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ÖNSÖZ  
Çok değerli bilim insanları, araştırmacılar ve işletme paydaşları, 22. Uluslararası İşletmecilik Kongresi, 

İstanbul Nişantaşı Üniversitesi ev sahipliğinde 07-09 Eylül 2023 tarihleri arasında İstanbul’da yüz yüze 

ve yurtdışından katılımlar için online olarak gerçekleştirilmiştir.  

Değerli bilim insanlarının, araştırmacıların ve işletme paydaşlarının kongremize bildirili veya bildirisiz 

olarak katılarak; bilgilerini paylaştıkları, akademik tartışmalara katıldıkları, dostluklarını ve işbirliklerini 

geliştirdikleri Kongremiz, Türkiye'nin buluşma noktası İstanbul'umuzun eşsiz atmosferinde başarılı bir 

şekilde tamamlanmıştır.  

İşletmecilik alanının tüm disiplinlerinden (Yönetim ve Organizasyon, Pazarlama, Muhasebe, Finansman, 

Üretim Yönetimi, Sayısal Yöntemler, Yönetim Bilişim Sistemleri, Girişimcilik) ve işletmecilikle 

ilişkilendirilebilen tüm bilim dallarından Türkçe ve İngilizce bildirilerin kabul edildiği kongremizde 

disiplin ve dil esaslı 23 oturum düzenlendi.  

Yüz yüze programımızda 21 oturumda 77, uluslararası online programımızda 2 oturumda 6 konuşma-

bildiri sunuldu.  

İşletmecilik alanındaki gelişmeleri, trendleri, araştırmaları, fikirleri, uzmanlık ve deneyimleri 

paylaşmayı, karşılıklı bilgi paylaşımını ve işletmeciliğin toplum yaşamındaki önemi ve etkilerine ilişkin 

farkındalığı artırmayı, işletmecilik paydaşları arasında gelecekteki işbirliği açısından ortak bulma 

konusunda fırsatlar oluşturmayı, genç araştırmacıların farklı kurum veya ülkelerden araştırmacılarla 

iletişim kurmalarını ve yeni çalışma ekiplerine katılıma zemin oluşturmayı hedeflediğimiz kongremizi 

başarıyla gerçekleştirmiş olmanın mutluluğunu yaşıyoruz.  

Bu süreçte desteklerini esirgemeyen Üniversitemiz Mütevelli Heyet Başkanı Dr. Levent Uysal’a, Rektör 

Vekilimiz Prof. Dr. İlhami Çolak’a, Rektör Yardımcısı ve İİSBF Dekanı Prof. Dr. Kürşat Yalçiner’e, Prof. Dr. 

Şükrü Akdoğan nezdinde UİK Danışma Kuruluna, Kongremizin Bilim Kuruluna ve çok değerli 

hakemlerine, açılış programının ilham veren konuşmacılar oturumuna katılan değerli hocalarımıza, 

düzenleme kurulumuzda özveri ile çalışan hocalarımıza, araştırma görevlilerimize Kongre hazırlık 

dönemindeki ve kongremiz esnasındaki katkıları nedeniyle minnettarız.  

Saygılarımızla. 
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The Power of Artificial Intelligence in Personalized 

Marketing 

Kişiselleştirilmiş Pazarlamada Yapay Zekânın Gücü 

 

Abstract 

This research aims to prepare a conceptual framework by 

examining publications related to personalized marketing 

and artificial intelligence through bibliometric analysis 

methods. To achieve this goal, 163 studies published 

between 1996 and 2023 and listed in the Scopus database, 

which contain the terms personalized marketing and 

artificial intelligence in their titles, abstracts, or keywords, 

have been reviewed. The results show that research in this 

field has rapidly gained importance since 2018. The most 

prominent keywords are artificial intelligence, personalized 

marketing, trade, sales, electronic commerce, machine 

learning, human, big data, people, and personalized artificial 

intelligence. The journal with the most publications on this 

topic is Lecture Notes in Computer Science, and the 

institution with the most publications is Aristotle University 

of Thessaloniki. Moreover, the countries with the most 

publications are China, India, America, the United 

Kingdom, Greece, Korea, Australia, Germany, and France. 

The research also examines the most cited authors and 

studies in the field and provides helpful information for 

researchers who want to work in this area. 

Özet 

Yapay zekâ ile birlikte daha fazla gündemde olan 

kişiselleştirilmiş pazarlama, veri odaklı bilgilerden 

yararlanmakta ve pazarlama mesajlarını, müşterilerin 

benzersiz tercihlerine göre özelleştirmektedir. Bu 

araştırmanın amacı, kişiselleştirilmiş pazarlama ve yapay 

zekâ ile ilgili yayınların bibliyometrik analiz yöntemiyle 

incelenerek, kavramsal bir çerçeve hazırlanmasıdır. Bu 

amacı gerçekleştirmek için 1996 – 2023 yılları arasında, 

Scopus veri tabanında yer alan ve başlığında, özetinde veya 

anahtar kelimelerinde Kişiselleştirilmiş, pazarlama, yapay 

ve zekâ ifadesi içeren 163 çalışma incelenmiştir. Sonuçlar, 

bu alanda yapılan çalışmaların 2018 yılından itibaren hızla 

önem kazandığını göstermektedir. En çok öne çıkan anahtar 

kelimeler; yapay zekâ, kişiselleştirilmiş pazarlama, ticaret, 

satış, elektronik ticaret, makine öğrenmesi, insan, büyük 

veri, insanlar ve kişiselleştirilmiş yapay zekâ’dır. Bu konuda 

en fazla yayın yapılan dergi Lecture Notes in Computer 

Science ve en fazla yayın yapılan kurum Arıstoteles 

University of Thessaloniki'dir. Bunun yanında bu alanda en 

çok yayın yapılan ülkeler; Çin, Hindistan, Amerkia, Birleşik 

Krallık, Yunanistan, Kore, Avustralya, Almanya ve 

Fransa'dır. Araştırma sonuçlarında ayrıca en fazla atıf alan 

yazarlar ve çalışmalar incelenmiş ve gelecekte bu alanda 

çalışma yapmak isteyen araştırmacılara faydalı bilgiler 

sunulmuştur. 

Keywords: Personalized Marketing, Artificial Intelligence, 

Bibliometric Analysis 

Anahtar Kelimeler: Kişiselleştirilmiş Pazarlama, Yapay 

Zekâ, Bibliyometrik Analiz 

 

 

 

Araştırma ve Yayın Etiği Beyanı: Bu çalışmada, araştırma ve yayın etiği kurallarına uyulduğu yazar tarafından taahhüt 

edilmektedir.  

 

Çıkar Beyanı: Yazar açısından ya da üçüncü taraflar açısından çalışmadan kaynaklı çıkar çatışması bulunmamaktadır. 

 

 

 

 

 

 

 



İstanbul Nişantaşı Üniversitesi                                                                                                07-09 Eylül 2023 / ISTANBUL 

 

 
 

64 
 
 

1. INTRODUCTION 

In today's digital landscape, businesses continually explore new ways to connect with their customers 

and drive growth. Personalized marketing, a strategy that tailors marketing messages and experiences 

to individual consumers, has emerged as a powerful tool. Personalized marketing is a marketing strategy 

that tailors marketing messages, offers, and experiences to individual consumers based on their unique 

preferences, needs, behaviors, and demographic information. It involves leveraging data-driven insights 

and advanced technologies to create highly targeted and customized marketing campaigns (Ayub et al., 

2023). Personalization in marketing is acknowledging each customer's uniqueness by satisfying them 

with products tailored to their preferences (Suprenant & Solomon, 1987). Personalized marketing 

utilizes data-driven insights to understand consumer behavior, preferences, and needs. Businesses 

continuously seek innovative ways to connect with their customers and drive growth. Personalized 

marketing has emerged as a highly effective strategy that tailors marketing efforts to meet individual 

customer preferences and needs. Thus, personalization can be defined as a process designed to organize 

a relevant, individualized interaction to improve the customer experience (Chandra vd., 2022). By 

leveraging personalized marketing, businesses can harness the power of personalized marketing to 

deliver relevant and engaging experiences to their target audience. 

 

Examples of personalized marketing commonly used today include the recommended-for-you section 

on websites such as Amazon and Netflix (Kumar et al., 2019). Personalized marketing offers enhanced 

customer experience, increased conversion rates, and improved customer retention. Businesses can 

foster stronger connections and build lasting relationships by delivering relevant content, 

recommendations, and offers to individual customers. Moreover, personalized marketing strategies can 

help businesses optimize their campaigns across various channels, including email, e-commerce, social 

media, and mobile apps. Personalized marketing enables businesses to connect with consumers on a 

deeper level, driving growth and fostering customer loyalty. By incorporating scientific research and 

data analytics into their marketing strategies, businesses can create tailored experiences that resonate 

with individual customers. Overall, personalized marketing aims to create a more individualized and 

customer-centric approach to marketing, providing customers with a tailored experience that meets their 

specific needs and preferences. 

 

On the other hand, each type of AI can offer its unique benefit: mechanical AI is best for standardization, 

thinking AI is good for personalization, and emotional AI is best for attribution. It is possible to benefit 

from personalization by using artificial intelligence in marketing strategies. For example, Product 

recommendations offered during shopping, robots greeting customers, and virtual assistants providing 

customer service are widely used in this field (Huang & Rust, 2021). So, artificial intelligence has 

revolutionized customers' personalized marketing experience. Artificial intelligence-supported 

personalization can be approached from different perspectives. These are expressed as personalized 

profiling, navigation, nudging, and retention (Gao & Liu, 2022). Therefore, using thinking AI for 

personalized marketing actions is promising for marketers. 

 

This study aims to establish a theoretical framework by reviewing publications on personalized 

marketing and artificial intelligence through bibliometric analysis. To achieve this goal, 163 distinct 

studies listed in the Scopus database between 1996 and 2023, including the terms personalized 

marketing and artificial intelligence in their titles, abstracts, or keywords, have been thoroughly 

evaluated. Additionally, this study provides evidence of the combined effectiveness of personalized 

marketing and artificial intelligence and discusses personalized marketing in detail, offering suggestions 

for its future with artificial intelligence. In addition, the study examined personalized marketing and 

artificial intelligence research indexed in Scopus by bibliometric analysis using qualitative research 

methods. Therefore, the research aims to answer the following research questions: 
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RQ1: What are the document types of personalized marketing and artificial intelligence indexed in 

Scopus? 

 

RQ2: What is the distribution of articles related to personalized marketing and artificial intelligence 

indexed in Scopus based on years? 

 

RQ3: What are the average annual citations of personalized marketing and artificial intelligence indexed 

in Scopus? 

 

RQ4: What is the distribution of authors' production over time-related to personalized marketing and 

artificial intelligence indexed in Scopus based on years? 

 

RQ5: Which affiliations contribute the most to the literature on personalized marketing and artificial 

intelligence? 

 

RQ6: Which countries (corresponding authors) contribute the most to the literature on personalized 

marketing and artificial intelligence? 

 

RQ7: Which countries are most cited on personalized marketing and artificial intelligence? 

 

RQ8: Which are the most globally cited documents on personalized marketing and artificial 

intelligence? 

 

RQ9: What are the most frequently used words related to personalized marketing and artificial 

intelligence indexed in Scopus? 

 

RQ10: Who are the collaboration networks related to personalized marketing and artificial intelligence 

authors indexed in Scopus? 

 

This research is organized as follows: First, the concepts of personalized marketing and artificial 

intelligence are explained in the literature. Then, these concepts have been examined in detail from a 

marketing perspective. This was followed by a bibliometric analysis process provided in the 

methodology section. In the last section, our findings are detailed, and the study's contributions are 

presented. 

 

2. THE USE OF PERSONALIZED MARKETING 

Personalized marketing goes beyond traditional one-size-fits-all approaches by recognizing the 

uniqueness of each consumer. Businesses can collect and analyze extensive information by employing 

data analytics to gain valuable insights into customer preferences, purchasing patterns, and interests. 

These insights enable companies to create tailored marketing campaigns that resonate with consumers 

personally, fostering brand loyalty and driving conversion rates. Based on individual preferences, 

personalized emails resulted in higher open rates, click-through rates, and conversions than generic 

email campaigns. The main topics covered in these studies are as follows: 

 

Firstly, the role of personalization in mobile app engagement revealed that personalized experiences 

within mobile apps significantly improved user engagement and satisfaction. (Kim & Baek, 2018). 

Secondly, personalized advertising and its effects like preferences and demographics positively 

impacted consumer trust and increased their intention to purchase. Personalized advertisements increase 
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consumers' perception of relevance, leading to higher engagement and purchase intent (Setyani, 2019). 

Thirdly, the effectiveness of personalized recommendations in e-commerce revealed that personalized 

product recommendations significantly increased conversion rates and customer satisfaction (Pappas, 

2017). The effectiveness of personalized recommendations is also great in the e-commerce industry. 

Because personalized product recommendations significantly increase customer engagement and 

satisfaction, leading to higher conversion rates and repeat purchases.  

 

Besides these, personalized marketing goes beyond generic bulk marketing and recognizes the unique 

characteristics of each customer. By leveraging advanced data analytics and insights, businesses can 

collect and analyze vast amounts of information to understand individual customer behavior, 

preferences, and purchasing patterns. This understanding allows companies to create custom marketing 

campaigns that resonate personally, increase customer loyalty, and drive higher conversion rates 

(Rosário & Raimundo, 2021). In addition, personalized content also has an impact on social media 

interaction. Exclusive content personalized to personal interests and preferences leads to increased 

customer engagement, including likes, shares, and comments on social media platforms. Thus, 

personalized content increases customer participation and interaction on social media platforms (Kumar, 

2019). However, personalized email marketing campaigns can be tailored to individual preferences and 

past interactions (Khedkar & Khedkar, 2021). In this case, personalized emails result in higher open 

rates, click-through rates, and conversions than non-personalized emails (Sahni, 2018). Besides all these, 

this type of marketing is also used to personalize tourism services. It increases efficiency and 

productivity in the tourism sector, especially with its big data and artificial intelligence strategy Samara 

et al. (2020).  

 

Therefore, personalized marketing provides valuable insights into the effectiveness of marketing 

strategies across various channels, including email, e-commerce, social media, and mobile apps. By 

leveraging these insights, businesses can create targeted and personalized marketing campaigns that 

enhance customer experience, drive conversion rates, and foster long-term customer loyalty. 

 

3. THE BENEFITS OF PERSONALIZED MARKETING 

 

The benefits of personalized marketing include enhanced customer experience, increased customer 

engagement, and improved conversion rates. By delivering relevant and personalized content, 

businesses can build stronger customer connections, increase brand loyalty, and drive long-term 

customer relationships. 

 

Enhanced Customer Experience 

 

Personalized marketing enables businesses to deliver relevant content, recommendations, and offers to 

individual customers, creating a more satisfying and engaging. Businesses can foster stronger 

connections with their target audience by catering to specific needs and interests. Personalized marketing 

enables businesses to deliver customized content, recommendations, and offers to individual customers, 

resulting in a more satisfying and engaging experience  (Bilgeri, 2020). By catering to specific needs 

and interests, businesses can establish stronger connections with their target audience, increasing 

customer satisfaction and loyalty. Personalized marketing enables businesses to create meaningful and 

relevant customer interactions, increasing engagement (Mohieldin, 2022). Personalized 

recommendations and tailored content significantly improve customer engagement levels. By delivering 

personalized messages and offers based on individual preferences, businesses can capture the attention 

and interest of their target audience more effectively. 
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Increased Conversion Rates 

 

Personalized marketing significantly enhances conversion rates by presenting customers with 

customized product recommendations and offers. Studies have shown that personalized product 

recommendations can lead to a substantial increase in sales and customer satisfaction. One of the critical 

advantages of personalized marketing is its ability to drive higher conversion rates. Businesses can 

significantly increase the likelihood of conversion by delivering targeted and personalized product 

recommendations. In addition, personalized content on social media platforms led to higher conversion 

rates (Bag et al., 2022). By presenting customers with tailored content based on their preferences, 

businesses can increase the chances of converting leads into paying customers. Studies have shown that 

personalized product recommendations can substantially increase sales and customer satisfaction, as 

customers are more likely to engage with and purchase personalized offerings (Mahakal, 2023). 

 

Improved Customer Satisfaction, Loyalty, and Retention 

 

Personalized marketing helps build lasting customer relationships by tailoring messages and experiences 

to individual preferences. This approach cultivates loyalty and reduces customer churn Studies suggest 

that personalized content generates higher engagement and reduces unsubscribe rates (Hasanzada, 

2023). Personalized marketing plays a crucial role in building customer loyalty and retention. 

Personalized marketing strategies positively impact customer loyalty and retention rates. Businesses can 

strengthen customer relationships and foster long-term loyalty by tailoring marketing messages, offers, 

and experiences to individual customers (Alsoud et al., 2023). 

 

Personalized marketing helps build lasting customer relationships by tailoring messages and experiences 

to individual preferences. This approach cultivates loyalty and reduces customer churn Studies suggest 

that personalized content generates higher engagement and reduces unsubscribe rates, leading to 

improved customer retention and brand advocacy (Kurolov, 2023). Personalized marketing fosters a 

sense of individual attention and care, resulting in higher levels of customer satisfaction. Personalized 

email marketing campaigns lead to greater customer satisfaction. By delivering personalized content 

and offers that align with customers' interests and preferences, businesses can create a positive customer 

experience that enhances satisfaction and loyalty.  

 

4. THE ROLE OF ARTIFICIAL INTELLIGENCE IN PERSONALIZED MARKETING 

 

In the digital era, personalized marketing has become a powerful strategy for businesses to connect with 

their target audience individually. Personalized marketing has significantly transformed with the rapid 

advancements in artificial intelligence. The relationship between personalized marketing and AI 

emphasizes how AI technologies shape and enhance personalized marketing efforts (Nwachukwu & 

Affen, 2023). The synergy between personalized marketing and AI is expected to grow even more vital. 

As AI technologies advance, businesses will have access to more sophisticated tools for analyzing 

customer data, understanding behavior patterns, and delivering personalized experiences. The 

integration of AI with other emerging technologies like augmented reality (AR) and virtual reality (VR) 

has the potential to revolutionize personalized marketing further, creating immersive and highly tailored 

customer interactions (Ayub et al., 2023). It is possible to examine the role of artificial intelligence in 

personalized marketing in several categories. 

 

Data Analysis and Customer Segmentation 

 

Artificial intelligence is vital in analyzing vast customer data and identifying patterns and trends. By 

employing AI algorithms, businesses can segment their customer base more accurately, enabling 



İstanbul Nişantaşı Üniversitesi                                                                                                07-09 Eylül 2023 / ISTANBUL 

 

 
 

68 
 
 

personalized marketing campaigns tailored to specific customer groups. Therefore, AI-assisted data 

analysis increases the accuracy of customer segmentation and facilitates the implementation of effective 

personalized marketing strategies (Alves Gomes & Meisen, 2023). 

 

Predictive Analytics and Recommendation Systems 

 

AI algorithms enable predictive analytics, allowing businesses to anticipate customer preferences and 

behaviors. By leveraging historical data, AI-powered recommendation systems can offer personalized 

product recommendations in real-time (Noranee & bin Othman, 2023). Personalized recommendations 

generated by AI algorithms significantly increased customer engagement and conversion rates 

(Bracanović, 2019). 

 

Natural Language Processing and Chatbots 

 

AI technologies, such as natural language processing (NLP) and chatbots, enhance customer interactions 

and support personalized marketing efforts. AI-powered chatbots can provide personalized assistance, 

answer customer queries, and offer product recommendations based on individual preferences (Kasimu 

et al., 2023). AI-driven chatbots improved customer satisfaction and reduced response times, enhancing 

personalized experiences (Ikumoro & Jawad, 2019). 

 

Dynamic Content Optimization 

 

AI enables dynamic content optimization, allowing businesses to deliver personalized content tailored 

to customers' preferences and interests. Through AI-powered algorithms, businesses can automate the 

process of content creation, delivery, and optimization, ensuring that customers receive relevant and 

engaging content across various channels (Kong & Lu, 2021). The effectiveness of AI-driven dynamic 

content optimization in enhancing customer engagement and conversion rates Bothorel & Pez‐pérard, 

2019). 

 

5. AI POWERED PERSONALIZED MARKETING 

 

Personalized marketing utilizes various channels and mediums like email, websites, social media 

platforms, mobile apps, and e-commerce platforms to deliver personalized experiences. It often involves 

collecting and analyzing customer data, such as browsing history, purchase history, demographic 

information, and engagement patterns, to segment customers into specific groups and create 

personalized marketing strategies for each segment. The future of personalized marketing will hold great 

potential for businesses as advancements in technology and data analytics continue to shape the 

marketing landscape. Here are some key aspects that await businesses in the future of personalized 

marketing: 

 

Greater Personalization 

 

Businesses will have even more sophisticated tools and technologies to gather and analyze customer 

data, allowing more profound insights into individual preferences and behaviors. This will enable 

businesses to deliver highly personalized experiences, offers, and recommendations tailored to each 

customer's needs and interests (Hemker et al., 2021). 

 

Artificial Intelligence Integration 

 

Artificial intelligence will play a significant role in the future of personalized marketing. Machine 

learning algorithms will be utilized to analyze vast amounts of customer data in real time, enabling 
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businesses to automate personalized recommendations, content creation, and targeted advertising. AI-

powered chatbots and virtual assistants will also provide personalized customer interactions and support 

(Huang & Rust, 2021). 

 

Omnichannel Personalization 

 

Personalized marketing will extend across multiple channels and touchpoints seamlessly. Businesses 

can create cohesive and personalized customer experiences regardless of their channel or device. This 

includes personalized messaging on websites, tailored email campaigns, personalized social media 

interactions, and customized experiences within physical stores (Gitter, 2020). Furthermore, the rise of 

omnichannel marketing will enable businesses to create seamless and consistent personalized 

experiences across various touchpoints. By integrating data from different channels and platforms, 

businesses can gain a holistic understanding of their customers and deliver personalized messages and 

offers at the right time and through the proper channels (Grewal et al., 2020). 

 

Hyper-Personalization and Real-Time Marketing 

 

Personalized marketing will become more individualized and real-time. Businesses will leverage real-

time data to deliver personalized offers and recommendations, enhancing customer engagement and 

increasing conversion rates. Hyper-personalization will focus on delivering relevant content and offers 

to customers at the right time through the right channel (Desai, 2022). 

 

Privacy and Data Ethics 

 

As personalized marketing relies heavily on customer data, privacy concerns, and data ethics will play 

a crucial role in its future. Businesses must prioritize transparency, data security, and compliance with 

privacy regulations. Building customer trust through responsible data-handling practices will be 

essential for sustained success (Hermann, 2022). 

 

Emotional and Experiential Personalization 

 

Personalized marketing will go beyond transactional interactions and focus on creating emotional 

customer connections. Businesses will aim to deliver personalized experiences that evoke positive 

emotions, building stronger brand loyalty and advocacy. Experiential personalization will involve 

interactive and immersive experiences that cater to individual preferences and engage customers on a 

deeper level (Chandra et al., 2022). 

 

As technology advances, the future of marketing will undoubtedly be driven by personalized strategies. 

With the increasing availability of data and advancements in artificial intelligence, businesses will have 

even more opportunities to deliver highly targeted and personalized marketing campaigns. Personalized 

marketing will become more sophisticated, utilizing predictive analytics and machine learning 

algorithms to anticipate customer needs and preferences (Paul et al., 2023). Overall, the future of 

personalized marketing holds immense opportunities for businesses to create highly tailored and 

relevant customer experiences. By leveraging advanced technologies, embracing data-driven insights, 

and prioritizing ethical considerations, businesses can drive customer satisfaction, loyalty, and long-

term success in the increasingly customer-centric marketing landscape. 
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6. METHODOLOGY 

 

This research aims to examine studies related to personalized marketing and artificial intelligence in the 

marketing field. A descriptive research model was used in this research. Descriptive research can be 

defined as explaining a specific event, phenomenon, or situation with its existing characteristics 

(Büyüköztürk et al., 2016). The research data has been obtained from the Scopus database. The Scopus 

database is used because its scope is more comprehensive than the Web of Science (WoS) database, and 

it is a good alternative for citation analysis. Analyses were conducted using the Bibliometrix package 

and Biblioshiny in R Studio with the help of the R programming language. This package program, used 

in bibliometric analysis, is beneficial for research. Bibliometric research identifies new information, 

conceptual developments, the volume of data, citation network, and trends of researchers over time, 

institutions, or countries (Aria & Cuccurullo, 2017). 

 

The universe of the study consists of the articles obtained by scanning the keywords, title, and abstract 

section of “personalized AND marketing AND artificial AND intelligence” word group between 1996 

and 2023 in the Scopus database. This search in the Scopus database was carried out in August 2023. 

Since 2023 is still ongoing, the results cover the period until August 2023. Findings regarding the 

publications obtained from the analysis of the studies in the periods; distribution by years, activity level 

by country, keywords, citation rates, etc., explained with graphics. 

 

7. FINDINGS 

 

7.1. General Findings Regarding Publications 

 

Studies on personalized marketing and artificial intelligence registered in the Scopus database have been 

published by 530 authors in 163 different sources between 1996 and 2023 (August), as seen in Table 1. 

The analysis extends until August 2023, as the year must be completed. Certain publications initiated 

the publication process around this time and are recorded in the Scopus database, scheduled for 

publication in 2024. That's why 2023 publications are very few, but they are expected to increase 

quickly. The average number of citations per article is 11.88, and the average number of authors 

appearing in the articles is 3.43. Among the total publications, 33 are single-authored publications. Of 

these publications, 58 are articles, 19 are book chapters, 62 are conference papers, 9 are conference 

reviews, and the rest are reviews, books, short surveys, and editorial publications. 
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Table 1. Main Information about Publications 

 

Description Results 

MAIN INFORMATION ABOUT DATA  
Timespan 1996:2023 

Sources (Journals, Books, etc) 132 

Documents 163 

Annual Growth Rate % 0 

Document Average Age 3,8 

Average citations per doc 11,88 

References 1 

DOCUMENT CONTENTS  
Keywords Plus (ID) 1290 

Author's Keywords (DE) 510 

AUTHORS  
Authors 530 

Authors of single-authored docs 33 

AUTHORS COLLABORATION  
Single-authored docs 41 

Co-Authors per Doc 3,43 

International co-authorships % 19,02 

DOCUMENT TYPES  
Article 58 

Book 2 

Book Chapter 19 

Conference Paper 62 

Conference Review 9 

Editorial 2 

Review 9 

Review Conference Review 1 

Short Survey 1 

 

7.2. Publications over the Years 
 

The number of publications between 1996 and 2023 is shown in Figure 1. It is observed that there has 

been an increase in studies on personalized marketing and artificial intelligence in recent years. The 

number of publications has risen steadily since 2018. As the study was conducted in August 2023, it 

only covers some publications for 2023. Additionally, publications for the year 2024 are in the 'ahead 

of print' stage. Accordingly, five publications were identified in 2018, 21 publications in 2019, 19 in 

2020, 25 in 2021, 33 in 2022, and 31 publications have been identified in 2023, even though the year 

still needs to be completed. 
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Figure 1. Annual Publications 

 

 

7.3. Average Citations Per Year 

 

Citation evaluations for the 163 studies published over the 27 years can be seen in Table 2. Based on 

the average total citations per article, the highest average is 7.43, which occurred in 2019. In addition, a 

rapid increase in the number of citations and articles has been observed after this year. 

 

Table 2. Average Citations Per Year 

 
Year Mean TC per Art N Mean TC per Year Citable Years 

1996 5 1,00 0,18 28 

1999 4 1,00 0,16 25 

2001 68 2,00 2,96 23 

2002 3 1,00 0,14 22 

2004 25 1,00 1,25 20 

2005 22,33 3,00 1,18 19 

2006 0 1,00 0,00 18 

2008 2 1,00 0,12 16 

2010 28 1,00 2,00 14 

2011 1,33 3,00 0,10 13 

2012 6,33 3,00 0,53 12 

2014 14 1,00 1,40 10 

2015 21 2,00 2,33 9 

2016 10,5 2,00 1,31 8 

2017 12,8 5,00 1,83 7 

2018 10 5,00 1,67 6 

2019 37,14 21,00 7,43 5 

2020 15,26 19,00 3,82 4 

2021 8,48 25,00 2,83 3 

2022 4,82 33,00 2,41 2 

2023 0,39 31,00 0,39 1 
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7.4. Most Relevant Sources 

 

One element that makes concepts more academically noticeable is the sources where related studies are 

published. Therefore, the top 10 journals where studies on the subject are published are essential (see 

Table 3). Accordingly, the journal where the most frequently cited publications are found is the "Lecture 

Notes in Computer Science (LNCS)." The LNCS is a Springer publication focusing on computer science 

and information technology research. The journal explicitly accepts articles that contribute to theoretical 

and experimental studies, methodology development, and applied aspects of new technologies. The 

journal contains publications from the "Acm International Conference Proceeding Series" conference in 

second place. 

 

Table 3. Most Relevant Sources 
 

Sources Articles 

LECTURE NOTES IN COMPUTER SCIENCE 8 

ACM INTERNATIONAL CONFERENCE PROCEEDING SERIES 6 

LECTURE NOTES IN NETWORKS AND SYSTEMS 5 

APPLIED MARKETING ANALYTICS 3 

LECTURE NOTES IN ELECTRICAL ENGINEERING 3 

CEUR WORKSHOP PROCEEDINGS 2 

COMMUNICATIONS IN COMPUTER AND INFORMATION SCIENCE 2 

ELECTRONIC COMMERCE RESEARCH 2 

EXPERT SYSTEMS WITH APPLICATIONS 2 

INTERNATIONAL CONFERENCE ON INFORMATION SYSTEMS  2 

 

  

7.5. Authors' Production over Time 

 

Figure 2 shows the authors' publication production over time. For example, Tsadiras A. has two 

publications in 2012 and one in 2021. Viktoratos I. has two publications in 2012 and 1 publication in 

2021. Apart from this, Bassliades N. has two publications in 2012. In the Figure 2, circles are more 

significant for those with more articles and citations than in other years. 

 
 

Figure 2. Authors' Production over Time 
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7.6. Most Relevant Affiliations 

 

This section discusses the most relevant affiliations from which publications are made. As shown in 

Figure 3, the central institution is ARISTOTELES UNIVERSITY OF THESSALONIKI, which has six 

publications in personalized marketing and artificial intelligence. AMITY UNIVERSITY, FLORIDA 

STATE UNIVERSITY, NANYANG TECHNOLOGY UNIVERSITY, NATIONAL YANG MING 

CHIAO TUNG UNIVERSITY, SWINBURNE TECHNOLOGY UNIVERSITY, and ILLINOIS 

UNIVERSITY is the second-largest affiliate with three publications. 
 

Figure 3. Most Relevant Affiliations 

 

7.7. Corresponding Author's Countries 

 

Figure 4 states that the corresponding authors were most commonly found in China (Number of articles 

26; SCP=22; MCP=4). Next, the top five corresponding author's countries are India (Number of articles= 

10; SCP=8; MCP= 2), USA (Number of articles= 200; SCP=53; MCP= 8), United Kingdom (Number 

of articles= 8; SCP=6; MCP= 2), and Greece (Number of articles= 7; SCP=6; MCP= 1) ranked. 

 
 

Figure 4. Corresponding Author's Countries 
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Table 4 provides the number, ratio, and frequencies of publications according to the country and the 

status of single-country publications (SCP) or multiple-country publications (MCP). 

 
 

Table 4. Corresponding Author's Countries 

 

Country Articles SCP MCP Freq MCP_Ratio 

CHINA 26 22 4 0,16 0,15 

INDIA 10 8 2 0,061 0,20 

USA 10 7 3 0,061 0,30 

UNITED KINGDOM 8 6 2 0,049 0,25 

GREECE 7 6 1 0,043 0,14 

KOREA 4 2 2 0,025 0,50 

AUSTRALIA 3 2 1 0,018 0,33 

GERMANY 3 2 1 0,018 0,33 

FRANCE 2 1 1 0,012 0,50 

 

 

7.8. Most Cited Countries 

 

In Figure 5, the most cited countries were the United Kingdom (Number of citations= 413), China (N= 

273), Germany (N=177), USA (N= 157), and Korea (N= 145), respectively. Compared to others, an 

average of article citations (59) were made to articles in Germany. The average number of article 

citations in the United Kingdom had the second value, with 51.60. 

 
 

Figure 5. Most Cited Countries 

 

 

7.9. Most Globally Cited Documents 
 

Table 5 shows the most cited documents globally, published by academics in different 

publications. This table consists of five parts. First, it shows the author's name of the 

publication, publication years, and the journal or conference. Second, the Digital Object 

Identifier (DOI) is a permanent identifier or identifier standardized by the International 
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Organization for Standardization (ISO) used to identify various objects uniquely. The third part 

of this table shows the Total Citation (TC) count. The fourth part is Total Citations per year, 

and finally, the last part is the standardized total citations. Regarding Table 5, the most 

significant number of citations were done to BUHALIS (2019) in the research included in this 

bibliometric research. Then, the most local references were publications of KUMAR (2019), 

STEINHOFF (2019), KIM (2001), TONG (2020). 
 

Table 5. Most Global Cited Documents 

 

Paper DOI 
Total 

Cit. 

TC Per 

Year 

Norm. 

TC 

BUHALIS D, 2019, J TRAVEL 

TOUR MARK 
10.1080/10548408.2019.1592059 304 60,80 8,18 

KUMAR V, 2019, CALIF 

MANAGE REV 
10.1177/0008125619859317 179 35,80 4,82 

STEINHOFF L, 2019, J ACAD 

MARK SCI 
10.1007/s11747-018-0621-6 173 34,60 4,66 

KIM JW, 2001, INT J ELECT 

COMMER 
10.1080/10864415.2001.11044215 136 5,91 2,00 

TONG S, 2020, J ACAD MARK 

SCI 
10.1007/s11747-019-00693-3 101 25,25 6,62 

SAMARA D, 2020, J HOSP 

TOUR TECHNOL 
10.1108/JHTT-12-2018-0118 69 17,25 4,52 

SAMALA N, 2022, J TOUR 

FUTUR 
10.1108/JTF-07-2019-0065 64 32,00 13,28 

MADLA CM, 2021, ADV DRUG 

DELIV REV 
10.1016/j.addr.2021.05.014 57 19,00 6,72 

RADESKY J, 2020, PEDIATRICS 10.1542/peds.2020-1681 54 13,50 3,54 

FELFERNIG A, 2005, PROC 

NATL CONF ARTIF INTELL 
NA 44 2,32 1,97 

 
 

7.10. Most Frequent Words 

When the articles included in this research were examined, it was seen that keywords such as 

artificial intelligence (f=69), personalized marketing (f=41), commerce (f=30), sales (f=24), 

electronic commerce (f= 19), machine learning (f=18), human (f=16), big data (f= 12), humans 

(f= 11), and personalized ai (f= 11) were used (see Table 5). 
 

Table 6. Most Frequent Words 

Words Occurrences 

artificial intelligence 69 

personalized marketing 41 

commerce 30 

sales 24 

electronic commerce 19 

machine learning 18 

human 16 

big data 12 

humans 11 

personalized ai 11 
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7.11. Collaboration Network of Authors 

 

Figure 6 illustrates the author's collaboration networks. The productive authors have more articles or 

higher citations in scopes of publications; the result of this study is limited to the collected data used in 

the analysis. As illustrated in Figure 6, the studies are grouped into nine distinct clusters. The frequency 

of the lines connecting the studies indicates the strength of the link between the studies. 

 
 

Figure 6. Authors Collaboration Network 

 

 

 

8. CONCLUSION 

 

Personalized marketing aims to create a more personalized and relevant interaction between the business 

and the consumer. By understanding individual customer characteristics and preferences, businesses can 

deliver tailored content, product recommendations, and promotional offers more likely to resonate with 

the customer and drive engagement. Personalized marketing has revolutionized how businesses connect 

with consumers, providing tailored experiences that resonate individually. By leveraging scientific 

research and data analytics, companies can gain valuable insights into customer preferences, optimize 

marketing campaigns, and foster lasting customer relationships. Personalized marketing is a dynamic 

and practical approach that allows businesses to connect with customers individually. So personalized 

marketing campaigns enhance customer experience, increase conversion rates, and improve customer 

retention. 

 

Artificial intelligence is a game-changer in personalized marketing, empowering businesses to deliver 

targeted, relevant, and engaging customer experiences. Through data analysis, predictive analytics, 

chatbots, and dynamic content optimization, AI enhances the personalization capabilities of marketing 

strategies. The ongoing advancements in AI technology indicate a promising future for personalized 

marketing, where businesses can deepen customer relationships and drive business growth through AI-

powered personalization. 

 

The research aims to explore the relationship between personalized marketing and artificial intelligence 

in marketing using a bibliometric research model and data from the Scopus database. Analyses were 

performed using the Bibliometrix package and Biblioshiny in R Studio. Publications (1996-2023) on 
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the subject have risen since 2018, with 530 authors contributing to 163 sources. Types of publications 

vary, including articles, book chapters, conference papers, and more. The average citation rate per article 

is 11.88. The top journals where most of the cited work is published are the "Lecture Notes in Computer 

Science" and "ACM International Conference Proceeding Series ."As for geographical distribution, the 

most contributions are from institutions like Aristoteles University of Thessaloniki and Amity 

University. China has the highest number of corresponding authors, followed by India, the USA, the 

UK, and Greece. The most cited countries for these publications are the United Kingdom, China, 

Germany, the USA, and Korea, with Germany having the highest average citations per article. The most 

globally cited documents include works by authors like Buhalis and Kumar, with hundreds of citations. 

Frequently occurring keywords in the research are artificial intelligence, personalized marketing, 

commerce, and sales. The author collaboration network shows that authors like Bassiliades, Viktoratos, 

and Tsadiras are remarkably productive and have contributed more articles or have higher citation 

counts. Overall, the study provides a comprehensive bibliometric analysis, revealing trends and patterns 

in the rapidly growing field of personalized marketing and AI. 

 

In conclusion, personalized marketing offers businesses a powerful approach to connecting with 

consumers individually. Companies can tailor their marketing efforts to meet customers' preferences 

and needs. Therefore, AI-powered personalized marketing strategies improve the customer experience, 

increase conversion rates, and improve customer retention. As businesses continue to embrace AI-

powered personalized marketing, they can unlock new opportunities for growth and build stronger 

connections with their target audience. 
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