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Abstract

This study aims to examine the impact of artificial intelligence on enhancing targeting in online marketing
campaigns through the lens of digital marketing experts’ experiences. This qualitative research adopted a
phenomenological approach. Data were collected through semi-structured interviews with 16 digital
marketing professionals based in Tehran. Thematic analysis was conducted using NVivo software.
Participants were purposefully selected, and interviews continued until theoretical saturation was reached.
The results revealed four main domains in which Al enhances advertising targeting: (1) intelligent
optimization of audience targeting through behavioral analysis and real-time data, (2) improved campaign
efficiency through resource optimization and outcome prediction, (3) accelerated decision-making and
process automation, and (4) enhanced user experience and message consistency across platforms. These
themes were derived from 20 axial codes and 37 initial open codes. Atrtificial intelligence has the potential
to transform advertising targeting into a dynamic, data-driven, and personalized process. Effective
integration of Al not only improves campaign effectiveness and user engagement but also enhances
customer experience and message coherence. However, its widespread use requires ethical
consideration, transparent governance, and alignment with local business contexts.
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Extended Abstract
Introduction
The digital transformation era has radically reshaped the landscape of marketing and advertising.
Traditional mass-targeting techniques are increasingly being replaced by precision-based, data-
driven methods powered by emerging technologies, particularly artificial intelligence (Al) (Kumar,
2025; Verma & Fatma, 2025). Al is redefining the dynamics of online marketing by enabling systems
that can learn, predict, and optimize advertising strategies in real-time. Its applications span various
layers of the marketing value chain, but one of the most significant impacts is evident in how
organizations approach audience targeting in online campaigns (Boskovic et al., 2025; Mathew, 2025).
Al technologies such as machine learning, natural language processing, and predictive analytics
provide marketers with unprecedented insight into consumer behaviors, preferences, and
interactions. These tools allow for precise segmentation, personalized content delivery, and timing
optimization, thereby significantly improving campaign outcomes (SEnyapar, 2024; Tanwar et al.,
2024). As personalization becomes a key differentiator in competitive markets, companies are under
increasing pressure to leverage Al not only for automation but also for enhancing the quality and
relevance of user engagement (Isha & Isaacs, 2025; Verma, 2025).
Several studies underscore Al's role in improving user experience through tailored content,
predicting purchase intent, and dynamically adjusting marketing messages based on real-time data
inputs (Suryathi & Mariani, 2024; Triteos et al., 2024). In particular, the ability of Al systems to analyze
complex behavioral datasets allows for more accurate prediction of user responses, optimizing
advertising resource allocation and minimizing wastage (Putra, 2024; Tauheed et al.,, 2024).
Moreover, Al empowers marketers to generate micro-targeted advertising that aligns with each
consumer's cognitive and emotional profile—thus increasing conversion rates and long-term brand
engagement (Singh, 2024; T. et al., 2024).
Despite these advancements, the adoption of Al in advertising targeting still faces operational,
ethical, and infrastructural challenges. Concerns over algorithmic bias, data privacy, and
interpretability of Al decisions continue to dominate the discourse around its responsible application
(Chaturvedi, 2025; Ocak, 2024). Especially in emerging economies and culturally diverse markets,
the integration of Al-driven systems with localized marketing strategies remains a complex and
evolving area (Lyndyuk et al., 2024; Septeanny et al., 2024). Therefore, exploring the lived experiences
of professionals using Al in online advertising targeting can illuminate practical insights and context-
sensitive applications that quantitative models may overlook.
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This study investigates how Al enhances advertising targeting in online campaigns from the
perspective of digital marketing professionals operating in Tehran. It seeks to identify the core
processes, perceived benefits, and implementation mechanisms associated with Al-powered
targeting, using a qualitative approach grounded in in-depth interviews and thematic analysis.
Methods and Materials

This qualitative study employed a phenomenological design to capture the lived experiences and
perspectives of experts using Al in online advertising. A total of 16 participants were selected through
purposive sampling based on their direct involvement in digital marketing operations within Tehran.
Semi-structured interviews were conducted to allow for flexible exploration of key themes, with each
session lasting between 45 and 60 minutes. Data collection continued until theoretical saturation
was reached. Interviews were audio-recorded with consent, transcribed verbatim, and analyzed
using thematic analysis with the aid of NVivo software. The open, axial, and selective coding
framework was used to progressively distill meaning from the data and develop central thematic
structures.

Findings

The findings of this study were categorized across three levels of coding: open, axial, and selective.
Initially, 37 open codes were identified from participant narratives, capturing discrete ideas and
reflections related to Al-driven advertising targeting. These open codes included concepts such as
“behavioral prediction,” “audience segmentation,” “real-time optimization,” “automated decision-
making,” “budget efficiency,” and “message personalization.”

These were then grouped into 20 axial codes representing broader thematic categories. Key axial
codes included “behavioral data analysis,” “personalization of advertisements,” “campaign
efficiency,” “automation of marketing processes,” “real-time performance tracking,” “emotional
targeting,” and “inter-platform consistency.” These axial codes reflected the most salient recurring
patterns that described how Al was being used to enhance the precision, responsiveness, and
effectiveness of online campaigns.

At the final level of analysis, four selective codes were developed as core conceptual categories
around which the entire thematic structure was organized:

1. Intelligent Optimization of Targeting — Al’s role in refining segmentation, timing, and
personalization strategies using behavioral and predictive analytics.

2. Enhanced Campaign Efficiency — Al-driven improvements in budget allocation, ROI, and
resource management in digital marketing campaigns.

3. Process Automation and Decision Acceleration —Use of Al to reduce manual intervention,
enable continuous campaign adjustment, and optimize response times.

4. Integrated User Experience and Message Coherence — Al-enabled consistency in
messaging across platforms, alignment with user emotions, and creation of meaningful digital
experiences.

Together, these categories illustrated a comprehensive framework of how Al transforms the
mechanics and strategic depth of advertising targeting in digital contexts.

Discussion and Conclusion

The results of this study highlight a multidimensional impact of artificial intelligence on the process
of advertising targeting in online marketing campaigns. Participants emphasized that Al significantly
improves the ability to understand and predict user behavior, thereby enabling highly accurate
segmentation and personalized message delivery. This precision, in turn, contributes to a higher
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level of engagement and conversion, positioning Al not just as a tool of automation but as a strategic
enabler of campaign effectiveness.

The analysis also revealed that Al facilitates a more agile and responsive marketing environment.
Campaigns powered by Al can adapt in real time to user interactions and external variables, thereby
maximizing efficiency and minimizing advertising waste. Automation of routine decisions and
predictive adjustments to messaging also reduce human error and enhance performance across
different stages of the marketing funnel.

Equally important is Al's contribution to improving the user experience. Rather than presenting one-
size-fits-all messages, Al empowers marketers to design experiences that are contextually relevant
and emotionally aligned with user expectations. This not only strengthens brand-consumer
relationships but also reinforces trust and loyalty in digital environments saturated with content.
However, the findings also suggest the need for thoughtful integration of Al systems. While the
benefits are numerous, they do not come without risks. Marketers must balance efficiency with
ethical considerations, ensuring that personalization does not cross the boundaries of user privacy
or result in algorithmic discrimination. Transparency, accountability, and adaptability are therefore
essential attributes of successful Al adoption in marketing.

Overall, this study provides a conceptual map of how Al enhances targeting capabilities in online
advertising, grounded in the real-world practices and reflections of experienced professionals. It
contributes to both academic understanding and practical implementation by outlining the thematic
intersections of technology, strategy, and human behavior in contemporary marketing.
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