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The impact of using artificial intelligence technology on media
marketing
Mahdi Abdel Hassan Abdel Ali
Muhammad Jamil Mazhar
Sumer University/Faculty of Education
Abstract:

The study sought to examine the application and implementation of artificial
intelligence tools within media marketing and the extent to which it achieves
competitive advantages, and to know the most important artificial intelligence
tools that are used for media promotion and what are the pros and cons
presented by users.
The research reached a number of results and recommendations, the most prominent of
which are:
e The lack of people capable of using artificial intelligence technologies in the
correct way.
e Demonstrates the knowledge of all researchers and academics about artificial
intelligence techniques and methods of using them in media marketing
e The impact of artificial intelligence techniques and applications on media
promotion and marketing was demonstrated, and they were more influenced by
what is related to profit—-maximizing techniques.

Keywords: (artificial intelligence, marketing, media marketing).
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