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1. Introduction and Background
Artificial Intelligence (AI) has rapidly evolved from a niche technological tool into a transformative force across global industries. In international marketing, AI is reshaping how firms analyse markets, personalise customer experiences, optimise global advertising, and make strategic decisions across borders. As global competition intensifies and consumer expectations rise, organisations increasingly rely on AI-driven insights to navigate cultural differences, predict market trends, and enhance cross‑border customer engagement.
Despite its growing importance, the integration of AI into international marketing presents challenges: data privacy regulations vary across countries, cultural nuances complicate algorithmic decision‑making, and firms face ethical concerns around automation and consumer trust. Understanding how AI is being adopted and how it influences marketing performance in international contexts is essential for both researchers and practitioners.

Research Aim
 To investigate how Artificial Intelligence is transforming international marketing practices and to evaluate its impact on global marketing performance, customer engagement, and strategic decision‑making.

Research Objectives
· To examine the current applications of AI in international marketing, including market segmentation, consumer behaviour analysis, and personalised communication.
· To evaluate the impact of AI adoption on global marketing performance, such as customer acquisition, retention, and brand competitiveness.
· To explore the challenges and barriers firms face when implementing AI across international markets, including cultural, ethical, and regulatory issues.
· To assess consumer perceptions and trust toward AI‑driven marketing in different cultural contexts.
· To identify best practices and strategic recommendations for effective AI integration in international marketing.


Research Questions
· How is AI currently being used in international marketing activities across different industries?
· What impact does AI adoption have on global marketing performance and customer engagement?
· How do cultural differences influence consumer trust and acceptance of AI‑driven marketing?
· What strategies can firms use to maximise the benefits of AI in international marketing?


2.Literature Review: AI in contemporary business with a focus on global marketing 

Artificial Intelligence (AI) has become a transformative force in contemporary business, reshaping how firms compete, innovate, and engage with global consumers. In international marketing, AI enables real‑time data processing, predictive analytics, and personalised communication at a scale previously impossible. Scholars highlight that AI-driven tools such as machine learning algorithms, chatbots, and recommendation systems enhance market segmentation accuracy and support faster decision‑making in cross‑border environments where consumer behaviour varies widely (Davenport et al., 2020).
From a theoretical standpoint, the Technology Acceptance Model (TAM) provides a useful lens for understanding how organisations adopt AI. TAM argues that perceived usefulness and ease of use shape adoption intentions, which is relevant as firms weigh the benefits of AI against concerns about complexity, cost, and skills shortages. Similarly, Resource-Based View (RBV) theory positions AI as a strategic resource that can create sustained competitive advantage when combined with unique organisational capabilities such as data quality, talent, and global market knowledge.
A third relevant framework is Institutional Theory, which explains how regulatory pressures, cultural norms, and industry expectations influence AI adoption across countries. This is particularly important in international marketing, where firms must navigate diverse data protection laws, ethical standards, and consumer trust levels.
Despite its opportunities, AI presents challenges including algorithmic bias, privacy concerns, and the risk of over‑automation reducing human insight. The literature suggests that successful global marketers balance AI-driven efficiency with ethical governance and culturally sensitive strategies.

3.Research Methodology
Research Philosophy
This study adopts an interpretivist philosophy because it aims to understand how marketers perceive and experience AI opportunities and challenges in international contexts.
Research Approach
An inductive approach is used, as the research seeks to build insights and patterns from collected data rather than test pre‑existing theories.
Research Design
A qualitative exploratory design is chosen to allow in‑depth exploration of emerging AI practices in global marketing, where knowledge is still developing.
Population & Sampling 
The population includes international marketing professionals, and purposive sampling is used to select participants with direct experience using AI in cross‑border marketing activities.
Data Collection and analysis
Data will be collected through semi‑structured interviews, and analysed using thematic analysis to identify recurring themes related to AI opportunities and challenges.

4.Expected Contribution 
Theoretical Contribution
This research contributes to theory by deepening understanding of how AI is interpreted and adopted within international marketing through the lenses of TAM, RBV, and Institutional Theory. It offers new insights into how global marketers perceive AI’s usefulness, strategic value, and regulatory pressures, helping refine these frameworks in the context of emerging technologies.

Practical Contribution
Practically, the study provides actionable guidance for international marketing managers on how to implement AI ethically, effectively, and across culturally diverse markets. It highlights real-world challenges—such as skills gaps, data privacy, and algorithmic bias—and identifies strategies that organisations can use to maximise AI’s benefits while reducing risks.

5.Limitations: 
This study is limited by its small, purposive sample, which may not fully represent all international marketing professionals using AI. Additionally, the qualitative design relies on participants’ subjective perceptions, which may introduce bias and reduce the generalisability of the findings. 







6.Proposed Timeframe (Gantt chart): 

 Table 
	Phase
	Chapter / Task
	Description
	Timeframe
	Notes

	1
	Chapter 1: Introduction
	Background, research problem, aims, objectives, structure
	1 week
	—

	2
	Chapter 2: Literature Review (LR)
	Review and analyse relevant literature
	2 weeks
	—

	3
	Chapter 3: Research Methodology (RM)
	Research design, methods, and approach
	1 week
	—

	4
	Survey Questionnaire
	Design and finalise questionnaire
	1 week
	Starts during Literature review

	5
	Data Collection
	Collect data using questionnaire
	1-2 weeks
	Starts during Research Methods

	6
	Chapter 4: Data Analysis & Discussion
	Analyse data and discuss findings
	3 weeks
	—

	7
	Chapter 5: Conclusion
	Summarise findings and conclude
	1 week
	—

	8
	Revision
	Proofreading and final improvements
	1 week
	Starts during conclusion chapter 5



7.Conclusion
This study concludes that AI is reshaping international marketing by enhancing data-driven decision-making while simultaneously introducing ethical, cultural, and operational challenges. The findings highlight that marketers must balance technological innovation with responsible governance to ensure AI supports, rather than undermines, global consumer trust. Overall, the research reinforces the need for strategic, culturally aware AI adoption to maximise opportunities in international markets.
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