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INTEGRATING ARTIFICIAL INTELLIGENCE (AI) INTO
MARKETING EDUCATION: A CURRENT LITERATURE REVIEW

Artificial Intelligence (AI) is fundamentally reshaping various industries, including marketing and marketing
education. The rapid integration of Al requires the urgent development of specific Al competencies among future
marketing professionals. Essential for enhancing productivity, personalization, speed, and often quality of marketing
work, proficiency in Al-driven workflows is increasingly becoming a critical requirement for successful careers in
the field of marketing. Al offers significant benefits, such as mimicking real-world marketing tasks, enhancing learning
by reducing routine assignments, and acting as a study partner, while also transforming education through its impact on
cost, personalization, creativity, and effectiveness. Nevertheless, considerable challenges remain, including AI’s tendency
to make errors, inherent biases, and the significant risks of plagiarism, alongside privacy concerns. Strategic thinking,
nevertheless, remains an irreplaceable human prerogative, complementing generative Al with evaluative Al for accuracy.
A disparity currently exists between academic offerings and industry demands for Generative Al (GenAl) competencies.
This necessitates urgent adaptation due to Al’s rapid development and its profound impact on marketing workflows,
emphasizing the crucial human factor for successful integration. This article presents a current literature review examining
the academic and professional discourse surrounding the imperative of integrating Al into modern marketing curricula.
It highlights diverse perspectives from various authors regarding Al’s role in marketing education and showcases critical
areas for future pedagogical and curricular investigation. The review underscores the need for educational institutions to
adapt their offerings to prepare students for an Al-driven marketing landscape.

Key words: artificial intelligence, Al, generative Al, GenAl, competence, Al competence, prompt engineering, large
language models, marketing curricula, marketing competence.

Introduction. Artificial Intelligence has Further evidence of AI’s rapid ascent can be
emerged as a transformative force, profoundly  observed through its unprecedented user adoption
reshaping industries and particularly influencing  rates. For example, OpenAl’s ChatGPT achieved
the marketing landscape. This widespread its first 100 million users in just two months,
implementation of Al is critical, as proficiency a pace significantly faster than TikTok (nine
in Al is increasingly becoming a crucial months) and Instagram (two and a half years)
competency for marketing specialists across all ~ (HBS Online, 2024)
levels, from a junior level position to executive Demis Hassabis, the chief executive of Google
roles. The discourse surrounding AI’s disruptive ~ DeepMind articulates the following “I would also
impact within the marketing industry has gained  say immerse yourself now; that’s what I would
significant momentum over recent years. For be doing as a teenager today in trying to become
instance, a study by SurveyMonkey highlights a sort of ninja using the latest tools. I think you
that a substantial 73% of respondents report can almost be sort of superhuman in some ways
Al playing a key role in crafting personalized if you got really good at using all the latest,
customer experiences, with 50% utilizing Al for  coolest A.l. tools. But don’t neglect the basics
content creation and 51% employing Al tools to  too because you need the fundamentals. And then
optimize content for various campaigns, such as I think teach meta skills — learning to learn. The
email marketing and search engine optimization  only thing we know for sure is there’s going to be
(10 Eye Opening Al Marketing Stats in  alot of change over the next ten years.” (Roose &
2025, n.d.) podcast, 2025). This direct quote from a leading
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pioneer in Al projects illustrates the importance
of learning and accents that one should make to
become a successful individual in the next decade.

Despite the discourse on Al across various
mediums, the academic community has just
begun to systematically analyze the strategies
for developing and integrating Al competencies
into the marketing curricula. This article aims to
synthesize the academic perspectives regarding
Al in marketing education, recognizing its crucial
role in shaping future marketing competence. By
highlighting the most common aspects, it provides
an up-to-date overview of the current scientific
literature and discourse.

Main part. While the discourse on
Al integration in marketing curriculum is only
beginning to shape within academia, it is crucial
to systematize practical experience and integrate
it into educational programs. This urgency
derives from the rapid pace of Al development,
the extensive benefits it offers, and the profound
threats and issues it presents to every sphere
of human activity.

The  work  “Re-Imagining  Marketing
Education for Career Readiness in the GenAl
Era” by (Mehmet et al., 2025) significantly
contributes to the discussion regarding Al in
marketing education. This work highlights
how previous scholarly literature showcases
marketing curricular redesigns necessitated by
the emergence of social media marketing (Brocato
et al., 2015), (Crittenden, 2024), (Mufioz
& Wood, 2015) shifts in retail marketing
paradigms  (Guha et al., 2024) the swift
pedagogical integration of digital marketing
competencies (Cowley et al., 2021) and, more
recently, the inclusion of data analytics into
marketing curricula (Kurtzke & Setkute, 2021).
These historical progressions  demonstrate
a consistent responsiveness among marketing
academics to critical industry trends during
subject design. Furthermore, such developments
underscore a continuous and pressing need for
marketing education to keep pace as practical
marketing methodologies evolve. Even though
the marketing curriculum has adapted under
the pressure of these disruptors, Al possesses
the ability to fundamentally alter the entire
marketing workflow. While topics like digital
and social media marketing are already
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incorporated into the educational programs
of many U.S. universities, Al’s full integration
is yet to come. Crittenden, in his editorial
for Volume 46 of the Journal of Marketing
Education, also emphasizes that educators are
still conceptualizing the optimal approach for
incorporating Al into the modern marketing
curriculum (Crittenden, 2024).

Weege & Zweigle in their work mentions
a comprehensive 2023 study by SHR Berlin
University of Applied Science, titled “Kiinstli-
che Intelligenz — die Zukunft des Marketings
2027, surveyed 170 marketing managers in Ger-
many, yielding significant insights into the per-
ceived future of Al in marketing. The research
indicated that approximately 86% of these mar-
keters are convinced that AI’s importance will
continue to increase, foreseeing its more inten-
sive integration across the entire marketing man-
agement process, covering consumer insights,
strategy, marketing mix, and performance man-
agement. Furthermore, 77% of marketing man-
agers who currently utilize Al in their work
confirm its status as a key factor, predicting its
even greater future significance. Consequently,
the study emphasizes that leveraging AI’s full
potential for corporate success critically depends
on the human factor, highlighting the essential
need for enhanced knowledge, targeted training,
and practical experience among marketing pro-
fessionals. (Weege & Zweigle, 2025).

Further in the work they explore how Al can
leverage strategic marketing framework based
on the article by (Huang & Rust, 2021) where
the scholars covered the ways where Al can be
used on the example of the three steps market-
ing framework which consist of three stages
during which three types of Al can be leveraged:
“Mechanical AI”, which can cover routine tasks,
“Thinking AI” which can analyze the acquired
results and “Feeling AI” which can interpret
the results and tailor the appropriate messages for
the potential target audience.

Weege & Zweigle also outline a comprehen-
sive framework for Al integration within mar-
keting, encompassing three key areas: marketing
research, which involves data collection, market
analysis, and customer understanding; marketing
strategy, focusing on market segmentation, target-
ing, and positioning; and marketing action, char-
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acterized by message standardization and person-
alization according to the selected target audience,
as well as relationalization through post-purchase
support or customer engagement via chatbots
and virtual agents.(Weege & Zweigle, 2025).

Kumar et al. in their 2024 paper proposed
a comprehensive framework titled “Market-
ing areas where Al can bring about transforma-
tive effects,” that identifies key domains where
Artificial Intelligence can yield transformative
effects within marketing. This model showcases
six interconnected areas, categorized under three
overarching capabilities: Technological marketing
capabilities (programmatic advertising, bid place-
ments, automated email campaigns, chatbots etc.),
Analytical narketing capabilities (data analy-
sis, marketing performance analysis, data-drive
decision making etc.), and Strategic efficiency
capabilities (streamlined operations in market-
ing actions to improve efficiency in marketing,
e.g. automated workflows, real-time customer
interaction, direct engagement, e.g. using emo-
tional Al etc.). Specifically, Al’s profound impacts
are observed in automated marketing strategies,
the consideration of ethical implications, enhanc-
ing customer experience, identifying growth
opportunities with Al implementation, generat-
ing Al-driven customer insights, and improving
market performance measurement. This frame-
work collectively highlights AI’s influence across
the strategic and operational dimensions of mod-
ern marketing. (Kumar et al., 2024)

Jatmika et al. in their work discuss Artificial
intelligence marketing (AIM) which utilizes Al
to automate the extensive collection and analysis
of marketing mix data, thus generating actionable
insights. This knowledge subsequently enables
the automation of various marketing processes,
such as market intelligence. A revolutionary fea-
ture of AIM is its capacity for highly individual-
ized personalization, tailoring marketing efforts
to each customer’s needs and preferences. Dis-
tinct from traditional marketing, which typi-
cally focuses on firm-level strategies and acqui-
sition-centric activities, AIM provides granular
understanding by analyzing individual customer
behavior across the entire product or service
lifecycle, including acquisition, consumption,
and disposal (Jatmika et al., 2024). While the con-
cept of personalization is not new, Al significantly
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enhances its capabilities by leveraging vast client
datasets to, for example, tailor brand messages to
specific customer profiles.

Scheier and Held emphasize that despite Al’s
capacity to enhance numerous marketing tacti-
cal operations, strategic thinking and formula-
tion remain an irreplaceable human prerogative.
They warn that without human-defined guide-
lines and clear starting points that describe busi-
ness context in details, Al risks generating generic
and uncontrolled outputs or just hallucinations,
meaning the results that doesn’t fit the marketing
problem. The authors further introduce a crucial
distinction between generative and evaluative
(or analytical) Al: while generative Al can pro-
duce plausible yet potentially inaccurate outputs,
evaluative Al ensures accuracy through extensive
data analysis. For instance, in brand positioning,
evaluative Al can refine the outputs of gener-
ative Al to align with a company’s brand policy
(Scheier & Held, 2024).

Acar in their work “Reimagining market-
ing education in the age of generative AI” points
that GenAl is transforming marketing education
through three key dimensions:

Cost and scale;
Personalization and access;
Creativity and Innovation.

Economically, GenAl significantly reduces
the cost of “intelligence,” easing educators’
administrative burdens, (like checking
standard test assignments) and freeing time for

meaningful student interaction. This enables
the unprecedented scaling of high-quality
education, making sophisticated pedagogical

approaches, like providing detailed feedback
at much cheaper cost then human experts.
For example, generating automated feedback
through Generative Al is at least one and up to
three orders of magnitude cheaper than human
expert feedback, using the app in an educational
setting might free up educators’ resources
and save costs (Jirgensmeier & Skiera, 2024)
thus, hardly scalable. This manuscript evaluates

how well Generative Artificial Intelligence
(AL.  Pedagogically, GenAl  democratizes
personalized learning, allowing educators

to tailor materials to diverse student needs
and empowering learners to adapt content to their
preferred formats, pace, and modality. Al tutors
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(e.g., Khanmigo) enhance learning effectiveness
and dramatically improve accessibility for non-
native speakers, dyslexic, and visually impaired
students through multi-modal and multilingual
content conversion. Finally, GenAl boosts
educators’ creativity by serving as a thought
partner for idea generation and democratizing
complex skills like design and coding, enabling
the effortless creation of visuals, presentations,
and even audio/video content. This fosters
innovative, authentic learning activities, including
Al-moderated focus groups, product launch
simulations, and Al role-playing scenarios
(Acar, 2024).

The emergence of GenAl highlights existing
limitations within traditional marketing education,
revealing a disparity between current academic
offerings and the GenAl-driven competencies
demanded by industry. This situation suggest
a critical re-evaluation by educators and industry
stakeholders to redefine the essential skills for
marketers. A collaborative approach here is vital,
aiming to produce marketing graduates who
are both proficient in GenAl and possess a solid
foundation in core marketing principles which
helps to prompt Al-tools correctly. Analysis
of GenAlI’s application in marketing, as identified
by Mehmet et al., revealed key confrontational
gaps. These gaps, derived from secondary data
sources, covering six primary themes:

GenAl for digital marketers;

GenAl for content creation;

GenAl in research and insights;

GenAl skills development;

Ethics in the age of GenAl;

Limitations and negative impact of GenAl
on workforce.

These broad categories are subdivided into
secondary themes, which cover specific aspects
within each primary domain. Finally, the most
detailed level comprises tertiary themes, which
articulate the precise confrontational gaps,
the specific issues or limitations that require
further research and resolution in the context
of marketing education. For instance, the theme
concerning GenAl for digital marketers identifies
critical gaps related to GenAl-enhanced
marketing techniques and strategic GenAl
integration. This includes challenges in effectively
integrating GenAl into broader marketing
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strategies, ensuring personalized customer
engagement, and automating complex tasks
such as ad copy generation, SEO work like
titles and description generation, and product
recommendations. It also points to gaps in
improving customer journey analysis through
GenAl and leveraging predictive analytics for
deeper marketing insights and GenAl-powered
chatbots for customer service.

Similarly, in the area of GenAl for content
creation, the framework highlights gaps
within content automation & optimization
and GenAl tools for creativity. These involve
difficulties in efficiently automating the creation
of blog posts, videos, and graphics, email chains
and achieving genuine personalization in content
generation. Furthermore, the use of GenAl for
creative content (e.g., Midjourney, DALL-E)
and the crucial skill of prompt engineering for
artistic content are areas where significant gaps
are noted.

The domain of GenAl in research and Insights
reveals gaps concerning customer insights
through GenAl and market & trend analysis.
This points to challenges in deriving actionable
insights from customer data, automating market
research processes, and effectively personalizing
marketing strategies based on data analysis.
Additionally, gaps exist in utilizing GenAl to
forecast customer behavior and trends, and in
applying Natural Language Processing (NLP)
for sentiment analysis (analyzing text data to
determine the emotional tone of message).

The essential theme of GenAl skills develop-
ment underscores critical gaps in how GenAl can
function as a coach, mentor, tutor, and critique.
It identifies specific needs in improving prompt
engineering techniques for GenAl outputs, cus-
tomizing GenAl models for business needs,
and building advanced GenAl tools. Foundational
skills like ideation, writing, and critical thinking,
which are increasingly influenced by GenAl, also
feature as important areas where development is
required.

In addition, the framework dedicates signifi-
cant attention to ethics in the age of GenAl, cat-
egorizing gaps related to addressing bias and fair-
ness in GenAl-driven content, privacy and data
security in GenAl usage, and social responsibility
and the ethical use of GenAl tools. Specific ter-
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tiary themes under this category include critical
issues like bias, fairness, privacy, broader social
and environmental impacts, the impact on mental
health, and the overall responsibility associated
with Al deployment.

Finally, the categorization addresses the limita-
tions and negative impacts of GenAl on the work-
force. This includes concerns about the impact on
long-term human capabilities and specific limita-
tions related to technological output and accuracy.
Identified tertiary gaps point to issues such as
the reliability of GenAl, the tendency for users to
take shortcuts which can lead to lowering overall
quality of marketing work, limitations in creative
outputs compared to human-generated content,
the risk of bias in output, monotonous content
generation, and the persistent need for continuous
monitoring and human oversight. (Mehmet et al.,
2025).

Guha and Grewal point that marketing
and marketing education are already profoundly
affected by digital disruptions brought by GenAl,
a trend set to continue, and that educators must
integrate digital technologies into the classroom.
Given widespread predictions that ChatGPT
will substantially alter learning in business
schools, Guha and Grewal pose a critical ques-
tion: How should marketing educators concep-
tualize and plan for the use of ChatGPT, effec-
tively balancing its benefits with its downsides?
Based on their comprehensive literature review,
interviews, and survey results, they offer a series
of recommendations which cover the importance
for marketing educators to designing assign-
ments that emulate real-world marketer interac-
tions with ChatGPT, much like current curricula
train students on specialized marketing software.
The authors provide examples of such assign-
ments in an appendix to their work, noting that
these could be further refined based on employer
feedback and actual industry uses. (Guha et al.,
2024). Furthermore, Guha and Grewal assert that
ChatGPT can significantly enhance the learn-
ing experience, from institutions like London
Business School and Yale University regarding
its value in supporting assignments, generating
suggestions, and providing feedback (“London
Business School ChatGPT Basics,” n.d.). The
authors argue that by offloading cognitively easy
but time-consuming “busywork” to ChatGPT,
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educators can enable students to devote more cog-
nitive resources to demanding or creative tasks,
drawing an analogy to how calculators free up
students to interpret numerical meaning rather
than performing manual calculations. They also
emphasize that ChatGPT can facilitate the devel-
opment of more effective arguments by providing
counterarguments or alternate ideas, citing their
own experience with students using it to antici-
pate objections in competition pitches, paralleling
classroom debates described by other research-
ers. Finally, Guha and Grewal identify ChatGPT
as a constantly available study partner, capable
of rapidly generating flashcards and outlines,
thereby accommodating diverse learning styles,
though they caution that students must learn to
protect against the risk of incorrect information.
The authors extensively address the significant
downsides of ChatGPT. They state that ChatGPT
makes errors, underscoring the user’s responsibil-
ity to verify all provided information. The risks
of plagiarism are problematic in academic con-
text, as ChatGPT can produce grade-worthy
responses that are difficult for existing detection
systems to prove as non-original work. Guha
and Grewal explore the evolving ethical ques-
tion of disclosing ChatGPT use, referencing APA
guidance which holds authors responsible for
any errors or plagiarism from Al-generated con-
tent. They also consider the challenge of design-
ing “ChatGPT-proof” assignments, noting that
solutions like oral exams are not easily scalable.
Finally, privacy concerns are raised, as upload-
ing sensitive data to ChatGPT could expose it to
unauthorized access, potentially limiting its use in
certain contexts. (Guha et al., 2024)

Conclusion. Artificial Intelligence is pro-
foundly changing marketing, making it crucial
for education to adapt. This article has shown
that while academic discussion on Al in mar-
keting education is still in its early days, there’s
an urgent need to integrate practical Al expe-
rience, given Al’s rapid growth, its benefits,
and the new challenges it presents. Marketing
education has always adapted to new technol-
ogies like social media and digital marketing
as showcased by (Mehmet et al., 2025). Yet,
Al brings a deeper shift, altering entire market-
ing workflows. Most marketers already see Al
as increasingly important and a key to success
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as highlighted by (Weege & Zweigle, 2025).
For educators, Al, like ChatGPT, offers real ben-
efits: it can help students practice real-world mar-
keting tasks, enhance learning by reducing routine
“busywork” to free up time for creative thinking,
and act as a consistent study partner. However,
Al integration comes with significant challenges.
Al tools can make errors, exhibit biases, and pose
serious risks of plagiarism and privacy breaches.
Educators must also teach about AI more broadly,
not just one tool like ChatGPT, as the technology
is still evolving (Guha et al., 2024).

Crucially, the “human factor” remains cen-
tral. While Al is brilliant at certain tasks, human
critical thinking, strategic judgment, and ethi-
cal considerations are irreplaceable. Challenges

remain in areas like AI for marketers, content
creation, and ethics, underscoring that students
need more knowledge, training, and experience
to use Al effectively and responsibly for busi-
ness success.

In summary, marketing education faces a vital
turning point. Wisely integrating AI competen-
cies is not merely optional but essential to pre-
pare future marketing professionals. This requires
a balanced approach that leverages Al’s advan-
tages while directly addressing its limitations,
with a strong focus on developing human criti-
cal thinking and strategic skills. Future research
should continue to bridge these emerging gaps to
ensure marketing education is not years behind
industry trends.
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IHTET'PAIIA IITYYHOI'O IHTEJIEKTY (IIIT) B MAPKETHUHI'OBY OCBITY:
ol CYYACHHUX JIKEPEJI

HItyuynwid iarenekt (ILI) xapauHambHO 3MiHIOE Pi3HI Tajy3i, BKIIOYAFOYM MapKETHHT Ta MapKETHHTOBY OCBITY.
[1IBuaxa inTerpamnis LI Bumarae TepMiHOBOTO PO3BUTKY KOHKPETHHUX KoMmeTeHIiH y chepi LI cepen maitOyTHIX (axiBuiB
3 MapKeTHHTY. BMiHHS mparoBaty 3 nponecamu Ha ocHoBi LI, sike € HEOOXiqHUM IS MiABUINEHHS NPOXYKTHBHOCTI,
HepcoHani3alii, MBUAKOCTI Ta YaCTO SKOCTI MAPKETHHTOBOT poOOTH, BCE OiNbIIIe CTA€ KPUTHIHOKO BUMOTOIO JUTSl YCITIITHOT
Kap>epu B Tany3i Mapketunry. LI mpomoHye 3Ha4Hi mepeBard, Taki sSK iMiTallis peaJbHUX MApKETHHTOBUX 3aBJaHb,
MOKPAIIICHHs HABYAHHS 33 PaxXyHOK 3MCHILICHHS PYTHHHUX OIEpaliil Ta BUKOHAHHS (YHKIIIi MapTHEepa Mo HaBYAHHIO,
a TaKoK TpaHC(OpPMALI0 OCBITH 3aBASKM BIUIMBY Ha BapTiCTh, IMEPCOHANI3AIiI0, KPEATUBHICTb Ta €(EKTHBHICTD.
[Ipote 3anuinaioTbes 3HAUHI BUKIUKH, BKIOYaOuM cXuwibHICTh LI 10 MOMHIOK, ynepekeHHs Ta 3HauHI PU3UKH
iariaty, a Takox mpodineMu koHpizeHmiitHocTi. CTpaTeriyHe MHCICHHS, THM HE MEHII, 3aJIUIIAEThCS HE3aMiHHOKO
MIPEPOTraTUBOIO JIFOANHH, JToTIoBHIOWUHM reHepatuBHui 111 orintoBansauM LI niist 3abe3nedeHHs TouHocTi. B nanuit
qac iCHy€e po301KHICTh MK aKaJIeMIYHHMH TPOTIO3MITISIMU Ta BUMOT'aMH MapKETHHTOBOI 1HIYCTpIi MOI0 KOMIETEHIIIH
B KoHTeKcTi Bukopuctanus LI Ile Bumarae TepmiHOBOi ajanTaii uepe3 mBuakuii pozsutok LI Ta Horo rmubokuit
BIUIMB Ha po00Ui IpoIiect B MAPKETHHTY. Y Iil CTATTi MPEICTaBICHO OIVIAA aKTyalbHUX JUKEPEI, B IKOMY PO3IIAIA€THCS
aKasieMiuyHni Ta mpogeciiinuii AucKypc Mmoo HeodxiguocTi inTerparii LI B cydacHi HaBuanbHI TPOrpamMu 3 MAPKETHHTY.
VY Hili BHCBITMIOIOTHCS Pi3HI TOYKM 30py pi3HHX aBTopiB mozpo pomi LI B MapkeTHHrOBilf OCBITI Ta MpeaCTaBiICHI
KPUTHYHI 001acTi 1711 MaiOyTHIX MeJJaroriyHuX, Ta HABYAITbHUX JA0CHIKeHb. OIS MiAKPECTIOe HeOOXiIHICTh ajanTaii
HABYAJIBHUX 3aKJIa/IiB 10 BUMOT PUHKY, OO MiIrOTyBaTH CTYJACHTIB O MapKETUHIOBOTO CepeloBuUIla, ke ctaBuTh LI
Ha meplie Micle.

KawuoBi caoBa: wmryunwii intenekt, I, renepatuBumii 11, xommereniis, komnereniis B ramy3i LI,
TPOMT-1H)KUHIPHUHT, BEIUKI MOBHI MOJIEJi, HABYAJIbHI IIPOTPaMH 3 MAPKETHHTY, MaPKETHHIOBA KOMIICTEHIILS.
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