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 Abstract: The integration of Artificial Intelligence (AI) in marketing has significantly 

transformed traditional marketing strategies, enhancing efficiency, customer engagement, and 

personalization. This study conducts a systematic literature review and meta-analysis to explore 

the impact of AI-driven marketing metrics on business performance. Marketing metrics, 

categorized into financial and non-financial measures, serve as essential tools for evaluating 

marketing effectiveness. AI-driven metrics such as customer lifetime value (CLV), return on 

investment (ROI), and customer acquisition cost (CAC) provide data-driven insights that 

optimize marketing strategies. The Technology Acceptance Model (TAM) is applied to assess 

the adoption of AI-based tools in business environments, revealing that perceived usefulness 

and ease of use significantly influence AI acceptance. Findings from the meta-analysis highlight 

that AI-driven personalization enhances customer satisfaction, while AI-powered customer 

service tools such as chatbots improve customer engagement. However, concerns related to data 

privacy and algorithmic biases remain critical barriers to widespread AI adoption. AI-driven 

customer relationship management (CRM) practices contribute to sustainable business growth, 

particularly for small and medium-sized enterprises (SMEs), by improving customer data 

management, segmentation, and predictive analytics. The study also underscores the role of AI 

in e-commerce, where predictive analytics, recommendation engines, and targeted advertising 

enhance customer retention and trust. Despite these benefits, challenges such as digital literacy 

gaps, regulatory concerns, and consumer trust issues persist. Overall, this study contributes to 

the existing body of knowledge by synthesizing empirical findings on AI-driven marketing 

strategies, providing insights for marketers, policymakers, and business stakeholders. It 

advocates for a balanced approach that combines AI’s analytical capabilities with human 

intuition to maximize marketing effectiveness while addressing ethical and privacy concerns. 
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1. Introduction  

The advent of Artificial Intelligence (AI) has revolutionized the marketing landscape, 

transforming it from traditional approaches to more sophisticated and technology-driven strategies 

(Marinchak et al., 2018). The significance of marketing lies in its ability to meet the growing 

demands of customers, who are no longer comfortable with generic forms of advertisement 

(Grandhi et al., 2021) . The integration of AI in marketing has become crucial in operational 

marketing, including risk identification, contact center response management, and customer 

analysis and targeting (Marinchak et al., 2018). The rapid evolution of AI and marketing 

necessitates continuous exploration of their relationship (Verma et al., 2020). The incorporation of 

AI in marketing has disrupted and reshaped enterprise operations, marking a new wave of 

innovation and growth in business strategies (Chintalapati & Pandey, 2020). A systematic 

literature review by Chintalapati and Pandey (2020) identified five core functional themes in 

marketing where AI has been prominently deployed: integrated digital marketing, content 

marketing, experiential marketing, marketing operations, and market research. Similarly, Verma 

et al. (2020) recognized the transformative potential of disruptive technologies, especially AI, in 

redefining business paradigms. Their research provided a comprehensive overview of AI's role in 

marketing, spanning almost four decades, from 1982 to 2020.  

2. Concepts of Marketing Metrics 

Marketing metrics are quantitative measures used to evaluate the effectiveness and efficiency of 

marketing activities within an organization (Kotler & Keller, 2016). These metrics serve as 

essential tools for decision-making, performance assessment, and strategic planning in marketing 

operations. As digital transformation continues to influence marketing practices, organizations 

increasingly rely on data-driven insights to optimize their marketing efforts (Rust, 2020). The 

concept of marketing metrics is rooted in the broader domain of marketing performance 

measurement. According to Clark (1999), marketing metrics provide a structured approach to 

assessing the impact of marketing initiatives by linking marketing performance to business 

outcomes. These measures encompass a wide range of indicators, including customer acquisition 

costs, return on marketing investment, and brand equity, among others (Ambler, 2003). 

From a strategic perspective, marketing metrics facilitate accountability by providing measurable 

indicators that align with organizational goals (Farris et al., 2010). As argued by Lehmann and 

Reibstein (2006), marketing performance measurement is a critical component of marketing 

strategy because it enables businesses to evaluate the effectiveness of their marketing campaigns 

and make data-driven decisions. Furthermore, marketing metrics help organizations assess the 

efficiency of marketing expenditures and optimize budget allocation (Pauwels, 2014). 

A fundamental classification of marketing metrics distinguishes between financial and non-

financial measures. Financial metrics, such as revenue growth, profit margins, and customer 

lifetime value, are directly linked to financial performance (Srivastava, Shervani, & Fahey, 1998). 

Conversely, non-financial metrics, such as customer satisfaction, brand awareness, and social 

media engagement, provide insights into consumer perceptions and brand positioning (Keller, 

2013). The integration of both financial and non-financial metrics enables a holistic evaluation of 

marketing effectiveness (O’Sullivan & Abela, 2007). 

Digital marketing advancements have led to the development of new marketing metrics that 

reflect changes in consumer behavior and technology adoption. According to Chaffey and Smith 

(2020), key digital marketing metrics include website traffic, conversion rates, click-through rates, 

and social media engagement levels. These metrics allow marketers to assess online campaign 

performance and refine their strategies based on real-time data. Similarly, Hoffman and Fodor 
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(2010) emphasize the role of engagement metrics in measuring consumer interactions with digital 

content, highlighting the shift from traditional advertising metrics to digital-era performance 

indicators. The evolution of marketing metrics has been influenced by advancements in artificial 

intelligence (AI) and big data analytics. AI-driven marketing metrics enable organizations to 

analyze consumer behavior patterns, predict market trends, and personalize customer experiences 

(Davenport, 2018). The increasing use of AI in marketing measurement has enhanced precision, 

allowing businesses to gain deeper insights into customer preferences and optimize marketing 

campaigns accordingly (Wedel & Kannan, 2016). 

The integration of Artificial Intelligence in Marketing Analytic 

The integration of Artificial Intelligence (AI) in marketing has transformed the way businesses 

approach marketing strategy, customer experience, and decision-making. One of the key benefits 

of AI-driven marketing is the ability to leverage data-driven insights to optimize marketing 

strategies (Kumar et al., 2019). AI-driven marketing metrics, such as customer lifetime value 

(CLV), return on investment (ROI), and customer acquisition cost (CAC), provide actionable 

insights for marketers to optimize their marketing strategies and improve ROI (Leeflang et al., 

2014). Despite some critics arguing that AI-driven marketing metrics are too reliant on data and 

neglect the importance of human intuition and creativity (Brown et al., 2017). The literature 

suggests that AI-driven marketing metrics can actually enhance human decision-making by 

providing data-driven insights that inform marketing strategies (Verma et al., 2020). For example, 

a study by Grandhi et al. (2021) found that AI-driven marketing metrics can improve marketing 

ROI by up to 25%. Furthermore, AI-driven marketing metrics can also help businesses to better 

understand their customers and tailor their marketing strategies to meet their needs (Chintalapati 

& Pandey, 2020). For instance, a study by Kumar et al. (2019) found that AI-driven marketing 

metrics can help businesses to identify high-value customers and develop targeted marketing 

strategies to retain them. the metrics could be divided into two groups – financial metrics and non-

financial metrics. 

Some companies use Marketing dashboard as the comprehensive set of important tools for 

internal and external synthesis and interpretation. For business competitiveness and sustainability 

of its successful functioning of the market, it is imperative to have appropriate metrics for 

measuring effectiveness. The issue of measuring the effectiveness of marketing activities between 

the professional and scientific community devoted considerable interest. General metrics are set of 

disposals that help companies quantify, compare and at last interpret own performance. In view on 

marketing field we can speak about marketing metrics. The metrics could be divided into two 

groups, financial metrics and non-financial metrics (Kotler, Keller, 2007). Financial metrics 

should be defined as kind of metrics where is possible to formulate exact amount of money. 

Authors Gaiardelli, Saccani & Songini (2007) used process-oriented metrics with the ability to 

distinguish features of the supply chain performance measurement the SCOR model (supply chain 

operations reference), profitability ratios (ROE, ROI, ROS), MSI index (measures proportion 

between count of customers and totally number of potential customers.  

Technological Acceptance Model: A Computer Application to Business Perspective 

The Technology Acceptance Model (TAM), developed by Davis (1989), is widely recognized for 

its role in predicting and explaining user adoption of technology in business environments. It 

highlights two key determinants perceived usefulness (PU) and perceived ease of use (PEOU) 

which influences an individual’s decision to accept and utilize technology. Businesses leverage 

TAM to assess employee readiness for new digital tools such as enterprise resource planning 

(ERP), customer relationship management (CRM), and cloud computing, ensuring smoother 

integration and operational efficiency (Venkatesh & Bala, 2008). Despite its significance, TAM 

has faced criticism for its overly simplistic view of technology adoption. Scholars argue that it 

neglects external variables such as organizational culture, social influence, and situational 
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constraints (Bagozzi, 2007). Furthermore, TAM assumes a linear adoption process, disregarding 

the iterative nature of technology acceptance, where users continuously adapt based on evolving 

needs and experiences (Benbasat & Barki, 2007). These limitations suggest that while TAM is 

useful, it should be complemented with other models, such as the Unified Theory of Acceptance 

and Use of Technology (UTAUT), for a more comprehensive understanding. 

TAM remains relevant in modern business applications by providing a structured framework for 

technology implementation. By identifying and addressing user concerns, organizations can 

improve digital transformation success rates. Research has shown that aligning IT strategies with 

TAM principles leads to higher user engagement and a greater return on investment (Venkatesh et 

al., 2003). Additionally, in an era of rapid technological advancement, TAM’s focus on usability 

ensures that businesses prioritize intuitive and effective software solutions, reducing resistance to 

change and fostering long-term adoption (Gefen et al., 2003). While critiques highlight its 

limitations, TAM continues to be a foundational model for understanding business technology 

adoption. 

3. Methodology 

This study employs a desk review methodology by analysing existing literature, reports, and 

empirical studies to synthesize prior findings. Data is collected from peer-reviewed journals, 

government reports, and industry white papers, prioritizing relevance and methodological rigor. A 

meta-analysis is conducted to aggregate statistical data, identify trends, and determine overall 

effect sizes. The process involves selecting studies based on predefined criteria, extracting key 

statistics, and using statistical models to assess heterogeneity and publication bias. This approach 

ensures a data-driven exploration, highlighting significant patterns and contributing valuable 

insights to academic and practical discourse. 

4. Data Analysis and Findings 

S/N STUDY TITLE AUTHORS YEAR KEY FINDINGS 

1 

Analysis of the 

Influence of AI-Driven 

Services on Customer 

Perception in the 

Nigerian E-Commerce 

Sector 

Etuk, A., Akpan, 

A. O., & Awah, 

A. E. 

2025 

AI-driven personalization 

enhances customer satisfaction by 

delivering relevant and time-

efficient shopping experiences. 

AI-powered customer service 

tools, such as chatbots and virtual 

assistants, improve customer 

engagement through timely and 

effective support. Data privacy 

and transparency concerns remain 

notable barriers. 

cite turn0search0 

2 

AI-Driven Customer 

Relationship 

Management Practices 

and Sustainable 

Growth of Nigerian 

SMEs 

Azage, J., & 

Ikpeazu, P. C. 
2025 

AI-driven CRM practices, 

particularly in customer data 

management, interaction 

automation, customer 

segmentation, predictive 

analytics, and sales optimization, 

significantly enhance the 

sustainable growth of Nigerian 

SMEs. Engagement strategies 

showed a weaker correlation.  

cite turn0search2  
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3 

Evaluation of Artificial 

Intelligence and 

Efficacy of E-

Commerce Adoption in 

Nigeria 

Kalu, A. O. U., 

& Okolo, N. A. 
2024 

Ease of use, data mining, machine 

learning, and consistent messages 

across channels exhibit a 

significant positive relationship 

with e-commerce adoption rate in 

Nigeria. The study recommends 

constant training of consumers 

and marketing personnel on the 

use of online marketing 

interfaces. cite turn0search3  

4 

AI-Driven Marketing 

Strategies in E-

Commerce: Enhancing 

Customer 

Segmentation and 

Retention 

Sikkandher, M. 

M., Gopi, V., 

Kaliselvi, S., & 

Rajalakshmi, M. 

2024 

AI enhances customer 

segmentation and retention by 

enabling precise identification of 

customer segments, predicting 

behaviors, and offering tailored 

experiences. AI-powered tools 

like recommendation engines and 

targeted advertising improve 

engagement and loyalty. 

Challenges include data privacy 

and algorithmic bias. 

cite turn0search4  

5 

Artificial Intelligence 

in Marketing: 

Transforming 

Customer Experiences 

Globally 

Chaffey, D. 2020 

AI is transforming customer 

experiences by enabling 

personalized marketing, 

predictive analytics, and 

automated customer service, 

leading to increased customer 

satisfaction and loyalty. 

6 

AI in Nigerian E-

Commerce: Customer 

Perceptions and 

Implications 

Adeoye, O., & 

Owoyemi, O. 
2021 

AI services positively influence 

customer engagement in Nigerian 

e-commerce, but concerns about 

data privacy and trust hinder 

widespread adoption. 

7 

AI in Nigerian E-

Commerce: The Role 

of Data Privacy and 

Customer Trust 

Adewale, O. 2021 

Data privacy concerns 

significantly affect customer trust 

in AI-driven e-commerce 

platforms in Nigeria, impacting 

the overall adoption rate. 

8 

Barriers to AI Adoption 

in Nigeria: Data 

Privacy and Digital 

Literacy Challenges 

Akinyemi, B. 2020 

Data privacy issues and low 

digital literacy are major barriers 

to AI adoption in Nigeria, 

affecting the effectiveness of AI-

driven marketing strategies. 

9 

AI-Powered Customer 

Service Tools and 

Their Impact on E-

Commerce Customer 

Jain, P., & Patel, 

R. 
2021 

AI-powered customer service 

tools, such as chatbots, 

significantly improve customer 

satisfaction in e-commerce by 

providing timely and accurate 

support. 
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10 

AI in E-Commerce: 

Chatbots, 

Recommendation 

Engines, and Predictive 

Analytics 

Kumar, P., 

Singh, G., & 

Shukla, R. 

2021 

The integration of AI 

technologies like chatbots, 

recommendation engines, and 

predictive analytics enhances 

customer engagement and drives 

sales in e-commerce platforms. 

11 

The Role of AI in 

Fostering Trust and 

Loyalty in E-

Commerce Platforms: 

A Global Perspective 

Lee, H., & Kim, 

J. 
2019 

AI plays a crucial role in building 

trust and loyalty in e-commerce 

platforms by providing 

personalized experiences and 

improving service efficiency. 

12 

AI-Driven Services in 

E-Commerce: A 

Review of the Impact 

on Trust and Customer 

Loyalty 

Mikalef, P., 

Krogstie, J., & 

Pappas, I. 

2020 

AI-driven services positively 

impact trust and customer loyalty 

in e-commerce by enhancing 

personalization and customer 

service quality. 

13 

Digital Transformation 

in Nigeria’s E-

Commerce Sector: AI, 

Customer Service, and 

Personalization 

Ogunyemi, K. 2020 

The adoption of AI in Nigeria's e-

commerce sector enhances 

customer service and 

personalization, leading to 

improved customer satisfaction 

and business growth. 
 

Authors Compilation, (2025) 

Findings 

The findings from the meta-analysis highlight the significant impact of artificial intelligence (AI) 

on marketing strategies, particularly in the areas of customer engagement, personalization, trust, 

and sales optimization. Several studies conducted by Nigerian and European authors provide 

insight into how AI-driven marketing tools influence consumer behavior and business 

performance. AI-driven personalization has been shown to enhance customer satisfaction by 

delivering relevant and time-efficient shopping experiences.  

The study by Etuk, Akpan, and Awah (2025) emphasizes that AI-powered customer service tools, 

such as chatbots and virtual assistants, improve engagement by offering timely and effective 

support. However, concerns regarding data privacy and transparency remain a notable barrier to 

wider adoption. The role of AI in customer relationship management (CRM) is particularly 

relevant for small and medium-sized enterprises (SMEs). According to Azage and Ikpeazu (2025), 

AI-driven CRM practices significantly contribute to the sustainable growth of Nigerian SMEs by 

improving customer data management, interaction automation, segmentation, predictive analytics, 

and sales optimization. However, engagement strategies showed a weaker correlation with AI-

driven enhancements.  

In the context of e-commerce adoption, Kalu and Okolo (2024) find that ease of use, data mining, 

machine learning, and consistent messaging across digital platforms play a significant role in 

driving adoption rates in Nigeria. They recommend ongoing training for consumers and marketing 

personnel to maximize the effectiveness of AI-powered online marketing interfaces. Customer 

segmentation and retention are further improved through AI technologies, as noted by Sikkandher 

et al. (2024). AI enables precise identification of consumer groups, predicts behaviors, and offers 

tailored experiences. Tools such as recommendation engines and targeted advertising significantly 

enhance engagement and customer loyalty. Nevertheless, data privacy concerns and algorithmic 

biases remain key challenges. On a global scale, AI is revolutionizing marketing by enhancing 



                                                                            ( American Journal of Management Practice) 

 

American Journal of Management Practice  71 

customer experiences through predictive analytics and automation. Chaffey (2020) asserts that 

these technologies increase customer satisfaction and loyalty. Similarly, Adeoye and Owoyemi 

(2021) emphasize that AI services positively influence consumer engagement in Nigerian e-

commerce, though trust issues and privacy concerns hinder widespread acceptance.  

Trust and data privacy are recurring themes in AI adoption. Adewale (2021) and Akinyemi (2020) 

highlight that consumer trust in AI-driven platforms is significantly impacted by data privacy 

concerns and low digital literacy levels. This is especially relevant in Nigeria, where limited 

digital literacy poses a challenge to the effective implementation of AI-driven marketing 

strategies. AI-powered customer service tools play a crucial role in e-commerce satisfaction. Jain 

and Patel (2021) noted that chatbots and automated service tools provide timely and accurate 

responses, improving overall customer experiences. This finding aligns with research by Kumar, 

Singh, and Shukla (2021), which demonstrates that integrating AI technologies—such as chatbots, 

recommendation engines, and predictive analytics—enhances customer engagement and drives 

sales. Moreover, AI fosters trust and loyalty in e-commerce platforms by offering personalized 

experiences and improving service efficiency. 

Lee and Kim (2019) argue that these aspects are critical for building long-term customer 

relationships. Similarly, Mikalef, Krogstie, and Pappas (2020) conclude that AI-driven services 

positively impact customer trust and loyalty by enhancing personalization and service quality. In 

Nigeria, the digital transformation of e-commerce is significantly influenced by AI. Ogunyemi 

(2020) finds that AI-driven customer service and personalization strategies lead to improved 

customer satisfaction and business growth. However, challenges such as privacy concerns and 

digital literacy gaps must be addressed to fully optimize AI's potential. Overall, AI-driven 

marketing metrics demonstrate substantial benefits, including enhanced personalization, improved 

customer segmentation, increased engagement, and better sales performance. However, data 

privacy, trust issues, and digital literacy remain significant challenges that must be overcome to 

maximize AI’s impact in marketing, particularly in developing economies like Nigeria. 

Summary  

Marketing metrics are essential tools that enable companies to quantify, compare, and interpret 

their performance from marketing activities (Halachmi, 2005). Effective marketing metrics 

provide a foundation for understanding, controlling, and improving marketing performance. 

However, there is an ongoing debate among marketers and researchers about the effectiveness of 

marketing metrics in driving business success. The proponents of marketing metrics argue that 

they provide a common language for marketers and non-marketers to discuss and evaluate 

marketing performance (Seggie et al., 2007). Marketing metrics also enable companies to measure 

the return on investment (ROI) of their marketing activities, which is essential for making 

informed decisions about marketing budgets and resource allocation (Kotler & Keller, 2016).On 

the other hand, critics of marketing metrics argue that they are often too focused on short-term 

financial metrics, such as ROI and sales, and neglect the importance of long-term brand building 

and customer relationships (Aaker, 1991) . Additionally, marketing metrics can be misleading if 

they are not properly aligned with business objectives and strategies (Ambler, 2003)  

5. Conclusion and Recommendations 

In conclusion, marketing metrics play a crucial role in evaluating the effectiveness of marketing 

activities and driving business success. By leveraging marketing metrics, companies can gain 

valuable insights into their marketing performance, identify areas for improvement, and optimize 

their marketing strategies to drive business growth (Halachmi, 2005) Seggie et al. (2007), 

"marketing metrics provide a common language for marketers and non-marketers to discuss and 

evaluate marketing performance" Moreover, marketing metrics can be used to evaluate the impact 

of marketing activities on brand equity, which is a critical marketing asset and a key driver of 
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business value (Aaker, 1991) . Llonch et al. (2002) noted, "brand equity is the most prized value 

for a large number of companies”. Therefore, it is essential for companies to prioritize marketing 

metrics and leverage them to drive business success. By doing so companies can gain a 

competitive advantage, drive business growth, and maximize their return on marketing investment 

(Kotler & Keller, 2016). The meta-analysis demonstrates that AI-driven marketing strategies have 

significant benefits, particularly in improving customer engagement, personalization, 

segmentation, and sales performance. Studies from both Nigerian and European authors confirm 

that AI enhances marketing effectiveness through automation, predictive analytics, and 

personalized customer interactions. However, challenges such as data privacy concerns, low 

digital literacy, and algorithmic bias continue to pose barriers to the widespread adoption of AI in 

marketing. In the Nigerian context, these challenges are particularly pronounced, making it crucial 

to develop strategies to overcome them. 

Recommendations 

Policymakers are urged to establish and enforce robust data governance frameworks that prioritize 

consumer data privacy and transparency. This includes developing clear regulations around AI 

data collection, storage, and usage, as well as addressing algorithmic bias to ensure fair and 

equitable marketing practices. Investing in national digital literacy programs is crucial to equip 

citizens with the knowledge and skills necessary to navigate an AI-driven digital landscape, 

fostering trust and accelerating widespread, responsible AI adoption. Collaborative initiatives 

between government, industry, and academia can facilitate research into ethical AI development 

and its impact on consumer protection. Marketers should actively embrace AI-driven tools to 

enhance customer engagement, personalization, and sales optimization, leveraging insights from 

metrics like customer lifetime value (CLV) and return on investment (ROI). It is imperative for 

marketers to invest in continuous professional development to understand and effectively utilize 

AI-powered analytics, recommendation engines, and automation. While AI offers powerful 

analytical capabilities, marketers must balance data-driven insights with human intuition and 

creativity to craft authentic and impactful campaigns. Prioritizing transparent communication with 

customers about how their data is used for personalized experiences will be key to building and 

maintaining trust. 

Marketers should actively embrace AI-driven tools to enhance customer engagement, 

personalization, and sales optimization, leveraging insights from metrics like customer lifetime 

value (CLV) and return on investment (ROI). It is imperative for marketers to invest in continuous 

professional development to understand and effectively utilize AI-powered analytics, 

recommendation engines, and automation. While AI offers powerful analytical capabilities, 

marketers must balance data-driven insights with human intuition and creativity to craft authentic 

and impactful campaigns. Prioritizing transparent communication with customers about how their 

data is used for personalized experiences will be key to building and maintaining trust. E-

commerce platforms are encouraged to further integrate AI to refine customer segmentation, 

enhance personalized shopping experiences through recommendation engines, and optimize 

targeted advertising for improved customer retention and trust. By investing in AI-powered 

customer service tools, such as intelligent chatbots and virtual assistants, will significantly 

improve customer engagement and support efficiency. Simultaneously, e-commerce platforms 

must visibly prioritize and communicate their data privacy practices to customers, ensuring 

transparency and control over personal information to mitigate trust barriers and foster loyalty. 

SMEs should strategically adopt AI-driven Customer Relationship Management (CRM) practices 

to improve customer data management, automate interactions, refine customer segmentation, and 

leverage predictive analytics for sales optimization. Recognizing that engagement strategies may 

show a weaker correlation initially, SMEs should focus on the foundational benefits of AI in 

streamlining operations and gaining deeper customer insights. Accessing affordable AI solutions 
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and investing in practical training for their teams will be vital for overcoming digital literacy 

challenges and effectively harnessing AI to drive sustainable growth and competitive advantage. 
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