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Objective: This research aims to examine the optimization of the use of AI in 
understanding and analyzing customer behavior in developing effective and efficient 
marketing strategies. Method: The method used in this research is the SLR (Systematic 
Literature Review) method, by collecting data through various sources of academic 
database articles such as Google Scholar, IEEE Xplore, Science Direct and others that 
discuss the application of AI. Results: The results of this literature review show that 
the application of AI such as machine learning and data analysis is able to identify 
customer preferences and needs, which will be used by companies in designing more 
personalized and efficient marketing strategies. Novelty: In the digital era, the use of 
artificial intelligence (AI) in customer behavior analysis has become one of the effective 
tools to determine a more appropriate marketing strategy. Optimizing AI through the 
SLR method is an important step for companies in achieving a competitive advantage 
in understanding customer behavior patterns more accurately in a dynamic market. 
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INTRODUCTION  

In the current era, businesses are starting to move into the realm of all digitalization. 

Automation for companies Artificial Intelligence (AI) has become a key element in 

various aspects, especially in marketing [1]. AI offers the ability to deeply analyze data 

and provide usable insights into customer behavior [2]. Through customer behavior 

analysis, companies can identify customer preferences, needs, and buying patterns, 

which will help in designing more effective, efficient and better targeted marketing 

strategies. AI offers several benefits to Business Intelligence (BI), including the ability to 

analyze large amounts of data quickly and accurately, identify patterns and trends that 

are not easily recognized by humans, formulate more accurate predictions and 

recommendations, and automate manual tasks [3]. 

This research aims to synthesize a comprehensive view of the use of AI in every 

stage of a marketing campaign, including planning, marketing conceptualization, 

marketing design, implementation and monitoring, and evaluation. Using the Systematic 

Literature Review (SLR) method, this research will try to “summarize” the use of AI in 

each marketing stage reviewed in existing scientific research [4]. 

The purpose of this research is to provide a deeper understanding of how AI can be 

optimized in customer behavior analysis to determine the right marketing strategy.  

In this case, AI has the potential to affect the effectiveness of the work given. The 

influence of AI itself makes some companies have to adapt to avoid failure in adopting 

the technology [5]. This research also identifies challenges and opportunities in the 
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application of AI and provides practical recommendations for companies in utilizing AI 

to achieve competitive advantage [6].  

Artificial Intelligence in Customer Behavior Analysis 

Artificial Intelligence (AI) has become a very effective tool in analyzing customer 

behavior. Research by Librado et al shows that AI can increase customer loyalty through 

relevant product recommendations and satisfying personalized experiences [7]. 

Better personalization and customer experience through the use of AI allows 

companies to collect and analyze customer data to better understand their preferences, 

needs, and behaviors.  This allows companies to provide a more personalized customer 

experience, customized services, and relevant recommendations [8]. 

Systematic Literature Review (SLR) Method 

Definition of SLR. Systematic Literature Review is a term used to refer to certain 

research or research methodologies and developments carried out to collect and evaluate 

research related to a specific topic focus [9]. 

The SLR method is a systematic approach to collecting, synthesizing, and assessing 

study findings on a particular topic. SLR is used to minimize the bias associated with 

single studies as well as non-systematic reviews. According to Jesson et al. (2011), SLR 

provides a transparent means to collect relevant scientific evidence and assess its quality 

[10]. 

Implementation of AI in Marketing Strategy 

AI not only helps in data analysis, but also in making more accurate and efficient 

decisions. Research by Makleat et al, shows that AI can be used to predict consumer 

behavior and segment markets more efficiently. Techniques such as machine learning 

and predictive analytics allow companies to anticipate consumer needs before they 

realize it [11]. 

AI enables personalization at scale by using data analytics to understand consumer 

preferences and behavior. Machine learning algorithms can analyze customer data such 

as purchase history, interactions on social media, and search preferences to generate 

relevant product or service recommendations [12]. 

 

RESEARCH METHOD 

This research uses the Systematic Literature Review (SLR) method to review and 

collect relevant research on optimizing the use of artificial intelligence (AI) in customer 

behavior analysis to determine effective marketing strategies [13]. SLR was chosen 

because this approach allows researchers to review the literature in a systematic, 

structured, and transparent manner, and identify gaps in existing research [14]. 

Steps of the SLR Method 

Establishment of Research Questions: 

1. What are the approaches used in the application of AI for customer behavior 

analysis? 

2. How can AI optimize marketing strategies based on customer behavior analysis? 
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3. What are the challenges and opportunities in applying AI for customer behavior 

analysis? 

Literature Search: 

1. The search was conducted using the academic databases IEEE Xplore, Google 

Scholar, and Science Direct[15]. 

2. The keywords used included “Artificial Intelligence”, “Customer Behavior 

Analysis”, “Marketing Strategy”, “Systematic Literature Review”, and “Machine 

Learning” [16], [17], [18], [19]. 

3. The researcher also included synonyms and variations of the main keywords to 

broaden the scope of the search. 

Study Selection: 

1. Studies were selected based on the relevance and quality of the research. 

2. Inclusion criteria included studies that addressed the application of AI in customer 

behavior analysis and marketing strategies. 

3. Exclusion criteria included studies that were not relevant or did not provide 

sufficient empirical data [20]. 

Data Extraction and Synthesis: 

1. Data extracted included methods used, key results, and implications of AI 

application. 

2. Data is analyzed and synthesized to identify patterns, common findings, and 

existing research gaps [21]. 

Quality Evaluation: 

1. Each study is evaluated for quality using an appropriate evaluation tool, such as 

CASP (Critical Appraisal Skills Program) [22]. 

Reporting and Discussion of Results: 

1. Results from the SLR are reported systematically, including key findings and 

practical implications for the company. 

2. Discussion of the results includes a critical analysis of the reviewed studies and 

recommendations for further research [23]. 

 

RESULTS AND DISCUSSION 

Results 

After conducting a Systematic Literature Review (SLR) of various relevant studies 

regarding the use of artificial intelligence (AI) in customer behavior analysis to determine 

marketing strategies, the following are the main results found: 

Identification of Customer Behavior Patterns 

AI, through machine learning techniques and data analysis, has brought significant 

changes in the way companies understand and predict customer behavior. Research 

shows that AI, through machine learning techniques and data analysis, is able to identify 

customer behavior patterns more accurately. For example, Lee and Shin (2020) found that 

AI can predict customer needs based on previous purchase history and customer 
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interactions [24]. With this capability, companies can not only increase customer 

satisfaction but also strengthen relationships with their customers. 

Tangible examples of the use of AI in understanding customer behavior are 

Amazon and Netflix. Amazon uses AI to analyze customers' purchase history and 

browsing behavior. Based on this data, AI generates relevant product recommendations, 

which not only increases the likelihood of purchase but also strengthens the customer's 

relationship with the platform. On the other hand, Netflix makes use of AI algorithms to 

analyze users' viewing patterns. With this information, Netflix can recommend movies 

or series that match the user's preferences, thereby improving the viewing experience 

and customer satisfaction.  

Personalization of Marketing Strategies 

Personalization of Marketing Strategies AI enables more effective personalization 

of marketing strategies. Kumar and Gautam revealed that the use of AI in market 

segmentation and product recommendations can increase customer satisfaction and 

brand loyalty. Improved Efficiency and Accuracy Studies show that the application of AI 

in customer behavior analysis can improve efficiency and accuracy in marketing decision 

making. Smith and Anderson found that AI can process large amounts of data quickly, 

reducing the time and cost required for analysis. develop this paragraph [25], [26]. 

The use of AI in personalization marketing strategies has been shown to have a 

significant impact in increasing customer satisfaction and brand loyalty. Kumar and 

Gautam highlight that with more precise market segmentation and more relevant 

product recommendations, companies can create a more personalized experience for 

each customer. AI enables companies to understand individual needs and preferences 

based on the data that has been collected, so that they can offer products and services that 

match customer interests. Thus, AI helps companies build closer relationships with 

customers, increase their satisfaction, and ultimately, increase brand loyalty. 

In addition, the application of AI in customer behavior analysis also provides a 

significant improvement in the efficiency and accuracy of marketing decision-making. 

Smith and Anderson found that AI is able to process large amounts of data quickly and 

accurately, which reduces the time and cost required for analysis. With these capabilities, 

companies can make more timely and accurate data-driven marketing decisions. This 

allows them to respond to market changes more quickly and effectively. AI also reduces 

the risk of human error in data analysis, resulting in more accurate and reliable decisions. 

Overall, AI has changed the way companies execute their marketing strategies. 

With the ability to process and analyze data on a large scale, AI not only improves 

operational efficiency but also helps companies better understand and meet customer 

needs. The implementation of AI in marketing is an important step forward in an 

increasingly competitive and data-driven business world. 

Challenges in AI Implementation 

One of the key challenges is the need for high-quality data. AI relies heavily on data 

to produce accurate and relevant results. Incomplete, inconsistent, or low-quality data 

can lead to improper analysis and wrong decisions. Therefore, it is important for 
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companies to ensure that they collect and manage data in the right way. This process 

requires investment in the right infrastructure and technology, as well as training for 

employees to understand the importance of good data management [27]. 

The issue of customer data privacy is also a major concern in AI implementation. 

Customer data often includes sensitive personal information, and the use of this data for 

AI analysis can pose privacy risks. Companies must adhere to strict data privacy 

regulations and ensure that customer data is used ethically and securely. This includes 

implementing strong security measures to protect data from unauthorized access and 

ensuring that customers have control over their own data [28], [29]. 

Zhang and Zheng emphasized that good data management is essential to avoid bias 

in AI analysis. Bias can arise if the data used to train AI models is not representative or if 

AI algorithms are influenced by incorrect assumptions. These biases can lead to unfair or 

discriminatory results, which can ultimately damage a company's reputation and 

customer trust. Therefore, companies need to adopt best practices in data management 

and AI analysis to minimize the risk of bias and ensure that the results produced are fair 

and accurate [30]. 

Overall, although the challenges in AI implementation are significant, they can be 

overcome with the right approach and commitment to best practices in data management 

and customer privacy. Thus, companies can utilize the full potential of AI to improve 

customer understanding and satisfaction while maintaining their trust and integrity  

Efficiency And Accuracy in Making Marketing Strategy Decisions 

Decision-making about marketing strategies is now much more accurate and 

efficient thanks to the application of AI in customer behavior analysis. At first, businesses 

relied on labor-intensive, human error-prone traditional analysis techniques. AI, on the 

other hand, makes it possible to analyze data more rapidly and precisely. AI processes 

vast volumes of data and finds hidden patterns and trends using machine learning 

algorithms [31]. 

AI also makes it possible for data-driven decision-making to be more informative, 

which lessens the need for guesswork and intuition. Marketing teams may concentrate 

on the strategic and creative elements of campaigns by using AI to automate time-

consuming analytical chores. Due to AI's ability to perform real-time and predictive 

analysis, businesses are able to react to market developments more swiftly and efficiently, 

which eventually boosts operational efficiency [32]. 

AI helps businesses make more accurate and dependable judgments by lowering 

the possibility of human error and increasing the precision of data analysis. Because of 

these benefits, businesses are more equipped to deal with the constantly shifting 

dynamics of the market, which makes the marketing techniques they employ more 

pertinent and focused. Ultimately, integrating AI into marketing plans improves 

operational effectiveness and fortifies the business's [33]. 
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Discussion  

Identify Customer Behavior Patterns 

AI has brought significant changes in the way companies understand and predict 

customer behavior through machine learning techniques and data analysis. Research by 

Lee and Shin shows that AI can predict customer needs based on previous purchase 

history and customer interactions. A real-world example of this AI application is Amazon 

and Netflix. Amazon uses AI to analyze purchase history and customer browsing 

behavior, generating relevant product recommendations. Netflix uses AI algorithms to 

analyze users viewing patterns, allowing them to recommend movies or series that match 

users preferences, thereby enhancing the viewing experience and customer satisfaction 

[34]. 

Personalization of Marketing Strategy 

AI enables more effective personalization of marketing strategies. Kumar and 

Gautam revealed that the use of AI in market segmentation and product 

recommendations can enhance customer satisfaction and brand loyalty. With AI, 

companies can understand individual needs and preferences based on the data that has 

been collected, allowing them to offer products and services that align with customer 

interests. This more targeted personalization helps create a more personal experience for 

each customer, ultimately increasing brand loyalty. 

Challenges in AI Implementation 

Although AI offers many benefits, there are several challenges in its 

implementation. One of the main challenges is the need for high-quality data. AI heavily 

relies on data to produce accurate and relevant results. Incomplete, inconsistent, or low-

quality data can lead to inaccurate analysis and wrong decisions. Additionally, customer 

data privacy issues are also a major concern. The company must comply with strict data 

privacy regulations and ensure that customer data is used ethically and safely. Good data 

management is also important to avoid bias in AI analysis. Zhang and Zheng emphasize 

that bias can arise if the data used to train the AI model is not representative or if the AI 

algorithm is influenced by incorrect assumption [35]. 

Improvement of Efficiency and Accuracy 

The application of AI in customer behavior analysis also provides a significant 

improvement in the efficiency and accuracy of marketing decision-making. Smith and 

Anderson found that AI is capable of processing large amounts of data quickly and 

accurately, reducing the time and cost required for analysis. With this capability, 

companies can make more timely and data-driven marketing decisions. AI also reduces 

the risk of human error in data analysis, resulting in more accurate and reliable decisions 

[36]. 

 

 CONCLUSION 

Fundamental Finding : The integration of Artificial Intelligence (AI) in customer 

behavior analysis has revolutionized the way companies design and implement 

marketing strategies. This research presents a synthesis of the existing literature, 
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providing a comprehensive understanding of AI optimization at every stage of the 

marketing campaign, from planning to evaluation. The findings show that AI not only 

enhances accuracy and efficiency in data analysis but also enables companies to 

personalize marketing efforts, ultimately increasing customer satisfaction and brand 

loyalty. The ability of AI to identify customer behavior patterns through machine 

learning techniques and data analysis provides companies with the opportunity to better 

predict customer needs and preferences. Real-world examples of AI implementation, 

such as those done by Amazon and Netflix, demonstrate significant benefits in generating 

relevant recommendations, thereby enhancing the user experience. Implication : 

Additionally, the personalization of marketing strategies supported by AI creates more 

targeted campaigns, which is crucial in today's competitive market. By effectively 

leveraging AI, companies can gain a competitive edge, enhance their understanding of 

customer behavior, and ultimately drive better marketing outcomes. Limitation : 

Nevertheless, the implementation of AI is not without significant challenges, including 

the need for high-quality data, compliance with data privacy regulations, and the 

potential for bias in AI algorithms. Therefore, effective data management practices and 

attention to ethical aspects are crucial to address these risks and ensure that the use of AI 

yields fair and accurate results. Future Research : Overall, although the challenges in AI 

implementation are quite significant, these challenges can be overcome with a 

commitment to best practices in data management and a focus on ethical considerations. 

Future research needs to continue exploring the ever-evolving AI landscape in 

marketing, especially in seeking innovative solutions to address existing challenges and 

optimize its application. 
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