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ABSTRACT 

Artificial Intelligence (AI) refers to the notion of how knowledgeable individuals perceive intelligent machines, whether they are 
computer-driven robots or software applications. Sales and marketing teams will concentrate on identifying the appropriate healthcare 
professionals and categorizing them Abstract into the correct channels at the most opportune moments. AI will aid marketing teams in 
comprehending brand history, conducting brand assessments, and mapping out the future trajectory of the brand. The sales and 
marketing teams will concentrate on identifying the appropriate healthcare professionals and categorizing them into the correct channels 
at optimal times. Artificial Intelligence will support marketing teams by providing insights into brand history, conducting brand 
assessments, and mapping out the brand's future trajectory. Furthermore, AI has the potential to enhance the process. Artificial 
intelligence plays a crucial role in enhancing sales and marketing within the pharmaceutical industry and significantly influences 
consumer behavior. This article aims to explore strategies to boost sales and marketing efforts in the pharmaceutical sector, providing 
valuable insights for new and aspiring entrepreneurs in India. 
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1.INTRODUCTION 
Sales and marketing serve different purposes in a business. Sales 

is about closing deals and generating revenue through direct 

interaction with customers. In contrast, marketing adopts a wider 

perspective, aiming to create awareness, foster relationships, and 

support sustainable sales growth over time. The concept that 

intelligence, a fundamental aspect of human nature, can be 

accurately defined and replicated by machines is the basis of the 

field of artificial intelligence. This article explores the current role 

of artificial intelligence in the pharmaceutical industry and its 

potential future applications. Artificial intelligence is a branch of 

computer science. Creating a machine, robot, or software that 

simulates human intelligence is called artificial intelligence (AI). 

To develop such intelligent systems, it’s crucial to understand the 

functioning of the human brain and how people learn, assess 

situations, and approach problem-solving. The sales and 

marketing teams could improve and influence their interactions 

with each of these groups by leveraging AI. 

 

 

 

 

2. WHY AI NEED IN PHARMACEUTICAL 

INDUSTRY AS WELL AS IN MARKETING 

PURPOSE  
The volume of pharmaceutical data stored in computer databases 

and submitted to regulatory agencies has grown considerably in 

recent years. [1] The pharmaceutical industry now encompasses 

not only drug development companies but also academics, 

mathematicians, business intelligence specialists, and research 

and development teams. This sector generates a significant 

amount of unstructured data, which includes prescription records, 

medical imaging reports, doctor notes, patient histories, and much 

more. Prior to determining a patient’s treatment plan, their 

medical history is thoroughly reviewed and analyzed. Effectively 

managing this extensive unstructured data requires a range of 

analytical techniques and tools. [2] These technologies can be 

utilized for data extraction, processing, and visualization. There 

are several open-source programs available specifically for 

managing pharmaceutical data, each with its own strengths and 

weaknesses. It is crucial to address the gaps in data collection and 

processing. [3] The growing patient population in the healthcare 

sector has led to significant information overload. However, by 

leveraging machine learning, the extensive amounts of patient 

data can be harnessed for evidence-based practices. [4] Current 

marketing and sales data is stored in electronic database systems 
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that collect real-time information on medications, various 

physician prescriptions, and consumer attitudes toward different 

drugs. 

 

3. WHY AI MATTERS IN PHARMACEUTICAL 

SALES AND MARKETING 
Many industries have been revolutionized by artificial 

intelligence (AI), and the pharmaceutical sector is no different. AI 

holds significant potential for enhancing sales and marketing 

efforts within this field. It enables companies to gather and 

analyze vast amounts of data, improve decision-making, tailor 

consumer experiences, and optimize advertising campaigns.[5] 

The application of AI in drug development and discovery 

highlights how algorithms can assist in identifying potential 

targets, refining lead compounds, and optimizing the design of 

clinical trials, all while considering the marketing and sales 

aspects of pharmaceuticals. By integrating AI into these 

processes, companies can significantly enhance pharmaceutical 

sales and marketing. This technology enables the creation of more 

efficient and targeted medications, improving market positioning 

and driving sales growth. [6] This conference paper explores 

various applications of AI in pharmaceutical marketing, including 

sales forecasting, social media analysis, personalized marketing 

strategies, and consumer segmentation. By leveraging AI-driven 

customer segmentation, pharmaceutical companies can enhance 

their engagement with target audiences and increase revenue 

through tailored sales and marketing approaches. [7] This study 

examines how artificial intelligence (AI) can be applied in 

pharmaceutical marketing strategies, focusing specifically on 

customer relationship management, competitive analysis, and 

market research. By utilizing AI-powered systems that collect and 

analyze data from various sources, pharmaceutical sales and 

marketing teams can develop strategies that enhance business 

performance, generating insights into market trends, competitor 

activities, and customer preferences. [8] AI plays a significant 

role in the marketing and sales of pharmaceuticals. It can forecast 

product demand, identify influential figures in the medical 

community, optimize sales representative territories, and refine 

marketing channels. By leveraging AI technology, 

pharmaceutical companies can boost sales revenue, enhance 

promotional strategies, and adapt their marketing approaches to 

meet the constantly evolving market landscape. 

 

4.USE OF ARTIFICIAL INTELLIGENCE IN 

PHARMACEUTICAL MARKETING 
Marketing is the process of advancing the sales of a business's 

goods and services. [9]. "Machine learning and artificial 

intelligence allows global life science sales, marketing, and 

branding team to come up with more profitable and actionable 

commercialization strategies from the insights uncovered from 

AI," said Jon Resnick, President, RealWorld & Analytics 

Solutions, IQVIA, in an interview. Additionally, he underlined 

how AI/ML helps healthcare organizations to go further into finer 

layers of HCP, patient, and payer data in order to uncover hitherto 

undiscovered insights, provide recommendations for appropriate 

courses of action, and facilitate quicker and better decision-

making.  [10] Other advantages of employing AI systems in 

pharmaceutical marketing include enhanced value propositions, 

increased market share through better resource allocation, 

opportunities for growth maximization, and personalized sales 

and marketing channels and information. [11] Based on a 

significant research study, a leading US pharmaceutical company 

enhanced its promotional strategy by leveraging physician-level 

insights gained from optimizing multichannel marketing activity 

data. They aimed to maximize return on investment through 

targeted segmentation and tailored promotional campaigns. 

 

In another case, a European pharmaceutical company utilized AI 

and machine learning to uncover new insights. Such AI 

techniques can be beneficial for pharmaceutical sales and 

marketing. AI is being increasingly adopted across various 

settings within the healthcare ecosystem. Beyond shaping sales 

and marketing strategies for financial management in the 

pharmaceutical sector, artificial intelligence can also assist in 

analyzing an individual’s DNA to identify the most effective 

treatment options with fewer side effects. This allows 

organizations to better understand healthcare professionals' 

preferences for digital interactions, enabling them to segment 

physicians and develop a digital engagement plan based on the 

insights gathered. [12] Across the globe, companies, including 

those in the pharmaceutical and healthcare sectors, are adopting 

artificial intelligence. Implementing AI can help identify ways to 

make faster, more informed decisions at every stage from 

molecule to market, including improving patient adherence and 

refining sales strategies. 

 

Several pharmaceutical companies, such as Pfizer, GSK, 

Novartis, Lundbeck, Takeda, AstraZeneca, and Teva, are 

leveraging AI to enhance their marketing campaigns for both new 

and existing drugs. A report by Eularis found that sales 

representatives who utilized insights from AI analytics to tailor 

their communications experienced a 43% increase in 

prescriptions compared to those who did not. Dr. Merton of 

JLABS noted, "AI will be able to better process stakeholder-

aligned information for the customer, allowing for more targeted 

dissemination of information." He also predicted a decrease in 

marketing expenses in the near future. 

 

According to Bjarni Kornbech, VP of Marketing & 

Communications at Agnitio, the company aims to drive a new 

revolution in the marketing and sales of pharmaceutical products 

through AI. He emphasized the importance of training the sales 

force on CRM systems, but noted that not many companies are 

prioritizing this training. Kornbech further stated that to deliver 

real value, it is crucial to integrate consumer interaction data with 

the CRM and ideally link it to the marketing engine. Ultimately, 

all of this information should be accessible to the sales team in 

one centralized location. [13] Pharmaceutical sales must evolve 

to meet the changing needs and preferences of physicians. 

Historically, marketing and sales teams bombarded physicians 

with messages across various channels, hoping to encourage them 

to prescribe their products. This strategy proved ineffective for 
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product marketing and led to the excessive use of financial and 

human resources. 

 

By leveraging analytics and machine learning in commercial 

applications, companies have developed more sophisticated and 

targeted branding and sales strategies. Healthcare providers are 

increasingly moving towards digital solutions that enhance 

healthcare delivery. A recent report found that 70% of physicians 

consider themselves tech-savvy. Consequently, they are 

becoming less likely to engage with medical representatives in 

person and more inclined to seek information online. [14] 

 

5. ADVERTISING AND SOCIAL NETWORKING 

USED FOR SALE AND MARKETING OF PHARMA 

PRODUCT THROUGH AI: 
Many consumer product companies have successfully utilized 

social media platforms like YouTube, Twitter, and Facebook for 

viral advertising and marketing campaigns. These campaigns are 

aptly named, as the spread of an advertisement through these 

networks resembles the way viral illnesses propagate within a 

population. However, the pharmaceutical industry has not fully 

leveraged these platforms, and it can be quite challenging to 

identify who is accountable for the content shared on them. 

 

5.1.Social Media Strategy 

Social media platforms are highly effective for promoting and 

selling pharmaceuticals and medical equipment. They attract a 

highly engaged audience that can be targeted through both paid 

and organic methods, making them ideal for successful 

advertising campaigns. As part of social media optimization, 

businesses enhance their websites with features like sharing and 

commenting sections.  

This strategy can either focus on the social media channels most 

frequented by potential clients or be expanded to include all major 

platforms, such as Facebook, Instagram, LinkedIn, and Twitter. 

 

5.2. Mobile Applications  

Mobile application are among the most commonly used tools for 

pharmaceutical companies to engage with their customers. 

Companies can develop mobile apps to monitor client behavior, 

offer health advice, and provide information about their products. 

 

5.3. Virtual Reality 

 By utilizing virtual reality (VR) technology, companies can 

create a more immersive and engaging experience for their 

customers. For example, pharmaceutical firms can use VR to 

provide interactive product demonstrations or educational 

resources. 

 

5.4 Personalization 

Pharmaceutical companies can leverage AI and big data to 

analyze large volumes of information and deliver personalized 

marketing messages to specific clients. By understanding each 

customer’s preferences, businesses can make their messaging 

more engaging and relevant. For example, a company can 

customize its marketing communications based on a customer's 

previous searches related to a particular medical condition, 

providing more pertinent information about that condition. 

 

5.5 Email Marketing and List Building  

Email marketing has emerged as one of the most effective 

strategies for companies in the rental industry. Businesses can 

generate revenue by leasing their email lists to other companies. 

This allows the subscribers on the email list to be accessible to 

the clients of those companies, thereby increasing the likelihood 

that these clients will purchase products from the rental company. 

 

6. HUMAN INVOLVEMENT IN ARTIFICIAL 

INTELLIGENT 
To effectively market pharmaceutical products and devices, 

human involvement is essential in the field of artificial 

intelligence for sales and marketing. This necessitates the 

implementation of a precise and adaptable process. 

 

6.1 Data Scientists and Analysts 

Data scientists play a crucial role in developing and refining AI 

models. They are responsible for collecting, preparing, and 

processing data for analysis. Additionally, they design and train 

machine learning algorithms to extract valuable insights from 

pharmaceutical data. [17] [18] 

 

6.2 Pharmaceutical Marketers and Sales Teams 

Human experts in pharmaceutical marketing and sales provide 

specialized knowledge and strategic insights. They collaborate 

with AI systems to interpret data-driven recommendations and 

effectively incorporate them into marketing campaigns and sales 

strategies. [19] 

 

6.3 Regulatory Experts 

Compliance with regulations is vital for the pharmaceutical 

industry. Regulatory experts collaborate closely with AI teams to 

ensure that AI-driven marketing strategies and materials meet 

industry regulations and standards. [20] 

 

6.4 Ethics and Bias Experts 

Experts in ethics and fairness are responsible for ensuring that AI 

applications in pharmaceutical marketing are free from 

discrimination and uphold ethical standards, as AI systems can 

unintentionally introduce biases. [21] 

 

6.5  Medical and Scientific Advisors 

Scientists and medical experts provide valuable insights into the 

scientific aspects of pharmaceutical products. They collaborate 

with AI teams to ensure that marketing materials are accurate and 

aligned with current medical knowledge.[22] 

 

6.6 Managers and Decision-Makers 

Executives and managers in pharmaceutical companies depend 

on AI-generated insights to guide their strategic decisions. They 

utilize AI to receive data-driven recommendations for product 

development, marketing budget allocation, and market 

expansion.[23] 
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6.7 Customer Relationship Managers 

These professionals build and maintain relationships with patients 

and healthcare providers by leveraging AI-generated consumer 

insights. They ensure that customer needs and preferences are 

addressed through marketing and sales initiatives.[24] 

 

6.8 Quality Assurance and Monitoring Teams 

These teams are responsible for continuously evaluating and 

monitoring the effectiveness of AI systems in pharmaceutical 

sales and marketing to ensure compliance with regulations and 

achieve the desired outcomes.[25] 

 

7. IMPORTANCE OF DIGITAL 

TRANSFORMATION THOUGHT ARTIFICIAL 

INTELLIGENT 

AI plays a crucial role in pharmaceutical sales and marketing as 

digital transformation reshapes how companies interact with 

patients, healthcare providers, and stakeholders. The integration 

of artificial intelligence into various facets of the pharmaceutical 

industry has resulted in enhanced efficiency, improved customer 

experiences, and better decision-making. In this context, we 

explore the advantages of digital transformation for AI in 

pharmaceutical marketing and sales. 

 

7.1.Enhanced Data Utilization 

Digital transformation enables pharmaceutical companies to 

harness the vast amount of data available in the digital landscape. 

AI systems can analyze this data to uncover valuable insights into 

competitor activities, industry trends, and customer preferences. 

Pharmaceutical sales and marketing teams leverage this 

information to identify growth opportunities, customize 

marketing strategies, and make informed, data-driven decisions. 

[26] 

 

7.2.Personalized Marketing 

Personalized medicine and marketing are becoming increasingly 

prevalent in the pharmaceutical industry. Digital transformation 

enables the collection and analysis of patient data, allowing AI to 

develop highly customized marketing campaigns. For instance, 

AI can determine the most suitable medication for a patient based 

on their medical history, resulting in more effective marketing 

and better patient outcomes. [27] 

 

7.3. Real-Time Engagement 

Digital transformation facilitates real-time communication 

between healthcare providers and patients. AI-powered chatbots 

and virtual assistants can quickly answer questions, offer 

information about medications, and assist medical professionals 

in decision-making. This enhanced focus fosters stronger 

relationships and builds trust.[28] 

 

7.4. Predictive Analytics 

With the advancements in digital transformation and artificial 

intelligence, pharmaceutical companies can leverage predictive 

analytics for various applications. For instance, AI can anticipate 

market trends, demand for specific treatments, and potential 

disease outbreaks. By utilizing these predictive capabilities, 

companies can enhance supply chains, optimize manufacturing 

schedules, and refine marketing strategies.[29] 

 

7.5.Clinical Trial Optimization 

Digital transformation enhances the management of clinical trials 

by making data collection and analysis more efficient. AI can 

forecast trial outcomes, pinpoint the best patient demographics, 

and improve recruitment strategies. As a result, medication 

approvals happen more quickly and at a lower cost.[30] 

 

7.6.Cost Efficiency 

The integration of digital transformation and artificial intelligence 

can greatly lower operating costs. Pharmaceutical companies can 

more effectively allocate resources by automating repetitive tasks 

such as data entry and analysis. Additionally, AI can enhance the 

effectiveness of marketing budgets by accurately identifying 

target audiences and minimizing resource waste.[31] 

 

7.7.Compliance and Regulatory Adherence 

The pharmaceutical industry faces stringent legal regulations. 

Digital transformation has enabled AI-driven marketing materials 

to comply with these standards. Automated technology can aid in 

the evaluation and approval of marketing content, decreasing the 

risk of non-compliance.[32] 

 

7.8.Competitive Advantage 

Embracing AI and digital transformation provides pharmaceutical 

companies with a significant competitive advantage. These 

companies can monitor competitors, swiftly respond to market 

changes, and innovate in areas such as drug development and 

customer engagement. In a rapidly evolving market, this 

adaptability is essential. Digital transformation serves as the 

foundation for effectively integrating AI into pharmaceutical 

sales and marketing. By harnessing AI's capabilities in data 

analysis, targeted marketing, predictive analytics, and 

compliance, pharmaceutical companies can enhance efficiency 

and competitiveness in an ever-changing industry. Adopting AI 

and digital transformation is not just a smart strategic move; it is 

crucial for the pharmaceutical sector's productivity and 

competitiveness.[33] 

 

8. IMPACT OF AI IN PHARMA INDUSTRY 

CONSIDERATION SALE AND MARKETING 
The pharmaceutical industry has experienced a significant 

transformation due to artificial intelligence (AI), which has 

disrupted various facets of drug discovery, manufacturing, and 

healthcare delivery. AI technologies are revolutionizing the sector 

by enhancing productivity, reducing costs, and accelerating the 

development of new medications. This article provides an in-

depth exploration of AI's impact on the pharmaceutical industry, 

supported by relevant sources. 

 

8.1. Drug Discovery and Development 

Early-Stage Drug Discovery: AI systems can analyze vast 

datasets, including genetic information, chemical structures, and 
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published research, to identify new therapeutic opportunities. 

Machine learning algorithms can assess the potential of a 

chemical to become a successful drug during the initial phases of 

drug discovery, ultimately saving both time and resources.[34] 

 

8.2. Drug Repurposing 

AI can pinpoint existing pharmaceuticals that may have 

additional therapeutic applications. By examining data on drug 

interactions and disease pathways, artificial intelligence can 

suggest new uses for current medications, potentially speeding up 

the development of new treatments.[35] 

 

8.3. Clinical Trial Optimization 

AI-driven algorithms can help identify suitable patient groups, 

forecast enrollment rates, and improve trial designs. This 

optimization results in lower trial costs and faster drug 

development.[36] 

 

8.4. Drug Manufacturing and Quality Control 

Process Optimization:AI-driven process optimization ensures the 

efficient and consistent production of pharmaceuticals. AI can 

detect anomalies, adjust parameters to maintain quality, and 

monitor manufacturing processes in real time.[37] 

 

8.5. Quality Control 

AI-based computer vision systems can be employed to inspect 

pharmaceutical products for defects, ensuring compliance with 

quality standards. These technologies reduce the risk of recalls 

while improving product safety.[38] 

 

8.6. Drug Safety and Pharmacovigilance 

 

8.7.Adverse Event Detection 

Artificial intelligence can analyze large volumes of clinical and 

post-market data to detect potential adverse effects of drugs. Early 

identification enables timely regulatory action and enhances 

patient safety.[39] 

 

8.8.Personalized Medicine 

Patient Stratification:AI can be utilized to categorize individuals 

into subpopulations based on their responses to various 

pharmaceuticals, genetics, biomarkers, and clinical data. This 

approach enables more personalized treatment plans and 

improved outcomes.[40] 

 

8.9.Dosage Optimization 

AI algorithms can determine the optimal medication dosages for 

individual patients, minimizing the risk of adverse effects while 

maximizing therapeutic effectiveness.[41] 

 

8.10.Drug Marketing and Sales 

AI enables pharmaceutical companies to design personalized 

marketing campaigns tailored to the characteristics of patients and 

healthcare professionals, enhancing engagement and improving 

returns on marketing investments.[42] 

 

8.11.Healthcare Delivery 

Clinical Decision Assistance:AI technologies support healthcare 

professionals in making real-time clinical decisions by offering 

recommendations for diagnosis and treatment.[43] 

 

8.12.Drug Adherenc 

AI-powered tools and applications can help patients adhere to 

their medication regimens by offering educational resources and 

sending reminders.[44] 

In summary, AI is set to significantly influence the 

pharmaceutical industry, affecting drug discovery, 

manufacturing, safety, personalized care, and healthcare delivery. 

As AI technologies continue to evolve, they have the potential to 

transform how pharmaceutical companies function, resulting in 

more efficient processes, lower costs, and ultimately better patient 

outcomes. 

 

9. AI APPLICATIONS IN PHARMACEUTICAL 

MARKETING 
9.1.Real-Time Pricing Optimization 

AI systems can dynamically assess market conditions, competitor 

pricing, and demand trends to optimize pharmaceutical product 

prices. This approach helps maintain competitiveness while 

maximizing profits.[45] 

 

9.2.Targeted Advertising 

AI-powered algorithms can analyze extensive patient data and 

behavioral patterns to identify target markets for specific 

pharmaceutical products. This enables the execution of targeted 

and personalized advertising campaigns that enhance consumer 

engagement.[46] 

 

9.3.Drug Discovery 

AI systems can analyze large datasets to identify trends and 

potential treatment targets. This accelerates the identification of 

promising molecules, saving both time and resources in the drug 

discovery process.[47] 

 

9.4.Adverse Event Detection 

AI can monitor and detect adverse events related to 

pharmaceutical products by analyzing data from social media, 

online forums, and other sources. 

 

9.5.Medication Adherence 

AI-powered solutions can monitor patients' adherence to 

prescribed medication schedules and provide personalized 

support and reminders. This improves both patient outcomes and 

medication adherence rates. [48] 

These examples illustrate how artificial intelligence (AI) is 

revolutionizing pharmaceutical marketing by enhancing pricing 

strategies, targeting advertisements, accelerating drug 

development, tracking adverse events, and increasing prescription 

adherence. 
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10. LIMITATIONS OF ARTIFICIAL INTELLIGENC 
While artificial intelligence (AI) offers significant potential for 

pharmaceutical sales and marketing, there are several important 

considerations to keep in mind. Here are some of the limitations 

of AI in this field. 

 

10.1.Data Privacy and Security Concerns 

AI relies heavily on large volumes of data, including sensitive 

medical records. Any breach of this data could have serious 

consequences, making it essential to protect the privacy and 

security of sensitive information. Companies must comply with 

strict regulations, such as the General Data Protection Regulation 

(GDPR) in the EU, to safeguard consumer data.[49] 

 

10.2.Lack of Human Touch 

While AI can automate certain sales and marketing tasks, some 

clients may feel that it lacks the personal touch they need. 

Building trust and relationships often requires more 

individualized, human interactions—something that AI cannot 

achieve on its own.[50] 

 

10.3.Limited Understanding of Complex Healthcare Systems 

AI algorithms may struggle to fully grasp the complexities of the 

healthcare sector, including clinical workflows, intricate medical 

conditions, and regulatory constraints. This limitation can hinder 

their ability to provide clients with accurate and relevant 

information tailored to their specific context.[51] 

 

10.4.Ethical and Legal Considerations 

Artificial intelligence (AI) raises ethical dilemmas in 

pharmaceutical sales and marketing, including potential biases in 

algorithms, misinterpretation of patient data, and issues related to 

automated decision-making. Companies must navigate these 

ethical challenges and ensure that AI applications comply with 

laws and regulations.[52] 

 

10.5. Overreliance on Data Quality 

High-quality data is crucial for AI systems to conduct reliable 

analyses and make accurate predictions. Conversely, biased or 

insufficient data can adversely affect decision-making and lead to 

incorrect outcomes. To ensure trustworthy AI applications, it is 

vital to maintain the completeness, accuracy, and 

representativeness of the data.[53] 

 

METHODOLOGY 

This study employs a qualitative approach, primarily based on a 

comprehensive review of existing literature, to explore the impact 

of artificial intelligence (AI) in sales, with particular emphasis on 

improving customer satisfaction, experience, and loyalty. The 

approach is structured to methodically gather, analyze, and 

synthesize relevant academic articles, industry reports, and case 

studies that focus on AI-driven personalization in sales, the use of 

AI in customer relationship management (CRM), the 

enhancement of customer experience through AI, and the impact 

of AI on customer loyalty. The literature review began with an 

extensive search of academic databases, including Google 

Scholar, PubMed, and IEEE Xplore, utilizing keywords such as 

"artificial intelligence," "sales," "customer satisfaction," 

"customer relationship management," "personalization," 

"customer experience," and "customer loyalty." The selection 

criteria prioritized peer-reviewed journal articles, conference 

papers, and credible industry reports published within the past ten 

years to ensure the findings were both relevant and up-to-date. 

The reviewed literature was categorized into four key themes: AI-

driven personalization in sales, the role of AI in CRM, the 

enhancement of customer experience through AI, and the effect 

of AI on customer loyalty. Each theme was explored to uncover 

the major contributions of AI technologies—such as machine 

learning, natural language processing, and predictive analytics—

in revolutionizing sales practices and improving customer 

outcomes. The reviewed literature was synthesized to generate in-

depth insights into how AI technologies are being applied to 

personalize sales strategies, optimize CRM systems, enhance 

customer experience, and strengthen customer loyalty. This 

methodology offers a comprehensive understanding of the current 

role of AI in sales and sets the foundation for identifying future 

research opportunities and practical implications for businesses 

looking to improve their sales processes and customer 

relationships through AI. 
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Fig.1 

Market Share and Competition 

 In recent years, a growing number of business practitioners and 

theorists have postulated that one way for a company to increase 

its return is by increasing its market share, and studies appear to 

have confirmed this relationship. But the authors of this article 

refuse to accept the blanket inference that “more” is necessarily 

always going to mean “better.” a given project promising higher 

returns than others will surely entail greater risks as well. 

 

 
 

Fig.2 
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MARKETING RESEARCH AND THE  INFORMATION 
Marketing Research: Marketing research is often partitioned 

into two sets of categorical pairs, either by target market 

Consumer marketing research, (B2C) and Business-to-business 

(B2B) marketing research. Consumer marketing research is a 

form of applied sociology that concentrates on understanding the 

preferences, attitudes, and behaviours of consumers in a market-

based economy, and it aims to understand the effects and 

comparative success of marketing campaigns. 

 
Fig.3 
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