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Abstract

The existing body of literature indicates a growing interest in research pertaining to the influence of artificial intelligence
(AI) on marketing strategies, processes, and practices. However, further studies are required to fully unravel its complete
potential and the implications it holds for practical application. The aim of this special issue on “The Next ‘Deep’ Thing
in X to Z Marketing: An Artificial Intelligence-Driven Approach” is to explore the next frontiers and delve into the various
facets of Al-driven marketing, shedding light on cutting-edge research and practical insights that can shape the future of
the field. It also focuses on novel ways of using Al techniques to derive innovative insights that can streamline marketing
processes and make businesses more effective. The papers herein contribute not only to the advancement of knowledge
and understanding surrounding the utilisation of Al in marketing but also play a crucial role in establishing a renewed
and revitalised research agenda.

Keywords Artificial intelligence - Digital technologies - Data-driven decision-making - Marketing strategy - Consumer
behaviour

1 Introduction

Historically, marketing departments have relied on data
analytics and key performance indicators to measure their
progress towards revenue generation and customer growth
targets (Morgan et al., 2002). Today, however, such under-
takings are challenged by overwhelming amounts of data,
complex environments, increased competitive pressures,
and rapidly changing customer behaviours. At the same
time, the explosion in digital technologies has opened
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unprecedented opportunities for the mining of new insights
into customer needs and behaviours, from individuals to
corporations and governments (Zaki, 2019). The advent of
digital technologies has indeed ushered in a new era of inno-
vation and possibilities, revolutionising the way businesses
interact with customers, understand their needs, and create
value (Bednar & Welch, 2020). All of these factors have cre-
ated a pressing need for a new paradigm in marketing—one
driven by the power of digital technologies and their ability
to extract invaluable insights from the vast data landscape.
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The rapid advancements in artificial intelligence (Al)
have brought about significant transformations in various
industries, and marketing is no exception (Yang & Siau,
2018; Davenport et al., 2020). Al techniques are tools
that can be used to process large data sets and uncover
hidden knowledge to enable organisations to deliver, in
real-time, more revenue growth and further strengthen
customer relationships in the process (Hyder et al.,
2019; Wang & Siau, 2019). In fact, a survey by Sales-
force reveals that Al is poised to become the most widely
embraced technology among marketers in the forthcom-
ing years (Columbus, 2019). Although some attempts
have already been made to explore the impact of Al on
marketing strategies, processes, and practices (Daven-
port et al., 2020; Kopalle et al., 2022), more research
is needed to realise their full potential and implications
for practice. Used suitably, such tools, and in particular
‘deep learning’ models, can emerge as a game-changer
and have the potential to become a source of competi-
tive advantage to understand, anticipate, predict, and act
faster than competitors. Among others, they can help
organisations to: (a) improve their understanding of
their target consumers; (b) know consumers on a deeper
level; (¢) understand how interactions with consumers
can be optimised; (d) foster marketing personalisation
for the individual consumer; (e) design products that
meet consumers’ personal needs; (f) automate simple yet
time-consuming tasks, boosting productivity; (g) gener-
ate tailored and personalised advertisements using Gen-
erative Al technologies; and (h) provide 24/7 marketing
services using advanced Al technologies such as Chat-
GPT. In a nutshell, Al has the potential to revolutionise
marketing.

The aim of this special issue on “The Next ‘Deep’
Thing in X to Z Marketing: An Artificial Intelligence-
Driven Approach” is to explore the next frontiers and
delve into the various facets of Al-driven marketing,
shedding light on cutting-edge research and practical
insights that can shape the future of the field. It also
focuses on novel ways of using Al techniques to derive
innovative insights that can streamline marketing pro-
cesses and make businesses more effective. With a laser
focus on X to Z marketing, which spans diverse domains
such as B2B and B2C, this special issue encompasses
nine research papers by authors from Australia, India,
Iran, Ireland, Germany, Norway, the United Kingdom,
and the United States. The first seven papers adopt a
quantitative approach. Among these, the first two papers
employ Al as the primary research method, while the
subsequent five papers primarily utilise a structural equa-
tion modelling approach. The last two articles employ a
qualitative approach through interviews.

@ Springer

2 Papers in this Special Issue

In “MarkBot — A Language Model-Driven Chatbot for Inter-
active Marketing in Post-Modern World”, Kushwaha and
Kar (2024) develop the MarkBot framework, a chatter robot.
The framework uses an Al application to engage with web-
site visitors browsing through the product catalogue. The
authors employ a long short-term memory recurrent neural
network (LSTM) to predict user responses and enhance the
chatbot’s performance. The MarkBot framework is designed
to reduce the lead time for firms to adopt it and improve
their marketing efforts. The authors provide empirical evi-
dence by using user-generated content on social media plat-
forms like Twitter to respond to and query digital campaigns
on the same product. The management frameworks used in
the study make it a valuable contribution for future informa-
tion systems scholars to conceptualise marketing applica-
tions of chatbots. Overall, the MarkBot framework offers a
promising solution for businesses seeking to improve their
interactive marketing in the post-modern world.

In “Multiple Treatment Modeling for Target Marketing
Campaigns: A Large-Scale Benchmark Study”, Gubela et al.
(2024) focus on causal ML/AI models for campaign target-
ing. More specifically, the authors introduce multiple treat-
ment revenue uplift modelling to improve decision-making
in target marketing campaigns in an attempt to answer the
research question of whether multiple treatment models for
continuous outcomes realise more campaign return on mar-
keting than multiple treatment models for binary outcomes
and single treatment models. A large-scale analysis was
carried out based on eight marketing data sets from lead-
ing B2C retailers. Among others, the results demonstrate
that multiple treatment revenue approaches yield a higher
campaign return on marketing than baseline heuristics. The
study is a contribution to the growing research on uplift
modelling.

In “Cognitive Chatbot for Personalised Contextual Cus-
tomer Service: Behind the Scene and beyond the Hype”,
Behera et al. (2024) conduct a quantitative study to exam-
ine the use of cognitive chatbots for personalised contextual
customer service. The study expands upon the technology
acceptance model and the information systems success
model and applies confirmatory factor analysis and struc-
tural equation modelling to data collected from 300 respon-
dents working in B2B businesses. The research findings
indicate that customers highly value cognitive chatbots, par-
ticularly when it comes to checking real-time information
on product or service reliability and accessibility. The study
contributes to the limited research on chatbots and offers
insights to improve the customer experience by designing
new information systems that leverage new technology. The
authors also suggest several managerial implications of their



Information Systems Frontiers (2024) 26:851-856

853

findings, such as how businesses can use cognitive chatbots
to drive automation in customer service. Overall, the study
provides valuable insights for B2B businesses looking to
enhance their customer service using chatbots.

In “Enablers and Inhibitors of Al-Powered Voice Assis-
tants: A Dual-Factor Approach by Integrating the Status
Quo Bias and Technology Acceptance Model”, Balakrish-
nan et al. (2024) investigate the relationship between sta-
tus quo factors and resistance towards adoption of Al voice
assistants (AIVA), and the relationship between technology
acceptance model factors and attitudes towards AIVA. By
deploying status quo bias theory and the technology accep-
tance model within the framework of dual-factor modelling,
the study adopts a structural equation modelling approach
using a sample of 420 respondents. Among others, per-
ceived value was found to have a negative but significant
relationship with resistance to AIVA. The results provide a
holistic picture of the enablers and inhibitors that are present
in the AIVA. The study offers various theoretical contribu-
tions as well as managerial implications, especially for IS
managers and marketers.

In “Impact of Digital Assistant Attributes on Millenni-
als’ Purchasing Intentions: A Multi-Group Analysis using
PLS-SEM, Artificial Neural Network and fsQCA”, Sharma
et al. (2024) use a combined approach of Partial Least
Square — Structural Equation Modelling, Artificial Neural
Network, and Fuzzy-set Qualitative Comparative Analysis
to predict the purchasing intentions of 345 millennials. The
study extends empirical research through uncanny valley
theory, social presence, and the theory of planned behav-
iour, integrating digital assistants and their consequences
on customer (millennials) buying intentions. Among others,
the findings suggest that millennials perceive digital assis-
tants to be sensitive, human-like, show empathy towards
millennials’ expectations, and are highly influenced by the
interactivity characteristics of digital assistants. The find-
ings are significant for marketers and developers to develop
future strategies that will deliver an enjoyable, contextual,
interactive, and memorable experience to millennials.

In “Assessing the Implementation of Al Integrated CRM
System for B2C Relationship Management: Integrating
Contingency Theory and Dynamic Capability View The-
ory”, Chatterjee et al. (2024) examine the success and fail-
ure of the implementation of Al-integrated CRM systems
in an organisation from a B2C perspective using Contin-
gency theory and Dynamic Capability View theory. The
study employs a Partial Least Square — Structural Equation
Modelling technique on a sample size of 326 managers of
organisations where AI-CRM was implemented. The study
finds that information quality, system fit, and organisational
fit significantly and positively impact the implementation
of AI-CRM for B2C relationship management. Also, there

is a moderating impact of technology turbulence on both
acceptance and failure of AI-CRM capability in the organ-
isation. This study makes several theoretical contributions
to the existing literature on how the implementation of new
technology in an organisation could lead to success and
sometimes failure. It also offers practical recommendations.

In “CSR marketing through social media and contex-
tual effects on stakeholder engagement: a multinational
cross-industry analysis”, Nasr et al. (2024) examine the
country- and industry-level effects on stakeholder engage-
ment in relation to CSR communications of Multinational
Enterprises (MNEs) via Twitter. This study is grounded
in legitimacy theory and stakeholder theory as theoretical
foundations. The authors opt for a multilevel generalised
structural equation modelling approach and use a sample
of 1021 posts from Twitter from 12 MNEs, each of which
represents a MNE in a specific country and in a specific
industry. Among others, this study revealed that achieving
legitimacy through CSR initiatives, especially via social
media communications, is a complex challenge for MNEs,
as it requires a nuanced understanding of stakeholder reac-
tions based on the specific industry and country contexts in
order to be effective. Several research contributions to both
theory and practice are advanced.

In “Snakes and Ladders: Unpacking the Personalisa-
tion-Privacy Paradox in the Context of AI-Enabled Person-
alisation in the Physical Retail Environment”, Canhoto et al.
(2024) aim to advance the conceptual understanding of Al-
enabled personalisation by examining how consumers expe-
rience and respond to highly personalised offers that are
delivered to their smartphones while they are in a store. The
study is grounded in the personalisation-privacy paradox.
The paper is a qualitative case study that includes in-depth,
semi-structured interviews with eighteen female millen-
nial fashion retail shoppers who had been exposed to a per-
sonalised advert. The data are analysed using NVIVO and
thematic analysis. The findings reveal that attempts to use
Al-enabled personalisation for customer acquisition may be
ineffective or even detrimental for the brand. Among others,
trust has been shown to impact the perception of a person-
alised offer. The study offers several theoretical and mana-
gerial contributions and draws an analogy to the Snakes and
Ladders game to discuss the implications.

In “Implementing Artificial Intelligence in Traditional
B2B Marketing Practices: An Activity Theory Perspective”,
Keegan et al. (2024) use activity theory as a theoretical lens
to examine Al-powered B2B marketing as a collective activ-
ity system and to illuminate the contradictions that emerge
when adopting and implementing Al into traditional B2B
marketing practices. Based on eighteen interviews with
industry and academic experts, the study identifies contra-
dictions with which marketing researchers and practitioners
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must contend. The study shows that these contradictions
can be culturally or politically challenging to confront,
and even when resolved, they can have both intended and
unintended consequences. The study provides empirically
based insights surrounding the hype of Al in an area of B2B
business practice and practical insights that can enable B2B
practitioners to avoid pitfalls when considering the adop-
tion and implementation of Al-powered technologies in the
context of B2B marketing.

3 Future Research Agenda

The articles included in this special issue offer a wide-rang-
ing exploration of the latest applications of Al in marketing.
They cover various aspects, such as the use of chatbots and
Al voice assistants to enhance personalised customer ser-
vice, the implementation of causal ML/AI models for cam-
paign targeting, the integration of Al into traditional B2B
marketing practices, and the adoption of Al-integrated CRM
systems for B2C relationship management. Through the
examination of these and other topics, the special issue aims
to provide a comprehensive understanding of the impact
and potential of Al in the marketing landscape, addressing
both theoretical and practical perspectives. In conclusion,
this special issue brings together a collection of insightful
and forward-thinking articles that shed light on the trans-
formative potential of Al in the marketing domain. These
papers not only advance our knowledge and understanding
of the use of Al in marketing, but they also help to outline a
renewed research agenda.

One area that emerges from these papers is the need for
further research into the ethical dilemmas associated with Al
implementation in the areas of marketing and information
systems (Dwivedi et al., 2021; Rana et al., 2023; Vassilako-
poulou et al., 2022). Future investigations should prioritise
the ethical dimensions of cognitive chatbots during interac-
tions with humans. Understanding the ethical implications
of these Al systems is crucial for their responsible and effec-
tive deployment (Siau & Wang, 2020). Also, insufficient
attention has been given to the exploration of data privacy
in conjunction with technological advancements. Conse-
quently, a more comprehensive investigation of data privacy
issues in the realm of Al and marketing is warranted, draw-
ing upon prior research (Charles et al., 2015, 2022).

Additionally, there is a call for more research on the
adoption of digital technologies and the role of Al in emerg-
ing markets, incorporating insights from different countries,
regions, and sectors. Exploring how Al is adopted and uti-
lised in diverse contexts will provide valuable insights for
marketers operating in these markets (Baabdullah et al.,
2022; Pillai et al., 2023; Vassilakopoulou et al., 2023). This

@ Springer

area of study underscores the necessity for the cooperation
of a range of stakeholders, including scholars, policymak-
ers, practitioners, and other individuals engaged in gover-
nance (Pappas et al., 2023a), which can be more impactful
through interventionist research approaches (e.g., Action
Research, Clinical Research, and Action Design Research)
(Pappas et al., 2023b). Examining the interplay between Al
and existing conceptual frameworks and stakeholders will
enhance our understanding of how Al can be effectively
incorporated into marketing strategies.

Furthermore, the use of various types of analytics
(Charles, Emrouznejad, Gherman, & Cochran, 2022) is
highlighted, not only to study Al itself but also its integra-
tion into different organisational processes and systems.
This calls for the adoption of innovative research methods
and approaches from a wide array of disciplines, including
behavioural sciences, psychology, and sociology, that allow
the study of the practice of Al in marketing in meaningful
and impactful ways (Charles & Gherman, 2018). All aca-
demics and researchers who contributed papers and the
experts within the field who reviewed the papers have made
this Special Issue on “The Next ‘Deep’ Thing in X to Z
Marketing: An Artificial Intelligence-Driven Approach” of
Information Systems Frontiers possible. We wish you, our
readers, informative reading!

References

Baabdullah, A. M., Alalwan, A. A., Algharabat, R. S., Metri, B., &
Rana, N. P. (2022). Virtual agents and flow experience: An empiri-
cal examination of Al-powered chatbots. Technological Forecast-
ing and Social Change, 181, 121772. https://doi.org/10.1016/j.
techfore.2022.121772.

Balakrishnan, J., Dwivedi, Y. K., Hughes, L., & Boy, F. (2024).
Enablers and inhibitors of Al-Powered Voice assistants: A dual-
factor Approach by integrating the Status Quo Bias and Technol-
ogy Acceptance Model. Information Systems Frontiers, 26(3).
https://doi.org/10.1007/s10796-021-10203-y.

Bednar, P. M., & Welch, C. (2020). Socio-technical perspectives
on smart working: Creating meaningful and sustainable sys-
tems. Information Systems Frontiers, 22, 281-298. https://doi.
0rg/10.1007/s10796-019-09921-1.

Behera, R. K., Bala, P. K., & Ray, A. (2024). Cognitive chatbot for
Personalised Contextual Customer Service: Behind the scene and
beyond the hype. Information Systems Frontiers, 26(3). https://
doi.org/10.1007/s10796-021-10168-y.

Canhoto, A. I., Keegan, B. J., & Ryzhikh, M. (2024). Snakes and
ladders: Unpacking the personalisation-privacy Paradox in the
context of AI-Enabled personalisation in the physical Retail
Environment. Information Systems Frontiers, 26(3). https://doi.
org/10.1007/s10796-023-10369-7.

Charles, V., & Gherman, T. (2018). Big data and ethnography: Together
for the greater good. In A. Emrouznejad, & V. Charles (Eds.),
Big data for the greater good (pp. 19-34). Springer. https://doi.
org/10.1007/978-3-319-93061-9 2.

Charles, V., Tavana, M., & Gherman, T. (2015). The right to be for-
gotten—Is privacy sold out in the big data age? International


https://doi.org/10.1016/j.techfore.2022.121772
https://doi.org/10.1016/j.techfore.2022.121772
https://doi.org/10.1007/s10796-021-10203-y
https://doi.org/10.1007/s10796-019-09921-1
https://doi.org/10.1007/s10796-019-09921-1
https://doi.org/10.1007/s10796-021-10168-y
https://doi.org/10.1007/s10796-021-10168-y
https://doi.org/10.1007/s10796-023-10369-7
https://doi.org/10.1007/s10796-023-10369-7
https://doi.org/10.1007/978-3-319-93061-9_2
https://doi.org/10.1007/978-3-319-93061-9_2

Information Systems Frontiers (2024) 26:851-856

855

Journal of Society Systems Science, 7(4), 283-298. https://doi.
org/10.1504/1JSSS.2015.073225.

Charles, V., Emrouznejad, A., Gherman, T., & Cochran, J. (2022).
Why data analytics is an art. Significance, 19(6), 42—45. https://
doi.org/10.1111/1740-9713.01707.

Charles, V., Emrouznejad, A., & Gherman, T. (2022). Characteris-
tics and trends in big data for service operations management
research: A blend of descriptive and bibliometric analysis. In A.
Emrouznejad, & V. Charles (Eds.), Big data and blockchain for
service operations management (pp. 19—48). Springer. https://
doi.org/10.1007/978-3-030-87304-2_1.

Chatterjee, S., Mikalef, P., Khorana, S., & Kizgin, H. (2024). Assess-
ing the implementation of Al Integrated CRM System for B2C
Relationship Management: Integrating contingency theory and
dynamic capability View Theory. Information Systems Frontiers,
26(3). https://doi.org/10.1007/s10796-022-10261-w.

Columbus, L. (2019). 10 charts that will change your perspective of
Al in marketing. Forbes, July 07. Retrieved on 1 June 2023 from
https://www.forbes.com/sites/louiscolumbus/2019/07/07/10-
charts-that-will-change-your-perspective-of-ai-in-marketing/
amp/.

Davenport, T., Guha, A., Grewal, D., & Bressgott, T. (2020). How
artificial intelligence will change the future of marketing. Jour-
nal of the Academy of Marketing Science, 48, 24—42. https://doi.
0rg/10.1007/511747-019-00696-0.

Dwivedi, Y. K., et al. (2021). Artificial Intelligence (AI): Multidisci-
plinary perspectives on emerging challenges, opportunities, and
agenda for research, practice and policy. International Journal of
Information Management, 57, 101994. https://doi.org/10.1016/j.
ijinfomgt.2019.08.002.

Gubela, R. M., Lessmann, S., & Stocker, B. (2024). Multiple treat-
ment modeling for Target Marketing campaigns: A large-scale
Benchmark Study. Information Systems Frontiers, 26(3). https://
doi.org/10.1007/s10796-022-10283-4.

Hyder, Z., Siau, K., & Nah, F. (2019). Artificial intelligence, machine
learning, and autonomous technologies in mining industry. Jour-
nal of Database Management, 30(2), 67-79.

Keegan, B. J., Dennehy, D., & Naudé¢, P. (2024). Implementing Arti-
ficial Intelligence in traditional B2B marketing practices: An
activity theory perspective. Information Systems Frontiers, 26(3).
https://doi.org/10.1007/s10796-022-10294-1.

Kopalle, P. K., Gangwar, M., Kaplan, A., Ramachandran, D., Rein-
artz, W., & Rindfleisch, A. (2022). Examining artificial intelli-
gence (Al) technologies in marketing via a global lens: Current
trends and future research opportunities. International Journal of
Research in Marketing, 39(2), 522-540. https://doi.org/10.1016/j.
ijresmar.2021.11.002

Kushwaha, A. K., & Kar, A. K. (2024). MarkBot — A Language Model-
Driven Chatbot for Interactive Marketing in Post-modern World.
Information Systems Frontiers, 26(3). https://doi.org/10.1007/
$10796-021-10184-y.

Morgan, N. A., Clark, B. H., & Gooner, R. (2002). Marketing pro-
ductivity, marketing audits, and systems for marketing perfor-
mance assessment: Integrating multiple perspectives. Journal
of Business Research, 55(5), 363-375. https://doi.org/10.1016/
S0148-2963(00)00162-4.

Nasr, A. K., Rashidirad, M., Yoganathan, V., & Sadaghiani, A. S.
(2024). CSR marketing through social media and contextual
effects on stakeholder engagement: A multinational cross-indus-
try analysis. Information Systems Frontiers, 26(3). https://doi.
org/10.1007/s10796-022-10273-6.

Pappas, 1. O., Mikalef, P., Dwivedi, Y. K., Laccheri, L., & Krogstie,
J. (2023a). Responsible Digital Transformation for a sustainable
society. Information Systems Frontiers, 25, 945-953. https://doi.
org/10.1007/s10796-023-10406-5.

Pappas, 1. O., Vassilakopoulou, P., Chandra Kruse, L., & Purao, S.
(2023b). Practicing effective stakeholder engagement for impact-
ful research. IEEE Transactions on Technology and Society.
https://doi.org/10.1109/TTS.2023.3296991. (in press).

Pillai, R., Ghanghorkar, Y., Sivathanu, B., Algharabat, R., & Rana, N.
P. (2023). Adoption of artificial intelligence (AI) based employee
experience (EEX) chatbots. Information Technology & People.
https://doi.org/10.1108/ITP-04-2022-0287. Ahead-of-print.

Rana, N. P, Kar, A. K., Gupta, M., Pappas, 1. O., & Papadopoulos,
T. (2023). Unravelling the dark side of sharing economy—man-
aging and sustaining B2B relationships on digital platforms.
Industrial Marketing Management. https://doi.org/10.1016/j.
indmarman.2023.06.002.

Sharma, M., Joshi, S., Luthra, S., & Kumar, A. (2024). Impact of Digi-
tal Assistant attributes on Millennials’ Purchasing intentions: A
multi-group analysis using PLS-SEM, Artificial neural network
and fSQCA. Information Systems Frontiers, 26(3). https://doi.
org/10.1007/s10796-022-10339-5.

Siau, K., & Wang, W. (2020). Artificial intelligence (Al) ethics: Ethics of
Al and ethical Al. Journal of Database Management, 31(2), 74-87.

Vassilakopoulou, P., Parmiggiani, E., Shollo, A., & Grisot, M. (2022).
Responsible Al: Concepts, critical perspectives and an Informa-
tion Systems research agenda. Scandinavian Journal of Informa-
tion Systems, 34(2), 3.

Vassilakopoulou, P., Haug, A., Salvesen, L. M., & Pappas, 1. O. (2023).
Developing human/Al interactions for chat-based customer ser-
vices: Lessons learned from the Norwegian government. Euro-
pean Journal of Information Systems, 32(1), 10-22.

Wang, W., & Siau, K. (2019). Artificial intelligence, machine learn-
ing, automation, robotics, future of work and future of humanity.
Journal of Database Management, 30(1), 61-79.

Yang, Y., & Siau, K. (2018). A Qualitative Research on Marketing and
Sales in the Artificial Intelligence Age. MWAIS 2018 Proceed-
ings, 41. https://aisel.aisnet.org/mwais2018/41.

Zaki, M. (2019). Digital transformation: Harnessing digital technologies
for the next generation of services. Journal of Services Marketing,
33(4), 429-435. https://doi.org/10.1108/JSM-01-2019-0034.

Publisher’s Note Springer Nature remains neutral with regard to juris-
dictional claims in published maps and institutional affiliations.

Vincent Charles, PhD, PDRF, FRSS, FBCS, FHEA, MIScT, CMBE,
is a Reader in Al for Business and Management Science at Queen’s
Business School, Queen’s University Belfast, United Kingdom. In
addition, he holds multiple visiting professorship positions across the
Globe. His expertise lies at the intersection of Artificial Intelligence
and Management Science, with a particular focus on boosting busi-
ness productivity, fostering regional competitiveness, and enhancing
societal welfare, and a well-rounded commitment to driving positive
multi-dimensional impact. He has over 25 years of teaching, research,
and consultancy experience, having been a full professor and director
of research for more than a decade in triple-crown business schools.
He is a former Elected Member of the Senate. He is a postdoctoral
research fellow from the National University of Singapore, Singapore
and a certified Six Sigma Black Belt. He has Executive Certificates
from the MIT, HBS, and IE Business School. He has published over
150 research outputs and is a recipient of many international academic
honours and awards. He is an AWS Certified Cloud Practitioner and
Accredited Educator, and an Advance HE Certified External Exam-
iner, UK. He serves as an Associate Editor and Special Issue Editor for
many prestigious journals. With vast experience in organising and run-
ning executive and management development programmes, and CPD
training programmes for both industry and academia, across the Globe.
He also has industry experience as a Chief Analytics Officer and has
worked on projects in the telecommunications and retail industries.

@ Springer


https://doi.org/10.1109/TTS.2023.3296991
https://doi.org/10.1108/ITP-04-2022-0287
https://doi.org/10.1016/j.indmarman.2023.06.002
https://doi.org/10.1016/j.indmarman.2023.06.002
https://doi.org/10.1007/s10796-022-10339-5
https://doi.org/10.1007/s10796-022-10339-5
https://doi.org/10.1108/JSM-01-2019-0034
https://doi.org/10.1504/IJSSS.2015.073225
https://doi.org/10.1504/IJSSS.2015.073225
https://doi.org/10.1111/1740-9713.01707
https://doi.org/10.1111/1740-9713.01707
https://doi.org/10.1007/978-3-030-87304-2_1
https://doi.org/10.1007/978-3-030-87304-2_1
https://doi.org/10.1007/s10796-022-10261-w
https://www.forbes.com/sites/louiscolumbus/2019/07/07/10-charts-that-will-change-your-perspective-of-ai-in-marketing/amp/
https://www.forbes.com/sites/louiscolumbus/2019/07/07/10-charts-that-will-change-your-perspective-of-ai-in-marketing/amp/
https://www.forbes.com/sites/louiscolumbus/2019/07/07/10-charts-that-will-change-your-perspective-of-ai-in-marketing/amp/
https://doi.org/10.1007/s11747-019-00696-0
https://doi.org/10.1007/s11747-019-00696-0
https://doi.org/10.1016/j.ijinfomgt.2019.08.002
https://doi.org/10.1016/j.ijinfomgt.2019.08.002
https://doi.org/10.1007/s10796-022-10283-4
https://doi.org/10.1007/s10796-022-10283-4
https://doi.org/10.1007/s10796-022-10294-1
https://doi.org/10.1016/j.ijresmar.2021.11.002
https://doi.org/10.1016/j.ijresmar.2021.11.002
https://doi.org/10.1007/s10796-021-10184-y
https://doi.org/10.1007/s10796-021-10184-y
https://doi.org/10.1016/S0148-2963(00)00162-4
https://doi.org/10.1016/S0148-2963(00)00162-4
https://doi.org/10.1007/s10796-022-10273-6
https://doi.org/10.1007/s10796-022-10273-6
https://doi.org/10.1007/s10796-023-10406-5
https://doi.org/10.1007/s10796-023-10406-5

856

Information Systems Frontiers (2024) 26:851-856

Nripendra P. Rana is a Professor in Marketing at the College of Busi-
ness and Economics at Qatar University, Doha. His current research
interests focus primarily on adoption and diffusion of emerging ICTs,
e-commerce, m-commerce, digital and social media marketing and
the role of artificial intelligence on the consumer decision-making and
behaviour. He has published more than 300 papers in a range of lead-
ing academic journals, conference proceedings, books etc. Some of
such journals where his papers got published include British Journal
of Management, European Journal of Information Systems, Annals of
Tourism Research, Public Management Review, European Journal of
Marketing, Journal of Sustainable Tourism, and International Journal
of Information Management to name a few.

Ilias O. Pappas is a Professor of Information Systems at the Depart-
ment of Information Systems, University of Agder (UiA), and the
Department of Computer Science, Norwegian University of Science
and Technology (NTNU), both in Norway. His current research activi-
ties are within the area of Human-Centered Al (HCAI). He has been
actively working in the areas of data science and digital transforma-
tion, social innovation and social change, user experience in differ-
ent contexts, as well as digital marketing, e-services, and information
technology adoption. He has published over 150 articles in peer
reviewed journals and conferences including the European Journal of
Information Systems, Human Relations, British Journal of Manage-
ment, European Journal of Marketing, Information & Management,
Journal of Business Research, Psychology & Marketing, International
Journal of Information Management, Journal of Systems and Soft-
ware. Pappas has been a Guest Editor for various journals (e.g., ISF,
JIM, IT&P, I&M, TFSC) and serves as an Associate Editor for several
IS journals. Pappas is a recipient of ERCIM and Marie Sktodowska-
Curie fellowships.

Morten Kamphaug is a Director with Deloitte within Cloud Trans-
formation and Analytics and has led a number of business transforma-
tion projects with more than 20 years of experience in digitization,
cloud and analytics journeys and organizational changes. Morten has
extensive experience from the IT industry in roles such as CIO, CDO,
Chief Architect and has deep industry knowledge from several sec-
tors were also marketing analytics has been an important part of the
agenda. He has deep experience with cloud technologies, artificial
intelligence, data & analytics and IoT.

@ Springer

Keng L. Siau is the Head of the Department of Information Sys-
tems and Chair Professor of Information Systems at the City Uni-
versity of Hong Kong. He is also a Chair Professor (Affiliate) of
the School of Data Science. Professor Siau is Editor-in-Chief of
the Journal of Database Management. He is also a Senior Editor of
the Industrial Management & Data Systems journal. Professor Siau
has more than 300 academic publications. According to Google
Scholar, he has a citation count of more than 20,000. His h-index
and i10-index, according to Google Scholar, are 72 and 185,
respectively. Professor Siau is ranked as one of the top information
systems researchers globally based on his h-index and productivity
rate. He is also on the Stanford University list of the world’s top 2%
most-cited scientists.

Kenth Enge-Monsen is Head of Research at Smart Innovation
Norway, a research and innovation company located in Halden, Nor-
way. His current research interests are in data science and applied
AI/ML research, where application areas range from energy, mar-
keting, telecom, public health to finance. With over two decades of
experience in the telecommunications industry, Dr. Enge-Monsen
possesses a wealth of knowledge in telecom data, social network
analysis, and the application of analytics and artificial intelligence/
machine learning in marketing research, leveraging mobile data as a
valuable resource. His contributions as a co-inventor of multiple pat-
ents and co-founder of T-rank AS have further solidified his impact
in the industry. Additionally, his research papers have been published
in esteemed peer-reviewed journals across mathematics, computer
science, data science, and social sciences. Dr. Enge-Monsen’s aca-
demic achievements include a master’s degree in industrial math-
ematics obtained in 1995 from Norwegian University of Science and
Technology, a PhD in Computer Science earned in 2000 from the
University of Bergen, Norway, and a Master of Technology Manage-
ment in Telecom Strategy acquired in 2001 from Norwegian Univer-
sity of Science and Technology. These qualifications showcase his
well-rounded expertise and multidisciplinary approach to marketing
research.



	The next 'deep' thing in X to Z marketing: An artificial intelligence driven approach
	Citation
	Author

	﻿The Next ‘Deep’ Thing in X to Z Marketing: An Artificial Intelligence-Driven Approach
	﻿Abstract
	﻿1﻿ ﻿Introduction
	﻿2﻿ ﻿Papers in this Special Issue
	﻿3﻿ ﻿Future Research Agenda
	﻿References


