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Abstract
With the rapid development of Artificial Intelligence (AI) technology, its application in the marketing
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field has become increasingly widespread, gradually emerging as a key tool for enhancing consumer
experience and optimizing marketing effectiveness. This paper explores various applications of Al
technology in consumer experience, including personalized recommendation systems, Al customer
service, sentiment analysis, and virtual reality (VR) and augmented reality (AR). Furthermore, the
paper analyzes the mechanisms through which Al technology enhances marketing effectiveness,
such as precise targeting of user groups, optimization of marketing content and channels, and real-
time feedback and adjustment. The paper also discusses the challenges Al faces in marketing appli-
cation, including data privacy and security, technology acceptance and trust, as well as the cost and
investment of technology, and proposes corresponding strategies to address these challenges. Fi-
nally, the paper summarizes the key role Al plays in modern marketing and provides and outlook
on future development trends. With ongoing technological advancements and market maturation,
Al will become an indispensable tool for improving consumer experience and marketing effective-
ness, helping businesses achieve more refined and personalized marketing goals.
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