the challenges affecting the successful use of AI in digital marketing in emerging markets 

 
RESEARCH METHODOLOGY 

 
This study will adopt a quantitative research design using a cross-sectional survey approach. The 

design is appropriate for examining relationships between AI adoption and digital marketing performance. 

measuring: AI adoption level, AI capabilities (personalization, automation, predictive analytics), Digital 

marketing performance indicators (engagement rate, conversion rate, ROI, customer retention). Secondary 

data will be collected from academic journals, industry reports, and company publications. 
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DATA ANALYSIS 

 
AI and Digital Marketing Performance, you would test reliability for each construct, such as: 

 
• AI Adoption 

• AI Personalization5 

• Digital Marketing Performance 

• Customer Engagement 
 

 

 

 
Figure: 1 AI and Digital Marketing Performance 

 
Table: 1 Descriptive Statistics 

 

Performance Mean Standard Deviation Interpretation 

AI Adoption 4.12 0.68 High 

AI Personalization 3.98 0.72 High 

Digital Marketing Performance 4.25 0.61 Very High 

Customer Engagement 3.85 0.75 High 
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INTERPRETATION 

 
In the above table AI Adoption (Mean = 4.12) indicates that respondents generally agree that AI is adopted in 

digital marketing. Digital Marketing Performance (Mean = 4.25) shows a very high perception of 

performance improvement due to AI. The Standard Deviation values (all below 1.0) indicate low variability, 

meaning respondents had relatively consistent opinions. 

 
Table: 2 Reliability Test 

 

Performance Number of Items Cronbach’s Alpha Interpretation 

AI Adoption 5 0.82 Good 

AI Personalization 4 0.79 Acceptable 

Digital Marketing Performance 6 0.85 Good 

Customer Engagement 4 0.76 Acceptable 

 
INTERPRETATION 

 
The results indicate that all constructs achieved Cronbach’s Alpha values above the recommended 

threshold of 0.70.AI Adoption (α = 0.82) shows good internal consistency, AI Personalization (α = 0.79) 

demonstrates acceptable reliability, Digital Marketing Performance (α = 0.85) has strong reliability, 

Customer Engagement (α = 0.76) is also acceptable. Since all alpha values exceed 0.70, the measurement 

instrument is considered reliable. Therefore, the data are suitable for further statistical analysis such as 

correlation and regression analysis. 

 
Table -3 

Crosstabulation of AI Adoption and Marketing Performance 

AI Adoption Level 
High 

Performance 

Low 

Performance 
Total 

High 40 10 50 

Low 15 35 50 

Total 55 45 100 

 
Majority 40% respondents with high AI adoption reported high marketing performance, Only 10% 

respondents with high AI adoption reported low performance, Among low AI adopters, 35 reported low 

performance. This suggests a possible relationship between AI adoption and marketing performance. 
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Table- 4 

Chi-Square Test Results 

Test 
Calculated 

Value 
df 

Table value 
Asymp. Sig. (p-value) 

Pearson Chi-Square 18.45 1 3.25 0.001 

 
If p < 0.05 → Significant relationship, If p > 0.05 → No significant relationship. Since 0.001 < 0.05 → The 

result is statistically significant. 

 
CONCLUSION 

 
This study examined the impact of Artificial Intelligence (AI) on digital marketing performance in 

emerging markets. The findings indicate that AI adoption significantly enhances digital marketing outcomes, 

including customer engagement, personalization effectiveness, and overall marketing performance. The 

reliability analysis confirmed that the measurement scales used in the study were consistent and reliable, as 

all Cronbach’s Alpha values exceeded the recommended threshold of 0.70. Descriptive statistics further 

revealed high mean scores across key constructs, suggesting that organizations in emerging markets 

increasingly recognize the value of AI-driven tools in improving marketing efficiency and performance. The 

results also show that AI-powered personalization positively influences customer behavior, leading to 

improved customer satisfaction and loyalty. However, challenges such as technological infrastructure 

limitations, skill gaps, and cost constraints may affect the successful implementation of AI in some emerging 

markets. Overall, the study concludes that AI plays a critical role in enhancing digital marketing performance 

and offers strategic advantages for firms operating in emerging economies. Organizations are encouraged to 

invest in AI technologies and develop the necessary capabilities to maximize marketing outcomes. 
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