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Abstract: This study aims to try to identify the extent of the impact of
the entry of artificial intelligence into the world of business
institutions and its effects on marketing functions and what its impact
is on the effectiveness of marketing performance. We also affected the
future of marketing in light of the steady growth of artificial
intelligence and whether the technologies of this phenomenon will be
tools of payment or obstacles to the various functions of marketing.
We also discussed the importance of paying attention and treating the
situation as an opportunity and not a threat to these various functions.
Keywords: artificial intelligence, marketing, digital marketing,
automation, automated marketing, big data.
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