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Abstract

Digital marketing has adopted artificial intelligence technology, which requires
marketers to have the following knowledge and understanding: 1) Al marketing workflows
involve automation, machine learning, integrated application, and standalone
applications. 2) The principles of Al application in marketing include considerations of
fairness, compliance with laws and ethics, responsibility and transparency, and the best
practices such ass system design, data preparation and Al development, utilisation and
monitoring, and communication with the user. For marketing in the future, the use of Al
will be more likely to be accepted by both sellers to increase the efficiency of their

businesses and by consumers to make their daily lives easier.

Keyword: Artificial Intelligence Digital Marketing
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