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Abstract

This study aimed to examine the impact of generative artificial intelligence on improving marketing decision-making effectiveness through enhanced data
analysis capability, faster decision processes, and improved customer behavior prediction in online retail companies. The research employed an applied
quantitative approach using a descriptive-survey design. The statistical population consisted of marketing managers and specialists working in online retail
companies in Tehran with experience using Al-based marketing tools. A total of 180 participants were selected through purposive sampling. Data were
collected using a structured questionnaire based on a five-point Likert scale. Content validity was confirmed by expert evaluation and reliability was
verified using Cronbach’s alpha coefficients. Data analysis was conducted through Structural Equation Modeling using SPSS and SmartPLS software. The
results indicated that generative artificial intelligence had significant positive effects on marketing data analysis capability, decision-making speed, and
customer behavior prediction. These variables also played significant mediating roles in enhancing marketing decision effectiveness. Structural path
coefficients were statistically significant at p < 0.01, and the model explained a substantial proportion of variance in marketing decision effectiveness,
demonstrating strong model fit. The findings suggest that generative artificial intelligence transforms marketing decision-making from intuition-based
processes into intelligent data-driven systems, improving agility, accuracy, and overall marketing effectiveness in online retail organizations.
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Extended Abstract

Introduction

The rapid evolution of digital technologies has fundamentally transformed marketing practices, particularly
within online retail environments where data-driven decision-making has become essential for organizational
competitiveness. In recent years, generative artificial intelligence (Generative Al) has emerged as a disruptive
technological innovation capable of reshaping how marketing decisions are formulated, implemented, and
evaluated. Unlike earlier analytical systems that focused primarily on data processing, generative Al introduces

the capability to create predictive insights, generate marketing content, simulate customer responses, and

optimize strategic decisions in real time. As a result, organizations increasingly rely on Al-enabled systems to



enhance marketing intelligence and responsiveness to dynamic market conditions (Sultana & Rao, 2024;
Sutrisno et al., 2025).

Online retail companies operate in highly competitive digital ecosystems characterized by rapid consumer
behavior changes, high customer expectations, and intense price competition. Under such conditions,
marketing decision-making requires rapid interpretation of large volumes of customer data and continuous
adaptation of strategies. Customer Relationship Management (CRM) systems have historically supported this
process by enabling organizations to collect and manage customer information systematically. Research has
consistently demonstrated that effective CRM implementation enhances customer satisfaction, loyalty, and
sales performance ([jomabh et al., 2024; N & Shukla, 2024). However, the increasing complexity and scale of
digital interactions have exposed limitations in traditional CRM approaches.

The integration of generative Al into CRM systems represents a significant advancement in marketing
intelligence. Al-driven CRM platforms can analyze behavioral patterns, personalize communication, and
forecast customer needs with unprecedented precision. Such systems enable organizations to move beyond
reactive marketing toward predictive and proactive decision-making frameworks (Hrysiuk, 2025; Wibowo,
2025). Generative Al also enhances operational efficiency by automating content creation, campaign
optimization, and customer interaction processes, thereby improving organizational agility and strategic
responsiveness (Chauhan, 2025; Hidayat & Delinda, 2025).

Another critical dimension of digital marketing transformation concerns customer experience personalization.
Modern consumers expect individualized recommendations and tailored engagement across digital platforms.
Studies indicate that personalized marketing strategies significantly strengthen brand loyalty and long-term
customer relationships (Chethan, 2024; Kaneria et al., 2024). Generative Al contributes to this process by
synthesizing customer data into actionable insights and generating customized marketing messages aligned
with individual preferences (Hwang, 2022; Riyanto, 2022).

Digital communication channels, particularly social media platforms, further amplify the importance of
intelligent marketing decision-making. Brand visibility, engagement, and sales growth increasingly depend on
organizations’ ability to interpret real-time consumer feedback and adapt marketing strategies accordingly
(Sudirjo et al., 2023). Generative Al enables firms to monitor consumer sentiment, test marketing scenarios,
and refine campaigns dynamically, thus improving decision effectiveness.

Beyond operational benefits, ethical considerations and data security play a crucial role in Al-supported
marketing. Customer trust remains a central determinant of loyalty and long-term organizational success.
Research emphasizes that data-driven marketing must be accompanied by transparency and responsible data
management practices to maintain customer confidence (Abbas et al., 2024; Rasyid & Djakasaputra, 2025).
Consequently, generative Al adoption must be aligned with ethical governance and customer-centric values.
Innovation in marketing communication also emerges as a key outcome of Al integration. Digital

communication technologies combined with Al-generated insights facilitate creative campaign development



and enhance organizational competitiveness (Karundeng et al., 2025; Vega et al., 2024). Nevertheless,
successful implementation requires organizational readiness, technological infrastructure, and employee
digital competencies (Kumar, 2024; lalmiya & Murthy, 2024).

Despite growing academic interest in CRM and artificial intelligence, limited empirical research has examined
how generative Al specifically influences marketing decision-making mechanisms within online retail
companies. Previous studies have primarily focused on customer loyalty, CRM effectiveness, or sales
performance rather than the decision-making processes themselves (Prabowo & Dirgantara, 2023; Pradanis
& Andriani, 2025; Trimintarsih, 2023). Addressing this gap is particularly important given the increasing
strategic importance of Al-driven marketing environments. Accordingly, this study investigates the impact of
generative artificial intelligence on marketing decision-making in online retail companies.

Methods and Materials

The present study adopted an applied research approach with a quantitative descriptive-survey design. The
research population consisted of marketing managers, digital marketing specialists, data analysts, and strategic
decision-makers working in online retail companies located in Tehran. Participants were required to have
professional experience in digital marketing and familiarity with Al-based tools used for marketing analytics,
campaign development, or customer engagement.

A total of 180 respondents were selected through purposive and accessibility sampling. Data were collected
using a structured questionnaire developed based on marketing decision-making theory and Al-enabled CRM
literature. The instrument measured constructs including generative Al utilization, marketing data analysis
capability, decision-making speed, customer behavior prediction, marketing creativity, personalization
effectiveness, and overall marketing decision effectiveness. Responses were recorded using a five-point Likert
scale.

Content validity was confirmed through expert evaluation, and reliability was established through pilot testing
and internal consistency analysis. Data collection was conducted electronically using online survey distribution
to ensure accessibility and accuracy of responses.

Data analysis was performed in two stages. Descriptive statistics were used to summarize participant
characteristics and variable distributions. Subsequently, Structural Equation Modeling (SEM) was applied to
test the conceptual model. Measurement model assessment included evaluation of factor loadings, reliability
indices, and convergent validity, followed by structural model testing to examine hypothesized relationships
among variables. Statistical analyses were conducted using SPSS and SmartPLS software.

Findings

Descriptive results indicated that respondents reported relatively high levels of generative Al adoption within
their organizations. Mean scores for all study variables exceeded the midpoint of the measurement scale,

suggesting favorable perceptions toward Al-supported marketing practices. Personalization capability and



marketing creativity received the highest average ratings, highlighting the perceived value of generative Al in
enhancing customer engagement strategies.

Measurement model analysis demonstrated strong reliability and validity. Factor loadings exceeded acceptable
thresholds, composite reliability values were high, and convergent validity indicators confirmed that
measurement items adequately represented their respective constructs.

Structural model results revealed significant positive relationships between generative Al utilization and three
key organizational capabilities: marketing data analysis, decision-making speed, and customer behavior
prediction. Generative Al showed the strongest influence on marketing data analysis capability, indicating that
Al tools substantially improve organizational ability to interpret complex market information.

Furthermore, marketing data analysis, decision-making speed, and customer behavior prediction each
exhibited significant positive effects on marketing decision effectiveness. The model explained a substantial
proportion of variance in marketing effectiveness, demonstrating strong predictive power. Goodness-of-fit
indices confirmed that the conceptual model adequately represented empirical data.

Overall, findings indicate that generative Al influences marketing decision effectiveness both directly and
indirectly through enhanced analytical and cognitive organizational processes.

Discussion and Conclusion

The findings demonstrate that generative artificial intelligence functions as a transformative capability within
online retail marketing decision-making. Rather than acting merely as a technological support tool, generative
Al reshapes how organizations interpret information, design strategies, and respond to market dynamics. The
results suggest that marketing effectiveness increasingly depends on an organization’s capacity to integrate
human managerial judgment with Al-generated insights.

One of the most important implications concerns the shift from intuition-based decision-making toward
intelligent, evidence-driven marketing management. Generative Al enables organizations to transform raw
data into actionable knowledge, reducing uncertainty and improving strategic precision. Enhanced analytical
capability allows marketers to identify customer needs earlier, anticipate behavioral patterns, and optimize
campaign performance before market outcomes fully materialize.

The study also highlights the critical role of decision-making speed in digital markets. Online retail
environments operate under conditions of rapid change where delayed decisions can result in lost opportunities.
Generative Al accelerates information processing and supports real-time strategic adjustments, enabling firms
to maintain competitive agility. This acceleration represents not merely operational efficiency but a structural
change in organizational cognition.

Another important insight relates to customer behavior prediction. By combining predictive analytics with
generative modeling, organizations can move from reactive marketing strategies toward anticipatory

engagement. Marketing decisions become forward-looking, focusing on potential customer actions rather than



past transactions. Such predictive capability strengthens personalization strategies and enhances customer
experience quality.

The mediating role of analytical and predictive capabilities indicates that technology alone does not guarantee
improved performance. Instead, organizational learning, data interpretation skills, and managerial competence
determine whether Al outputs translate into effective decisions. Firms that successfully embed Al within
strategic processes are more likely to achieve sustainable competitive advantages.

The results further suggest that generative Al fosters marketing innovation by supporting creative
experimentation. Automated content generation, scenario simulation, and campaign testing enable
organizations to innovate continuously without incurring excessive costs or risks. Consequently, Al contributes
not only to efficiency but also to organizational creativity.

From a managerial perspective, generative Al represents a strategic asset rather than a purely technical
investment. Organizations must align technological adoption with leadership vision, employee skKills
development, and ethical governance frameworks. Responsible use of customer data and transparent Al
practices remain essential for maintaining trust and long-term customer relationships.

In conclusion, this study demonstrates that generative artificial intelligence significantly enhances marketing
decision-making effectiveness in online retail companies by improving analytical capabilities, accelerating
decision processes, and enabling predictive customer insights. The integration of generative Al into marketing
systems marks a transition toward intelligent marketing ecosystems where data, technology, and human
expertise operate collaboratively to create adaptive, customer-centered, and strategically resilient

organizations.
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