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Abstract: This study explores the role of Artificial Intelligence (AI) in strategic market development and 
business growth. It aims to examine how AI innovations create new opportunities, enhance operational 
efficiencies, and drive competitive advantages for businesses across various sectors. This study relies 
significantly on previously published literature and secondary data sourced from esteemed academic 
databases, including Web of Science, SCOPUS, Google Scholar, and Research gate. Initially, we collected 
a dataset of 300 papers spanning the period from January 2020 to 2024. After a rigorous screening process, 
we narrowed it down to 65 papers to derive the desired insights and produce robust results. AI is 
revolutionizing market strategies by enabling personalized marketing, optimizing supply chains, and 
improving decision-making through predictive analytics. Companies are leveraging AI for automating 
customer service, enhancing product development, and discovering new business models. The study also 
highlights AI’s potential in facilitating global market expansion and localized product offerings. The 
findings suggest that AI is central to enhancing business efficiency, innovation, and customer satisfaction. 
However, ethical concerns such as data privacy, algorithmic bias, and regulatory challenges remain 
significant barriers to AI adoption. Companies must balance innovation with responsible AI use to ensure 
long-term success and sustainability. Businesses adopting AI technologies can gain a competitive edge by 
improving operational efficiency and creating more tailored customer experiences. However, they must 
invest in AI transparency, employee reskilling, and regulatory compliance to mitigate risks associated 
with AI deployment. Further research is needed to explore the ethical and societal impacts of AI, including 
its role in job displacement and its potential for environmental sustainability. The integration of AI with 
emerging technologies like blockchain and IoT also offers exciting opportunities for future growth. 
Organizations should invest in AI solutions aligned with business objectives, ensuring ethical practices 
and continuous innovation to maintain a competitive edge in the evolving market landscape. 
Keywords: AI-driven decision making, Artificial intelligence, Business growth and acceleration, Customer personalization,  
Market development, Predictive analytics, Strategic innovation.  

 
1. Introduction  

According to Manoharan et al. (2024), Artificial Intelligence (AI) offers countless potential for 
businesses to grow sustainably in the modern era of technology. Artificial Intelligence is a relatively new 
phrase in technology that helps businesses create strategies to stay competitive (Sullivan & Fosso Wamba, 
2024). With the use of tools like big data analysis, machine learning, natural language processing, 
predictive analysis, and others, it helps businesses grow and expand more quickly (Paramesha et al., 2024). 
High performance artificial intelligence speeds up the growth of businesses on a big scale. Scholars are 
drawn to it because of its revolutionary effects on the acceleration and business growth.  A study found 
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that about 63% of businesses surveyed, who implemented AI for cost reduction and resource optimization, 
witnessed a revenue boost and increased ROI (Peretz-Andersson et al., 2024). Technological 
advancements are influencing company tactics, particularly in marketing initiatives, and altering 
consumer behaviour. As a result, AI for marketing is now widely used in most industries (Hossain et al., 
2024). Research in the intersection of artificial intelligence (AI) and marketing has received increased 
attention in recent years (Manoharan et al., 2024), as calls for research have encouraged deeper 
investigation of AI-related subjects and their roles in marketing (Bhuiyan et al., 2024). 

Around the world, artificial intelligence is changing traditional businesses (Keegan et al., 2024). The 
AI is currently performing the tasks that a man once completed. AI has played a more dynamic role in 
recent years in helping businesses create new markets and drive growth (Sullivan & Fosso Wamba, 2024). 
Big data and AI-has led to a paradigm shift in business intelligence, traditionally focused on data collection 
and interpretation for decision making (Zong & Guan, 2024). The process of value creation is one of the 
main segments of business model innovation (BMI) that is clearly connected to AI through its ability to 
solve complex problems based on large data-sets (Roth-Dietrich & Gröschel, 2024). AI can be integrated 
into a wide range of industries, but its applications are practically endless (Rashid & Kausik, 2024).  

According to Hashem (2024), AI adoption, innovation capabilities encompass knowledge, 
organisational routines, processes related to the collection, aggregation, analytics, and application of data 
aimed at automating business processes, gaining insights, and collaborating with internal and external 
organisational members (Bhuiyan et al., 2024). The Department of Energy has been searching for ways 
to help expand the use of artificial intelligence to lead to the acceleration of discoveries (Rahman et al., 
2024). AI can be a general-purpose technology that generates growth through increased productivity and 
product innovation across a wide range of sectors (Babina et al., 2024). Although AI is being applied to 
strategic marketing decision making, the writers are unable to access the data because it is sensitive to 
business interests (Kumar & Rani, 2024). Breakthroughs in product creation driven by AI, with a focus 
on how machine learning algorithms may speed up ideation, prototyping, and personalization (Ogundipe 
et al., 2024). 

AI is definitely something to think about, and while it is currently a buzz in the tech sector, it will 
soon become a new phenomenon (Werbos, 2024). To stay ahead of the curve, businesses are incorporating 
AI into their systems that have the power to revolutionise companies in the future (Aldoseri et al., 2024). 
AI technology is benefiting industries such as finance, healthcare, manufacturing, and retail outlets 
(Rashid & Kausik, 2024). Adopting AI allows businesses to offer personalised user experiences to 
customers and helps financial institutions detect fraud, automate trade, and offer individualised banking 
services (Faraji et al., 2024). AI can help the company better understand its customers and provide them 
with messages that are tailored to them (Ogundipe et al., 2024). Despite all the endless possibilities of AI, 
lots of businesses face problems keeping up with the new technology (Chabani, 2024). There are some 
cons related to AI implementation like data privacy concerns, cost of implementation, integration with 
existing systems (Dasi et al., 2024). 

Additionally, our research will be presented in a way that practitioners can use to better understand 
the potential and challenges of using AI to transform businesses in relation to market development and 
growth through strategic innovation (Kaggwa et al., 2024). The framework functions as a guide that may 
be followed when implementing AI. Our findings will also be utilised to point out gaps in the literature 
and offer suggestions for new directions for investigation (Bhuiyan et al., 2024). 

AI is a ground-breaking technology that is always evolving (Karulkar et al., 2025). AI will also keep 
improving marketing analytics such as Deep learning models, hyper personalization, autonomous 
marketing, and other technologies will all be more sophisticated, precise, and useful (Singh & Kaunert, 
2024). This paper mainly focuses on how to develop a market development plan with the help of artificial 
intelligence. Despite the advancements of AI integration in businesses, there is much more need for long-
term deployment of AI on the organisation culture, workforce understanding, and the evolving market.  
AI is a revolutionary thing, there are more areas to discover, and understanding its impact can give our 
business practises a new dimension (Aldoseri et al., 2024). This technology has opportunities as well as 
challenges, organisations can study more to harness the full potential of AI technologies to achieve 
sustainable growth and dynamic market environments (Keegan et al., 2024). 
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This study aims to understand market development through strategic innovation and business 
growth using artificial intelligence and modern technology (Bhuiyan et al., 2024). Artificial intelligence 
in business acceleration and growth there are many kinds of goals from market development to strategic 
innovation (Hossen, 2024). While existing studies have analysed the immediate benefits of AI in business, 
there is a lack of longitudinal research examining AI's sustained impact on market development over time 
(Hossen et al., 2024). According to Keegan et al. (2024), AI adoption in market strategies is promising, 
but long-term effects on market expansion remain underexplored. Understanding how AI influences 
growth beyond the initial phases of adoption is crucial for sustainable business strategies. Research on 
AI's impact is often generalised and lacks depth when it comes to specific industries. Studies typically offer 
broad insights but fail to address industry-specific dynamics in sectors like healthcare, finance, and retail 
(Faraji et al., 2024). Industry-focused research would provide more actionable insights for firms operating 
in these sectors, as different industries face unique challenges and opportunities in AI adoption (Kaggwa 
et al., 2024). 

Although much has been written about AI's capabilities, limited attention has been paid to ethical and 
privacy challenges associated with AI in business settings (Ajiga, 2024). AI applications often involve 
extensive data collection, raising concerns over customer privacy and data security. This gap highlights 
the need for further research on establishing ethical frameworks and regulatory compliance in AI-driven 
market strategies (Chen, 2024). Many studies focus on AI applications in large corporations, while SMEs, 
which have different resource constraints and strategic needs, are underrepresented (Abrokwah-Larbi & 
Awuku-Larbi, 2024). SMEs have fewer resources for implementing complex AI solutions, yet they stand 
to benefit significantly from tailored AI applications. Exploring AI's impact on SMEs could yield valuable 
insights for promoting inclusive growth in business sectors (Bhuiyan et al., 2024). 

Existing literature often highlights AI's potential but lacks concrete methodologies for quantifying 
its return on investment (ROI) in market development contexts (Hossen et al., 2025). While studies 
discuss current AI technologies, there is limited analysis of how emerging AI advancements—such as 
deep learning, neural networks, and reinforcement learning—may shape future market strategies 
(Beeram, 2024). Investigating these trends could provide a roadmap for organisations seeking to leverage 
cutting-edge AI tools for market expansion and competitive advantage (Durai et al., 2024). By addressing 
these gaps, this research aims to contribute to a more comprehensive understanding of AI's role in market 
development and business growth, particularly by exploring long-term impacts (Uddin & Hossain, 2010), 
industry-specific applications, and the balance of ethical and financial considerations in AI-driven 
strategies (Faraji, et al., 2024). 

Based on the overall discussion in the document, the three research objectives are: 
RO1: To identify how Artificial Intelligence (AI) contributes to sustainable business growth and market 
development strategies. 
RO2: To forecast future trends and emerging AI technologies that will shape the evolution of market 
development and business expansion. 
RO3: To examine the role of AI-driven strategic innovations in enhancing market development, business 
competitiveness, and long-term growth. 
 
2. Literature Review 

Artificial intelligence (AI) technology supports CRM services in marketing across multiple domains, 
including lead generation, social media management, market research, and customer experience 
customization.(Rashid & Kausik, 2024). Businesses are implementing AI-based systems; for instance, 
these systems perform well in diagnosing illnesses and doing repetitive tasks, facilitate driving a car 
(Agrawal et al. 2019), and carrying out human leads (Agrawal et al. 2019). Artificial Intelligence 
Technologies are rapidly being accepted by various industries (Bharadiya et al., 2023). In industries like 
manufacturing, where combining intelligent and interconnected systems is essential, machine learning 
plays a critical role in attaining resilience and efficiency (Ahmed & Miskon, 2020). AI is currently quite 
popular; it can boost business quality and change conventional business procedures (Kaggwa et al., 2024). 
AI aids in the comprehension of customer interaction, which offers a useful foundation for comprehending 
the effects of personalization on artificial intelligence. 

https://www.zotero.org/google-docs/?41U6V4
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In this era, where AI is now a sensation, it has the potential to transform traditional business practices 
and enhance the quality of business (Kaggwa et al., 2024). This review will focus on the recent studies and 
publications that examine the implementation of artificial intelligence in business growth, Business 
Innovation, and market expansion (Abrokwah-Larbi & Awuku-Larbi, 2023). Marketing has changed 
much in the past and will continue to change in the future (Elhajjar, 2024), so the application of AI in 
business will change as a result. 
 
2.1. Ai in Business Growth and Acceleration  

According to Paramesha et al. (2024), AI significantly alters and accelerates company growth which 
is capable of quickly analysing large amounts of data, providing useful insights into business 
circumstances. Market trends and predictive analytics are also a part of this process (D. I. Ajiga et al., 
2024). Artificial intelligence (AI) expedites business by simplifying repetitive tasks like inventory 
management and customer care, saving time and human resources (Halid et al., 2024). With the aid of 
artificial intelligence, businesses may provide their clients more individualised service (Bhuiyan, 2024). 
By giving the correct service to the right clients, AI promotes business growth. Artificial intelligence (AI) 
tools can streamline company processes by automating production lines, cutting waste, and enhancing 
control quality (Shahin et al., 2024). By offering customers more individualised products and services, 
businesses can increase customer satisfaction and loyalty (Amajuoyi et al., 2024). AI has also accelerated 
strategic decision-making for businesses, helped them anticipate future risks and prepare for potential 
disruptions, reduced manual labour and error-prone processes, increased revenue, and decreased 
additional costs (Amajuoyi et al., 2024). Finally, AI has allowed businesses to react in real time to their 
markets by analysing massive amounts of data in real time, which has facilitated business growth (Badmus 
et al., 2024). AI gives businesses the ability to adapt to changing market conditions. AI pushes businesses 
to move toward data-driven business models, in which the strategy and product development are 
influenced by the data (Kaggwa et al., 2024).  
 
2.2. Strategic Innovation in Business 

According to Bhuiyan et al. (2024), AI innovates smart solutions that require significant changes to 
the industry's product and service offerings, such as voice assistance, Internet of Things technologies, and 
self-driving cars. Predictive analytics, business intelligence, and customer relationship management are 
just a few of the areas that AI-based software helps a firm with. AI can forecast when mechanics will need 
maintenance by analysing data, which can save downtime and expensive breakdowns (Ucar et al., 2024).  
RPA (robotic process automation) powered by AI lowers costs by automating repetitive operations for 
the business including data entry, invoice processing, and payroll (Abildtrup, 2024). AI is creating new 
business models, such as AI as a Service (AIaaS), platform-based economies, and business models based 
on subscription and consumption (Toorajipour et al., 2024). By recruiting employees based on their 
performance and workforce, AI also aids in the maintenance of human resources and talent (Bhuiyan, 
2024). Employees benefit from AI-driven tools that automate repetitive activities (Adeyeri, 2024). 
 
2.3. AI in Market Development 

Market development is necessary for a company to expand. Another strategy that is mentioned is 
expanding products into new markets. The goal of market development is to increase sales of goods that 
customers want to buy (Khuan et al., 2024). AI helped to develop marketing by automating items, 
personalising services, and setting up autoresponders (Mira Mira, 2024). By studying real-time data, 
artificial intelligence (AI) aids businesses in comprehending market conditions and customer testing, 
thereby advancing the marketing process (Okeleke et al., 2024). Additionally, AI may create and develop 
new items that draw in more focused clients and boost sales. AI gives businesses accurate knowledge 
about the items' raw ingredients, which tangentially improves their marketing processes (Kedi et al., 
2024). AI is capable of analysing surfing habits, past purchases, and customer preferences. Making 
decisions about customers and customization is aided by it, which enhances the marketing sectors (Potla 
& Pottla, 2024). 
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2.4. The Evaluation of Marketing Analysis Towards AI 
Conventional marketing in the pre-digital era was entirely manual (Musaigwa, 2024). concentrating 

on consumer feedback, sales statistics, surveys, and basic data collection (Zhai et al., 2024). In order to 
understand clients' needs and help them become lifelong customers, marketers mostly depended on 
demographic data, such as gender, age, lifestyle, and region (Egorenkov, 2024). Between 1990 and 2010, 
the internet's blessing completely transformed traditional marketing (Blessing, 2024). Online customer 
activity can be monitored by marketers through tools such as Google Analytics and Social Media Insights. 
According to Bell et al. (2024), Large volumes of data were generated online, and complex techniques like 
A/B testing, segmentation, and multi-channel attribution were needed to turn that data into knowledge 
that could be used.  

The process of generating data became increasingly crucial as it expanded while big data analysts 
entered the field of marketing (Rajan, 2024). They enable the market to examine enormous datasets from 
numerous sources. According to Hossain et al. (2024), predictive analytics for social media website traffic 
is growing in popularity and aiding marketers in making predictions about upcoming trends, shifting 
consumer behaviour, shifting markets, and improved campaigns. Currently, learning and AI technologies 
are being driven by marketing analytics (George et al., 2024). AI technology provides a range of 
instruments which is significantly anticipating customer behaviour, personalising information, 
automating tasks, and sentiment analysis in quizzes that were previously completed by hand 
(Halkiopoulos & Gkintoni, 2024). Nwosu et al. (2024), mention that the most often used instruments for 
market study and analytics are recommendations. Real-time data is being converted into information 
faster and more accurately than ever before thanks to machine learning and artificial intelligence 
technology (Ozkan-Okay et al., 2024). 
 
3. Methodology 

Artificial intelligence merging with existing technologies has effectively advanced business growth 
and acceleration (Plastino & Purdy, 2018). The purpose of this research is to identify, assess, and interpret 
all searches in the area of research gaps, objectives, and responses to the research questions. We seek to 
obtain a broad range of data when we begin our investigation with a data sourcing phase (Rahman et al., 
2024). To obtain information regarding AI in corporate growth and acceleration, authors investigated 
SCOPUS, Web of Science, research gate and Google Scholar (Islam et al., 2024). It is rigorously guided 
and assessed using qualitative data (Faraji, et al., 2024). We also explore scholarly databases, white papers, 
industry reports, conference proceedings from 2020 to 2024. It creates a diversity of information on AI in 
business growth and acceleration (Coccia, 2024). Despite the fact that the title and abstract make it 
obvious that this is outside the purview of the review and can be disregarded (Hossain, 2024). The full 
text of the publication was reviewed in later cases when the study's purpose was unclear based on the title 
or abstract during this round of data gathering on artificial intelligence in company growth and 
acceleration (Coccia, 2024). 120 studies were selected from a total of 267 research based on a study of the 
titles and abstracts. Following a comprehensive review of the complete publications, 55 more studies were 
excluded. This means that the foundation for this research study was provided by a total of 65 original 
studies. 
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Figure 1. 
Data screening diagram. 

 
4. Discussion 

According to Kafka et al. (2024), Market development refers to strategies where businesses introduce 
existing products or services to a new market. This expansion can be involved in new geographical areas, 
different customer segments, or upselling to present customers (Bhuiyan & Akter, 2024). It is a strategic 
growth approach to business expansion that requires research, analysis, and planning where artificial 
intelligence can help business growth and accelerate market development (Usman et al., 2024). Market 
development involves four stages such as identifying target customers, research and analysis, decision 
making and robust plan (Guerola-Navarro et al., 2024). 
 

 
Figure 2. 
Market development steps. 
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The four stages of market development marketers have developed a couple strategies to introduce 
their existing products or services to the new markets (Bhuiyan, 2024). Market research and analysis, 
competitor identification and analysis, products and services adaptation, marketing and promotion, supply 
chain management, etc. Market research, analysis, and all of those market development-related works are 
tedious and time-consuming (Tistelgrén, 2024). In the world of digitalization and heavy competition, 
timing is very significant in any business decision where artificial intelligence can reduce workload and 
time in market development (Durai et al., 2024). If businesses can make decisions before their competitors, 
they can achieve significant market share in the marketplace where artificial intelligence has shown its 
worth in various sectors already (Kim, 2024). 

 
Table 1. 
Describing market development steps. 

 
According to Faraji et al. (2024), artificial intelligence refers to computers' capability to accomplish 

robust tasks which is ordinarily associated with intelligent beings. Artificial intelligence also consists of 
various subsets such as machine learning, natural language processing (NPL), expert systems, planning 
development, and robotics where machine learning and natural language processing (NPL) also again 
have subsets (Faraji et al., 2024). 

 
Figure 3. 
Ramifications of artificial intelligence. 

 
Within all of those subsets of artificial intelligence, machine learning, natural language processing, 

expert systems (Akter et al., 2023), and planning development have significant effectiveness in business 

Title Description Reference 
Target 
customers 

At this first stage, the market is defined and understood from 
various aspects such as size, demographic, and potential growth. 

(Dasi et al., 
2024) 

Research & 
analysis 

In the second stage, data is collected on customer's demands, 
preferences, tests, and behaviours. This stage also analyses 
competition intensity, market availability, and potential growth. 

(Okeleke et 
al., 2024) 

Decision 
making 

By understanding the cultural and legal environment, appropriate 
price determination, promotion, advertising decision, and market 
entry are conducted. 

(Zhai et al., 
2024) 

Robust plan A comprehensive plan is made and determines the marketing 
networks and promotional media that serve best. 

(Mahoney & 
Tang, 2024) 
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growth and acceleration of market development (Venkataramanan et al., 2024). The following sections 
will discuss how artificial intelligence with its subsets can enhance market development strategy which 
eventually gives businesses strategic growth and acceleration (Bhuiyan, 2017, 2019, 2023). 

 
Table 2. 
Essentials artificial intelligence ramifications. 

Title Description Reference 
Artificial 
Intelligence 

Artificial intelligence denotes a computer's capacity to 
understand and reflect as a human which enables a 
computer to act and think like a human by taking 
information from its surroundings. Furthermore, it’s a 
combination of machine learning, natural language 
processing (NLP), expert systems, plan development, and 
robotics. 

(Lewis & 
Sarkadi, 2024) 

Machine learning Machine learning is a subsection of artificial intelligence. 
Machine learning is able to figure out the meaning of full 
information from scattered data. 

(Manoharan et 
al., 2024) 

Natural language 
processing (NPL) 

Natural language processing (NPL) is a subfield of 
artificial intelligence that uses machine learning to allow 
computers to recognise and generate human-like 
language. It’s a rule-based modelling of human language – 
combined with machine learning, statistical modelling, and 
deep learning. 

(Beeram, 2024) 

Expert system Based on instructed knowledge, the “Expert system” 
develops software that enables computers to perform 
sophisticated tasks. Expert system also known as 
knowledge-based system. 

(Yang & Zhu, 
2024) 

 
4.1. Market Research and Analysis 

Market research and analysis is a planned exertion to fold information about target markets and 
customers (Uddin et al., 2024). It encompasses empathetic who they are and what they need. Meticulously 
study the new market to recognise its size, potential, and customer partialities. Classify the target audience 
and evaluate the demand for your products or services. Its methods cover both qualitative techniques such 
as emphasis groups, in-depth conferences, and ethnography, as well as quantitative procedures such as 
customer inspections, and analysis of secondary data (Bhuiyan, 2024). It contains social opinion 
investigation, and is the methodical assembly and clarification of information about persons or 
establishments using statistical and analytical approaches and methods of the practical social sciences to 
advance understanding or sustenance decision making (Marsh, 2024).On the other hand, Machine 
learning (ML) is an arena of study in artificial intelligence concerned with the expansion and study of 
statistical algorithms that can absorb from data and simplify to hidden data and thus execute tasks without 
obvious directions (Rahate et al., 2024). The structured and unstructured two methods of machine 
learning are capable of detecting and identifying potential market size as well as customers' partialities 
(Alam et al., 2022). 
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Figure 4. 
Working mechanism of machine learning algorithms. 

 
By accumulating various kinds of potential market insights, the algorithm can classify the potential 

market and can suggest which market has more potentiality than other markets (Khadjeh Nassirtoussi et 
al., 2014). (Ara et al., 2024). At first, the machine learning algorithm gathers a bunch of market 
information as input data including potential and non-potential market insights (Jiang & Jia, 2023). All 
kinds of information need to help the algorithm find patterns within information that eventually make it 
into classification (Jiang & Jia, 2023). Then, the algorithm will categorise all of that information into 
diverse modules. After processing those classifications, machine learning will train themselves to 
recognise which one is a potential market and which one has less potentiality (Khalil et al., 2021). One of 
the best aspects of machine learning and artificial intelligence is the learning and recognising process 
which will be conducted forever without human interference which will help the machine algorithm to 
tackle future customers' changed mindset and new market (Mehrotra, 2019). All of those advantages of 
artificial intelligence give strategic privilege in market development (Salim, 2020). 
 
 
4.2. Identifying and Analysing the Competitors 

It is crucial to identify business competitors and analyse their strengths and weaknesses in the new 
market (Oloruntosin Tolulope Joel & Vincent Ugochukwu Oguanobi, 2024). Identifying and analysing 
competitors will help businesses to create their position in market offerings effectively (Ochuba et al., 
2024). Simultaneous integration of natural language processing (NPL) and machine learning can identify 
and analyse competitors effectively (Rane et al., 2024). 

First, text input into the natural language processing (NPL). Text input can begin with various 
sources (Rane et al., 2024), such as competitors' websites, product or service descriptions, customers' 
opinions, customers' opinions from social media posts (Bhuiyan et al., 2023), and comments sections where 
customers and competitors give and provide opinions about the products and services (Malik & Bilal, 
2024). 
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Figure 5. 
Integration of NPL and machine learning algorithms. 

 
Then, Test processing and feature extraction where in text processing texts are split into smaller 

units and remove the unnecessary word that doesn’t carry any significant meaning like: “the”, “is”, “and”, 
in feature extraction, various kinds of the technique used to find tests frequency and similar words such 
as “bag of words”, “TF-IDF”, “Word Embeddings” and “BERT”(Sharma & Singh, 2023).After that, 
Parsing and Linguistic Analysis where grammatical category, structure, relation between words, entity 
identifying, and sentimental tone have been determined (Singh Rathore & Gautam, 2024). In the end, an 
artificial intelligent subset machine learning model needs to be used to classify competitors’ information 
into various categories such as negative, positive, default, potential gap, strong holding in the market, and 
customer segment which later help to identify competitors and analysis their weakness and strength 
(BIANCO, 2024).  
 
4.3. Marketing and Promotion 

According to Urefe et al. (2024), Advance a targeted marketing and promotion strategy to form 
consciousness about your brand in the new market (Bhuiyan et al., 2023). In order to develop the best 
marketing and promoting alternatives, marketers need information about what people are thinking in the 
current market segment, and what is motivating and influencing them to buy (Milon et al., 2024). This 
information can be extracted through deep learning which is a subset of machine learning and also 
artificial intelligence (Ertel, 2024) 

Deep learning algorithms attempt to lure comparable deductions as humans would by constantly 
analysing data with a given rational construction, which allows logical structure data to be mined from 
previous machine learning output (Usman et al., 2024). To attain this, deep learning uses a multi-layered 
assembly of algorithms called neural networks (Sethi & Kumar, 2024). The project of the neural network 
is built on the structure of the human brain (Zhu et al., 2024). We custom our brains to recognize patterns 
and categorise different types of information, we can teach neural networks to complete the same tasks 
on data (Woessner et al., 2024). 
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Figure 6. 
Multi-layer of neural network. 

 
By arranging similar and dissimilar thoughts among the people of the target market segment, the 

neural network can produce the desired result of what will be the best-fit marketing alternative that will 
target market buy (Sarker et al., 2024). Then marketers can create their marketing and promoting 
strategy according to the given information of deep learning (Sarker et al., 2024). 
 
4.4. Supply Chain Management 

For new products and services efficient sale and distribution channels to ensure its long-term survival 
in the market (Trilaksono et al., 2024). In order to maintain smooth material procurement, production, 
sales, and distribution expert systems another subset of artificial intelligence is used in supply chain 
management (Khedr & S, 2024). According to (Nassif et al., 2024) “Expert systems”, also known as 
“knowledge-based systems”, that focuses on the development of software that elasticities computers the 
capability to execute responsibilities that have archaeologically been passed out by humans with the 
support of dedicated instruction and information in supply chain management (Bhuiyan et al., 2023). The 
mechanisms of an expert system that are drawn by are as follows: Information redirection, which is where 
information is enclosed, the interface engine, which pronounces the control strategy, and knowledge 
acquisition, which empowers the system to collect data and knowledge for the determination of problem-
solving in supply chain management (Jr, 2024). 
 
4.4.1. Business Growth and Acceleration 

Besides market development, artificial intelligence also provides significant advanced tools and 
mechanisms to stay ahead of business competitors which eventually provide business acceleration and 
growth (Abrokwah-Larbi & Awuku-Larbi, 2024). Artificial intelligence supports corporate growth in 
quantitative coding by simplifying data processing, boosting the construction of complex algorithms, and 
optimising the decision-making process reducing the time and expense of manual data analysis by 
automating it (Malliaroudaki & Zoumas, 2024). An AI system efficiently distributes resources and 
maximises strategic innovation (Olutimehin et al., 2024). Artificial Intelligence (AI) facilitates the 
execution of repetitive tasks and routine tasks for businesses, including data entry, inventory 
management, personalization, customer support, and HR management (Paramesha et al., 2024).  

AI automation can speed up processes without adding extra workers (Paudel, 2024). Businesses may 
now quickly and simply use automation systems to examine their data and make wise decisions (Bhuiyan 
et al., 2023; 2024). With the use of AI real-time data analysis processes, businesses and firms can also 
foresee changes in the market and optimise their business strategy (Paramesha et al., 2024). AI can analyse 
client data to recommend goods and services and customise offerings. It increases revenue and contributes 
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to consumer happiness (Bhuiyan, 2024).  AI helps businesses acquire new customers and increase 
conversion rates by delivering targeted communications to the correct audience at the right time. AI helps 
businesses design new products and services that meet changing market demands (Kedi et al., 2024). AI 
uses chatbots and virtual assistants to provide 24/7 customer support. AI optimises supply chain 
management, reduces waste, and guarantees on-time delivery (Shobhana, 2024). Customer satisfaction 
will rise as a result. Artificial intelligence can be used by businesses to handle their finance division (Rane 
et al., 2024). AI gives information on cash flow, expenditure trends, and investment prospects, enabling 
investors to make well-informed decisions (Jain, 2024). 
 
4.4.2. AI Driven Quantitative Models  

AI driven quantitative models are helpful with risk management, customer segments and 
personalization, enhancing predictive analysis, algorithm trading etc. (Hossain Faruk et al., 2022). AI 
enhanced quantitative models can identify specific market gaps for new product innovation and service 
(Abrokwah-Larbi & Awuku-Larbi, 2024). AI is driven through quantitative analysis in business growth 
and strategic innovation of market development by enabling businesses to leverage data, identify new 
opportunities and adapt to changing market conditions (Usman et al., 2024). Business experiments with 
and innovate new business models by using AI helps. Business through quantitative analysis leading to 
more successful market strategies and sustained growth (Black et al., 2024). Some of those mechanisms 
and tools are mentation here: 
 
4.4.3. Customer Analysis 

According to Agag et al. (2024) for a business, its customers are very important. To run a business, 
customer satisfaction is essential to make the business successful. And unsatisfied customers can break 
the big brand. Every business can understand this, so it is very important to analyse the customer base 
and prepare a strategy accordingly. Through which customer engagement increases and improves (Potla 
& Pottla, 2024). Before it was a long process but now Through AI; Company Service can create a medium 
that provides accurate data of customer feedback with its presence strategies for improved engagement 
can be created and implemented very quickly (Venkataramanan et al., 2024). At business Makes the 
customer centric due to which the company ultimately gets profit (Almestarihi et al., 2024). 
 

https://www.zotero.org/google-docs/?xu7OnF
https://www.zotero.org/google-docs/?1LADzy
https://www.zotero.org/google-docs/?2CazhK
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Figure 7. 
Business acceleration and growth. 

 
4.4.4. Improved Decision-Making 

Based on many data analytics, AI can help support improved decision-making. AI can Analyse vast 
amounts of data and provide businesses data information for informed decision making (Paramesha et al., 
2024). AI can analyse customer behaviour, preferences and feedback to help businesses tailor their 
products and services to meet specific needs (Bhuiyan, 2017). 
 
4.4.5. Enhance Customer Service 

AI is transforming business and how the company treats the customers and how they interact with 
their customers (Hossain, 2024; Milon, 2024). By using AI in business, companies can provide any curious 
question of customers, and they can easily service any time with their customers (Ferraro et al., 2024). 
Overall, it can easily be in the business sector any problem of business any answer of business topic and 
play a crucial role in business. Ai using virtual assistance can engage with customers in real time (Tula et 
al., 2024).  
 
4.4.6. Personalization and Customer Experience 

AI enhanced customer experience and relations with business (Bhuiyan, 2023).  It enables businesses 
to provide customers with personalised marketing and product recommendations (Tula et al., 2024). It 
means customers’ engagement, cross selling and up selling opportunities and revenue growth (Hynninen, 
2024). 
 
4.4.7. Targeted Policies Needed to Maximise Benefits and Minimise Harms 

Artificial intelligence has made it easier for various business sectors in the modern revolution, 
including marketing, innovation, efficiency increases, personalization, and creating value for the client 
(Mehta et al., 2024). Even while artificial intelligence has many benefits, there are also areas where AI 
must be examined, including improper use, potential job displacement, ethical questions, data privacy 
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difficulties, and the possibility of increasing economic inequality (Marsh, 2024). Here are some policies to 
maximise benefits and minimise harms: 
 
4.4.8. Privacy and Security 

Security and data issues might occasionally arise for large farms or corporations. The accuracy and 
dependability of AI forecasts and insights can be significantly impacted by farms' struggles with 
insufficient, obsolete, or poor-quality data (Durga et al., 2024). A business's ability to grow is hampered 
by inaccurate data, which causes poor decision-making. Updating the data centre will assist in lessening 
the issue, and artificial intelligence (AI) can be used to identify ways to cut down on errors or poor-quality 
data (Durga et al., 2024). Through data trend analysis, AI systems can identify cyber-attacks and other 
cyber-threats. It might identify the hazard in your data and stop similar ones in the future (Nazir et al., 
2024). Experts are needed by farms to protect their privacy and data, but they are in short supply.so the 
businesses are having trouble protecting their data (Gumelar, 2024). The sophisticated IT infrastructures 
and antiquated systems of typical farms make it difficult to integrate with AI technologies (Bobelin & 
Isah, 2024). Furthermore, AI development, machine learning, and data science are among the specialist 
talents needed.so it's getting harder to recruit and hire qualified workers (Hlongwane et al., 2024). Farms 
that lack data specialists and specialised staff are forced to rely on outside consultants or third-party 
solutions, which raises expenses, stifles innovation, and compromises privacy (Nwaobi, 2024). It is difficult 
to scale the impressive solutions in pilot programs with aid for the farms or business. There is a risk of 
cybersecurity and data privacy as well as a risk of cyberattack because farms occasionally generate low-
quality data (Bhuiyan, 2019) that is stored in the main data centre and their artificial intelligence (AI) 
systems have to deal with this unqualified data (Zhang et al., 2024). Data loss is more likely when artificial 
intelligence (AI) is used to detect cyberattacks, even though there's a chance it won't function entirely. 
Updates to cybersecurity systems should be made on a regular basis by the farms to prevent data loss and 
hacking (Dodiya et al., 2023). Farmers and other businesses run the risk of losing their consumers' trust 
and data if the government doesn't enforce strict data protection rules like the General Data Protection 
Regulation (GDPR) (Bhuiyan, 2023). 
 
4.4.9. Ethical and Regulatory Concerns 

AI bases all its decisions only on the data that farms supply. Deep learning algorithms and black box 
technology are used in decision-making. Because of this, the decision-making process is unclear (Rane et 
al., 2024). Users and stakeholders may become less trusting of one another as a result. Additionally, it 
brings up moral issues like prejudice, discrimination, and privacy (Kumar & Suthar, 2024). Ethical errors 
reduce the favourable effects on business outcomes by causing harm to one's reputation, legal 
repercussions, and loss of confidence (Kumar & Suthar, 2024). Companies need to handle difficulties in 
several industries, such as finance, personalization, and customer service (Milon, 2024). However, 
uncontrolled AI systems are also capable of enacting unethical policies and maintaining prejudices (Amin 
et al., 2024). The government should set up AI governance to guarantee the ethical application of AI. The 
businesses or firms ought to establish ethics boards which will regulate the ethical terms of the business 
regularly (Blessing, 2024). 
 
4.4.10. Cost and Investment to Implement AI 

Technology implementation is expensive and more challenging for small and medium-sized 
businesses (SMEs), farms, and other organisations since it necessitates large investments in personnel, 
infrastructure, and expertise to run the best ai systems (Chen, 2024). Utilising AI-based overviewing of 
returns on investment is also challenging for farms with limited funding. It is both expensive and a waste 
of time (Mana et al., 2024). 
 
4.4.11. Sustainability and Environmental Impact 

AI is consuming more energy every day. It is detrimental to the human body. Artificial intelligence 
(AI) technology uses a variety of technical jargon, such as machine learning models (Hossain et al., 2024), 
deep learning, and enormous computational resources (Masum et al., 2024), all of which increase energy 

https://www.zotero.org/google-docs/?t9oABn
https://www.zotero.org/google-docs/?Bt6DXy
https://www.zotero.org/google-docs/?HeQQF2
https://www.zotero.org/google-docs/?Xi1UiK
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consumption (Sawon et al., 2024). Policies for the development of sustainable AI, such as those pertaining 
to energy efficiency, should be established by the government (Ibekwe et al., 2024). Companies should use 
green AI techniques to reduce their influence on the environment (Bolón-Canedo et al., 2024). 
 
5. Conclusion 

According to Rane et al. (2024) day by day artificial intelligence has a big impact on business growth 
and market development by analysing vast amounts of data. Also, AI improves customer gratification and 
lessens the workload in human customer service and better customer engagement in the business (Kedi 
et al., 2024). AI helps in business growth through data sources to inspire new product design and business 
models (Madanaguli et al., 2024).  AI can provide higher level tasks that can be easy to businessmen and 
customers can clear about any product easily (Rane et al., 2024).  Modern day AI is essential for business 
to adjust demand for the market and enhance relationships with customers (Ahmed, 2024). There are 
many advantages to business these days because this advantage is possible by using artificial intelligence. 
Product innovation and increased product offering and market development through AI investing (Babina 
et al., 2024). Using AI, a company to accumulate as much data about sales in recent years as possible, this 
collection of data is called a data set (Bhuiyan, 2024; Chiarello et al., 2024). If artificial intelligence is 
accurate for business, companies study consumer needs and test the new strategic innovation to generate 
a personalised experience for any customers (Rane et al., 2024).  Every business industry is benefiting 
more from AI. AI increases strategy innovation, strengthens their competitive advantage and creates a 
more dynamic and digital marketplace (Sullivan & Fosso Wamba, 2024). This approach is currently being 
used by the corporate sector to enable personalised consumer experiences and improve decision making 
using data analytics (Ochuba et al., 2024). By innovating new products and services and streamlining 
supply networks, it is improving prospects for new markets. AI offers a lot of benefits to modern 
companies overall (Manoharan et al., 2024).  
 
6. Recommendation 

Companies need to integrate AI into their systems to stay ahead in this cutthroat industry. It will 
facilitate completing the chores (. Supply chain management, customer service powered by AI, and other 
predictive analytics can help firms expand sustainably (Saxena et al., 2023). Businesses really do need to 
invest in this area of AI. Since every company is different, companies should consider their needs when it 
comes to the research and development process (Hasan et al., 2024). On the other hand, machines and 
other things will help to forecast and help businesses to develop their new market and will help with new 
inventions as well (Amiri et al., 2024). 
 
7. Future Direction and Limitation 

AI has emerged as a revolutionary phrase in our period. Businesses that integrate AI into their 
systems are more likely to get superior results. AI should be used by businesses to improve operational 
efficiency. These days, AI is probably still in its infancy and is developing daily. Thus, more comprehensive 
research is needed to make it feasible in all potential fields. Throughout this paper, we discuss artificial 
intelligence in market development and business growth and acceleration using AI. Despite examining 
how artificial intelligence can accelerate business growth and innovate market development, this paper 
has some limitations (Poli, 2024). Firstly, swift evolution of artificial intelligence may cause some of the 
literature to be outdated, affecting the significance of the conclusions (Amiri et al., 2024). Secondly, 
collection of papers from journals may be biassed, because positive publications are more likely to publish 
rather than negative ones (Afonso et al., 2024). Thirdly, the scope of this research is broad, covering 
numerous sources which could limit the depth of the paper. Moreover, previously published studies and 
secondary data can create gaps in understanding of artificial intelligence in market development (Mani, 
2024). 
 
Copyright:  
© 2024 by the authors. This article is an open access article distributed under the terms and conditions of 
the Creative Commons Attribution (CC BY) license (https://creativecommons.org/licenses/by/4.0/). 

https://www.zotero.org/google-docs/?lHbmBa
https://www.zotero.org/google-docs/?lHbmBa
https://creativecommons.org/licenses/by/4.0/


5840 

 

 
Edelweiss Applied Science and Technology 
ISSN: 2576-8484 

Vol. 8, No. 6: 5825-5846, 2024 
DOI: 10.55214/25768484.v8i6.3263 
© 2024 by the authors; licensee Learning Gate 

 

References 
[1] Abildtrup, A. (2024). The Rise of Robotic Process Automation in the Banking Sector: Streamlining Operations and 

Improving Efficiency. Journal of Computing and Natural Science, 31–40. 
https://doi.org/10.53759/181X/JCNS202404004 

[2] Abrokwah-Larbi, K., & Awuku-Larbi, Y. (2024). The impact of artificial intelligence in marketing on the performance 
of business organisations: Evidence from SMEs in an emerging economy. Journal of Entrepreneurship in Emerging 
Economies, 16(4), 1090–1117. https://doi.org/10.1108/JEEE-07-2022-0207 

[3] Abrokwah-Larbi, Kwabena, and Yaw Awuku-Larbi. "The impact of artificial intelligence in marketing on the 
performance of business organisations: evidence from SMEs in an emerging economy." Journal of Entrepreneurship in 
Emerging Economies 16.4 (2024): 1090-1117. 

[4] Adeyeri, T. B. (2024). Economic Impacts of AI-Driven Automation in Financial Services. Valley International Journal 
Digital Library, 6779–6791. https://doi.org/10.18535/ijsrm/v12i07.em07 

[5] Afonso, J., Ramirez-Campillo, R., Clemente, F. M., Büttner, F. C., & Andrade, R. (2024). The Perils of Misinterpreting 
and Misusing “Publication Bias” in Meta-analyses: An Education Review on Funnel Plot-Based Methods. Sports 
Medicine, 54(2), 257–269. https://doi.org/10.1007/s40279-023-01927-9 

[6] Agag, G., Shehawy, Y. M., Almoraish, A., Eid, R., Chaib Lababdi, H., Gherissi Labben, T., & Abdo, S. S. (2024). 
Understanding the relationship between marketing analytics, customer agility, and customer satisfaction: A 
longitudinal perspective. Journal of Retailing and Consumer Services, 77, 103663. 
https://doi.org/10.1016/j.jretconser.2023.103663 

[7] Ahmed, D. F. (2024). Artificial Intelligence and its Impact on Customer Service: Enhancing Experiences or Eroding 
Trust. Review Journal for Management & Social Practices, 1(3), Article 3. 

[8] AI driven quantitative models are helpful with risk management, customer segments and personalization, enhancing 
predictive analysis, algorithm trading etc, K., Anand, S., Debnath, N. C., Pokhariyal, P., & Patel, A. (2024). Artificial 
Intelligence for Risk Mitigation in the Financial Industry. John Wiley & Sons. 

[9] Ajiga, D. (2024). Navigating ethical considerations in software development and deployment in technological giants. 
[10] Ajiga, D. I., Ndubuisi, N. L., Asuzu, O. F., Owolabi, O. R., Tubokirifuruar, T. S., & Adeleye, R. A. (2024). AI-DRIVEN 

PREDICTIVE ANALYTICS IN RETAIL: A REVIEW OF EMERGING TRENDS AND CUSTOMER 
ENGAGEMENT STRATEGIES. International Journal of Management & Entrepreneurship Research, 6(2), Article 2. 
https://doi.org/10.51594/ijmer.v6i2.772 

[11] Akter, M. S., Bhuiyan, M. R. I., Tabassum, S., Alam, S. A., Milon, M. N. U., & Hoque, M. R. (2023). Factors Affecting 
Continuance Intention to Use E-wallet among University Students in Bangladesh. 
https://doi.org/10.14445/22315381/IJETT-V71I6P228  

[12] Alam, S. A., Bhuiyan, M. R. I., Tabassum, S., & Islam, M. T. (2022). Factors affecting users’ intention to use social 
networking sites: A mediating role of social networking satisfaction. Can. J. Bus. Inf. Stud, 4(5), 112-124. 
https://doi.org/10.34104/cjbis.022.01120124  

[13] Aldoseri, A., Al-Khalifa, K. N., & Hamouda, A. M. (2024). AI-Powered Innovation in Digital Transformation: Key 
Pillars and Industry Impact. Sustainability, 16(5), Article 5. https://doi.org/10.3390/su16051790 

[14] Almestarihi, R., Ahmad, A., Frangieh, R., Abu-AlSondos, I., Nser, K., & Ziani, A. (2024). Measuring the ROI of paid 
advertising campaigns in digital marketing and its effect on business profitability. Uncertain Supply Chain Management, 
12(2), 1275–1284. 

[15] Amajuoyi, C. P., Nwobodo, L. K., Adegbola, A. E., Amajuoyi, C. P., Nwobodo, L. K., & Adegbola, A. E. (2024). Utilising 
predictive analytics to boost customer loyalty and drive business expansion. GSC Advanced Research and Reviews, 19(3), 
Article 3. https://doi.org/10.30574/gscarr.2024.19.3.0210 

[16] Amin, A., Bhuiyan, M. R. I., Hossain, R., Molla, C., Poli, T. A., & Milon, M. N. U. (2024). The adoption of Industry 4.0 
technologies by using the technology organizational environment framework: The mediating role to manufacturing 
performance in a developing country. Business Strategy & Development, 7(2), e363. https://doi.org/10.1002/bsd2.363  

[17] Amiri, Z., Heidari, A., & Navimipour, N. J. (2024). Comprehensive survey of artificial intelligence techniques and 
strategies for climate change mitigation. Energy, 308, 132827. https://doi.org/10.1016/j.energy.2024.132827 

[18] Ara, A., Maraj, M. A. A., & Bari, M. A. R. & M. H. (2024). THE IMPACT OF MACHINE LEARNING ON 
PRESCRIPTIVE ANALYTICS FOR OPTIMISED BUSINESS DECISION-MAKING. International Journal of 
Management Information Systems and Data Science, 1(1), Article 1. https://doi.org/10.62304/ijmisds.v1i1.112 

[19] Babina, T., Fedyk, A., He, A., & Hodson, J. (2024a). Artificial intelligence, firm growth, and product innovation. Journal 
of Financial Economics, 151, 103745. https://doi.org/10.1016/j.jfineco.2023.103745 

[20] Badmus, O., Rajput, S., & Williams, M. (2024). AI-driven business analytics and decision making. 616–633. 
https://doi.org/10.30574/wjarr.2024.24.1.3093  

[21] Beeram, D. (2024). Optimising Machine Learning Pipelines for Natural Language Processing Tasks. 
https://doi.org/10.15680/IJIRSET.2024.1308016|  

[22] Bell, C., Olukemi, A., & Gracias, A. (2024). Cross-Channel Attribution Modeling in the Age of Privacy Regulations (No. 
2024080087). Preprints. https://doi.org/10.20944/preprints202408.0087.v1  

[23] Bharadiya, J. P., Thomas, R. K., & Ahmed, F. (2023). Rise of Artificial Intelligence in Business and Industry. Journal of 
Engineering Research and Reports, 25(3), Article 3. https://doi.org/10.9734/jerr/2023/v25i3893  

[24] Bhuiyan, M. R. I. (2017). UNDP-a2i: Citizens' Awareness Survey on E-Service and Service Simplification through the 
Digital Innovation Fair. Available at SSRN 4341799. https://dx.doi.org/10.2139/ssrn.4341799  

https://doi.org/10.14445/22315381/IJETT-V71I6P228
https://doi.org/10.34104/cjbis.022.01120124
https://doi.org/10.1002/bsd2.363
https://doi.org/10.30574/wjarr.2024.24.1.3093
https://doi.org/10.15680/IJIRSET.2024.1308016|
https://doi.org/10.20944/preprints202408.0087.v1
https://doi.org/10.9734/jerr/2023/v25i3893
https://dx.doi.org/10.2139/ssrn.4341799


5841 

 

 
Edelweiss Applied Science and Technology 
ISSN: 2576-8484 

Vol. 8, No. 6: 5825-5846, 2024 
DOI: 10.55214/25768484.v8i6.3263 
© 2024 by the authors; licensee Learning Gate 

 

[25] Bhuiyan, M. R. I. (2019). An Analysis of Non-Performing Loan of Janata Bank from the Perspective of 
Bangladesh. Available at SSRN 4341827. https://dx.doi.org/10.2139/ssrn.4341827  

[26] Bhuiyan, M. R. I. (2023). The Challenges and Opportunities of Post-COVID Situation for Small and Medium 
Enterprises (SMEs) in Bangladesh. PMIS Review, 2(1), 141-159. http://dx.doi.org/10.56567/pmis.v2i1.14  

[27] Bhuiyan, M. R. I. (2024). Examining the digital transformation and digital entrepreneurship: A PRISMA based 
systematic review. Pakistan Journal of Life and Social Sciences, 22(1), 1136-1150. http://dx.doi.org/10.57239/PJLSS-
2024-22.1.0077 

[28] Bhuiyan, M. R. I. (2024). Industry Readiness and Adaptation of Fourth Industrial Revolution: Applying the Extended 
TOE Framework. Human Behavior and Emerging Technologies, 2024(1), 8830228. 
https://doi.org/10.1155/hbe2/8830228  

[29] Bhuiyan, M. R. I., Faraji, M. R., Rashid, M., Bhuyan, M. K., Hossain, R., & Ghose, P. (2024). Digital Transformation in 
SMEs Emerging Technological Tools and Technologies for Enhancing the SME's Strategies and Outcomes. Journal 
of Ecohumanism, 3(4), 211-224. https://doi.org/10.62754/joe.v3i4.3594 

[30] Bhuiyan, M. R. I., Faraji, M. R., Tabassum, M. N., Ghose, P., Sarbabidya, S., & Akter, R. (2024). Leveraging Machine 
Learning for Cybersecurity: Techniques, Challenges, and Future Directions. Edelweiss Applied Science and Technology, 
8(6), 4291-4307. https://doi.org/10.55214/25768484.v8i6.2930  

[31] Bhuiyan, M. R. I., Hossain, R., Rashid, M., Islam, M. M., Mani, L., & Milon, M. N. U. (2024). Gravitating the 
components, technologies, challenges, and government transforming strategies for a Smart Bangladesh: A PRISMA-
based review. Journal of Governance and Regulation, 13(3), 177–188. https://doi.org/10.22495/jgrv13i3art15  

[32] Bhuiyan, M. R. I., Hossain, R., Rashid, M., Islam, M. M., Mani, L., & Milon, M. N. U. (2024). Gravitating the 
components, technologies, challenges, and government transforming strategies for a Smart Bangladesh: A PRISMA-
based review. Journal of Governance & Regulation, 13(3), 177–188. https://doi.org/10.22495/jgrv13i3art15  

[33] Bhuiyan, M. R. I., Islam, M. T., Alam, S. A., & Sumon, N. S. (2023). Identifying Passengers Satisfaction in 
Transportation Quality: An Empirical Study in Bangladesh. PMIS Review, 2(1), 27-46. 

[34] Bhuiyan, M. R. I., Milon, M. N. U., Hossain, R., Poli, T. A., & Salam, M. A. (2024). Examining the Relationship between 
Poverty and Juvenile Delinquency Trends in a Developing Country. Academic Journal of Interdisciplinary Studies, 13(6), 
255-274. DOI: https://doi.org/10.36941/ajis-2024-0193  

[35] Bhuiyan, M. R. I., Uddin, K. S., & Milon, M. N. U. (2023). Prospective Areas of Digital Economy: An Empirical Study 
in Bangladesh. 

[36] Bhuiyan, M. R. I., Uddin, K. S., & Milon, M. N. U. (2023). Prospective Areas of Digital Economy: An Empirical Study 
in Bangladesh. doi: 10.20944/preprints202307.1652.v1   

[37] Bhuiyan, M. R., & Akter, M. (2024). Assessing the Potential Usages of Blockchain to Transform Smart Bangladesh: A 
PRISMA Based Systematic Review. Journal of Information Systems and Informatics, 6(1), 245-269. 
https://doi.org/10.51519/journalisi.v6i1.659  

[38] Bhuiyan, M. S. (2024). The Role of AI-Enhanced Personalization in Customer Experiences. Journal of Computer Science 
and Technology Studies, 6(1), Article 1. https://doi.org/10.32996/jcsts.2024.6.1.17  

[39] BIANCO, C. (2024). “Artificial Intelligence, Complementary Assets and M&As: The NVIDIA Case". 
https://thesis.unipd.it/handle/20.500.12608/74390 

[40] Black, S., Samson, D., & Ellis, A. (2024). Moving beyond ‘proof points’: Factors underpinning AI-enabled business 
model transformation. International Journal of Information Management, 77, 102796. 
https://doi.org/10.1016/j.ijinfomgt.2024.102796  

[41] Blessing, M. (2024). Leveraging Technology to Support Human Knowledge Strategy in Education. 
[42] Bobelin, L., & Isah, U. (2024, November). Towards Operational Intrusion Detection Systems Dedicated to Agriculture: 

Challenges and Requirements. 19th International Conference on Risks and Security of Internet and Systems (CRiSIS). 
https://hal.science/hal-04752848  

[43] Bolón-Canedo, V., Morán-Fernández, L., Cancela, B., & Alonso-Betanzos, A. (2024). A review of green artificial 
intelligence: Towards a more sustainable future. Neurocomputing, 599, 128096. 
https://doi.org/10.1016/j.neucom.2024.128096  

[44] Chabani, Z. (2024). Going Global in the Digital Age Keeping up and Staying Ahead in Today’s Tech-Driven Society. 
In N. Mansour & L. Bujosa (Eds.), Islamic Finance: New Trends in Law and Regulation (pp. 421–430). Springer Nature 
Switzerland. https://doi.org/10.1007/978-3-031-48770-5_34  

[45] Chen, W. (2024). SMEs’ strategic responses toward emerging technologies: An interpretive case study of the farming 
industry in the UAE and Taiwan. Technological Forecasting and Social Change, 206, 123572. 
https://doi.org/10.1016/j.techfore.2024.123572  

[46] Chiarello, F., Giordano, V., Spada, I., Barandoni, S., & Fantoni, G. (2024). Future applications of generative large 
language models: A data-driven case study on ChatGPT. Technovation, 133, 103002. 
https://doi.org/10.1016/j.technovation.2024.103002  

[47] Coccia, M. (2024). Converging Artificial Intelligence and Quantum Technologies: Accelerated Growth Effects in 
Technological Evolution. Technologies, 12(5), Article 5. https://doi.org/10.3390/technologies12050066  

[48] Dasi, U., Singla, N., Balasubramanian, R., Benadikar, S., & Shanbhag, R. R. (2024). Analyzing the Security and Privacy 
Challenges in Implementing Ai and Ml Models in Multi-Tenant Cloud Environments. International Journal of 
Multidisciplinary Innovation and Research Methodology, ISSN: 2960-2068, 3(2), Article 2. 

[49] Dodiya, K. R., Kumar, D. K., & Sharma, D. P. (2023). CYBERSECURITY’S NEW FRONTIER: AI-DRIVEN 
INNOVATIONS AGAINST MALWARE THREATS. 5. 

https://dx.doi.org/10.2139/ssrn.4341827
http://dx.doi.org/10.56567/pmis.v2i1.14
http://dx.doi.org/10.57239/PJLSS-2024-22.1.0077
http://dx.doi.org/10.57239/PJLSS-2024-22.1.0077
https://doi.org/10.1155/hbe2/8830228
https://doi.org/10.62754/joe.v3i4.3594
https://doi.org/10.55214/25768484.v8i6.2930
https://doi.org/10.22495/jgrv13i3art15
https://doi.org/10.22495/jgrv13i3art15
https://doi.org/10.36941/ajis-2024-0193
https://doi.org/10.51519/journalisi.v6i1.659
https://doi.org/10.32996/jcsts.2024.6.1.17
https://doi.org/10.1016/j.ijinfomgt.2024.102796
https://hal.science/hal-04752848
https://doi.org/10.1016/j.neucom.2024.128096
https://doi.org/10.1007/978-3-031-48770-5_34
https://doi.org/10.1016/j.techfore.2024.123572
https://doi.org/10.1016/j.technovation.2024.103002
https://doi.org/10.3390/technologies12050066


5842 

 

 
Edelweiss Applied Science and Technology 
ISSN: 2576-8484 

Vol. 8, No. 6: 5825-5846, 2024 
DOI: 10.55214/25768484.v8i6.3263 
© 2024 by the authors; licensee Learning Gate 

 

[50] Durai, S., Manoharan, G., Priya, T. S., Jayanthi, R., Razak, A., & Ashtikar, S. P. (2024). Quantifying the Impacts of 
Artificial Intelligence Implementations in Marketing. In Smart and Sustainable Interactive Marketing (pp. 120–144). IGI 
Global. https://doi.org/10.4018/979-8-3693-1339-8.ch008  

[51] Durga, N., Schmitter, P., Ringler, C., Mishra, S., Magombeyi, M. S., Ofosu, A., Pavelic, P., Hagos, F., Melaku, D., 
Verma, S., Minh, T., & Matambo, C. (2024a). Barriers to the uptake of solar-powered irrigation by smallholder farmers 
in sub-saharan Africa: A review. Energy Strategy Reviews, 51, 101294. https://doi.org/10.1016/j.esr.2024.101294  

[52] Egorenkov, D. (2024). AI-Powered Predictive Customer Lifetime Value: Maximizing Long-Term Profits. Valley 
International Journal Digital Library, 7339–7354. https://doi.org/10.18535/ijsrm/v12i09.em02  

[53] Elhajjar, S. (2024). The current and future state of the marketing management profession. Journal of Marketing Theory 
and Practice, 32(2), 233–250. https://doi.org/10.1080/10696679.2023.2166535  

[54] Elhajjar, Samer, Laurent Yacoub, and Fadila Ouaida. "The present and future of the B2B sales profession." Journal of 
Personal Selling & Sales Management 44.2 (2024): 128-141. 

[55] Ertel, W. (2024). Introduction to Artificial Intelligence. Springer Nature. 
[56] Faraji, M. R., Shikder, F., Hasan, M. H., Islam, M. M., & Akter, U. K. (2024). Examining the Role of Artificial 

Intelligence in Cyber Security (CS): A Systematic Review for Preventing Prospective Solutions in Financial 
Transactions. International Journal, 5(10), 4766-4782. https://doi.org/10.61707/7rfyma13  

[57] Ferraro, C., Demsar, V., Sands, S., Restrepo, M., & Campbell, C. (2024). The paradoxes of generative AI-enabled 
customer service: A guide for managers. Business Horizons, 67(5), 549–559. 
https://doi.org/10.1016/j.bushor.2024.04.013 

[58] George, A. S. (2024). Bracing for the Coming AI Tsunami: Preparing the Global Workforce for Displacement and 
Inequality in the Age of Accelerating Technological Advancement. 

[59] George, S., Sasikala, B., Sopna, P., Umamaheswari, M., & Dhinakaran, D. (2024). Migration Letters Role of Artificial 
Intelligence in Marketing Strategies and Performance. Migration Letters, 21, 1589–1599. 

[60] Guerola-Navarro, V., Gil-Gomez, H., Oltra-Badenes, R., & Soto-Acosta, P. (2024). Customer relationship management 
and its impact on entrepreneurial marketing: A literature review. International Entrepreneurship and Management Journal, 
20(2), 507–547. https://doi.org/10.1007/s11365-022-00800-x 

[61] Gumelar, M. S. (2024). SUCCESS UNLEASHED: A Guide for Beginners and Seasoned Business Professionals. An1mage. 
[62] Halid, H., Ravesangar, K., Mahadzir, S. L., & Halim, S. N. A. (2024). Artificial Intelligence (AI) in Human Resource 

Management (HRM). In C. Machado (Ed.), Building the Future with Human Resource Management (pp. 37–70). Springer 
International Publishing. https://doi.org/10.1007/978-3-031-52811-8_2 

[63] Halkiopoulos, C., & Gkintoni, E. (2024). Leveraging AI in E-Learning: Personalized Learning and Adaptive Assessment 
through Cognitive Neuropsychology—A Systematic Analysis. Electronics, 13(18), Article 18. 
https://doi.org/10.3390/electronics13183762 

[64] Hasan, M. R., Islam, M. Z., Sumon, M. F. I., Osiujjaman, M., Debnath, P., & Pant, L. (2024). Integrating Artificial 
Intelligence and Predictive Analytics in Supply Chain Management to Minimize Carbon Footprint and Enhance 
Business Growth in the USA. Journal of Business and Management Studies, 6(4), Article 4. 
https://doi.org/10.32996/jbms.2024.6.4.17  

[65] Hashem, G. (2024). Adopting Industry 4.0 through absorptive capacity and innovation ambidexterity with the 
moderation of learning capability. Business Process Management Journal, 30(6), 1995–2024. 
https://doi.org/10.1108/BPMJ-12-2023-0939  

[66] Hlongwane, J., Shava, George. N., Mangena, A., & Muzari, T. (2024). Towards the Integration of Artificial Intelligence 
in Higher Education, Challenges and Opportunities: The African Context, a Case of Zimbabwe. International Journal of 
Research and Innovation in Social Science, VIII(IIIS), 417–435. https://doi.org/10.47772/IJRISS.2024.803028S  

[67] Hossain, R. (2024). Adopting Industry 4.0: A strategic solution for transforming Smart Bangladesh: Prospective 
connections, opportunities, and challenges. Pakistan Journal of Life and Social Sciences, 22(1), 3304-3323. 

[68] Hossain, R., Al- Amin, A.-A., Mani, L., Islam, M. M., Poli, T. A., & Milon, M. N. U. (2024). Exploring the Effectiveness 
of social media on Tourism Destination Marketing: An Empirical Study in a Developing Country. WSEAS 
TRANSACTIONS ON BUSINESS AND ECONOMICS, 21, 1392–1408. https://doi.org/10.37394/23207.2024.21.114 

[69] Hossain, R., Ghose, P., Chowdhury, T. M., Hossen, M. D., Hasan, M. N., & Mani, L. Ownership Structures and Firm 
Performance: A Correlation and Regression Analysis of Financial Institutions in Bangladesh. Pak. j. life soc. Sci., 22(2): 
6278-6295. https://doi.org/10.57239/PJLSS-2024-22.2.00473  

[70] Hossen, M. D. (2024). What Factors Influence the Increasing Dependency on Mobile Banking in Bangladesh? A 
Quantitative Study in Bangladesh. International Journal of Religion, 5(11), 4821-4837. 

[71] Hossen, M. D., Abedin, M. Z., Chowdhury, T. M., Islam, Z., & Kabir, M. R. (2025). Unveiling the Impact of E-
Governance on the Transformation from Digital to Smart Bangladesh. Pakistan Journal of Life & Social Sciences, 23(1). 
85-108, https://doi.org/10.57239/PJLSS-2025-23.1.009  

[72] Hynninen, R. (2024). Effects of customer-centric organizational change on levels of cross-selling and internal channel conflict: 
Case Company Oy. https://lutpub.lut.fi/handle/10024/167191 

[73] Ibekwe, K. I., Umoh, A. A., Nwokediegwu, Z. Q. S., Etukudoh, E. A., Ilojianya, V. I., & Adefemi, A. (2024). ENERGY 
EFFICIENCY IN INDUSTRIAL SECTORS: A REVIEW OF TECHNOLOGIES AND POLICY MEASURES. 
Engineering Science & Technology Journal, 5(1), Article 1. https://doi.org/10.51594/estj.v5i1.742 

[74] Islam, Z., Bhuiyan, M. R. I., Poli, T. A., Hossain, R., & Mani, L. (2024). Gravitating towards Internet of Things: 
Prospective Applications, Challenges, and Solutions of Using IoT. International Journal of Religion, 5(2), 436-451. 
https://doi.org/10.61707/awg31130  

https://doi.org/10.4018/979-8-3693-1339-8.ch008
https://doi.org/10.1016/j.esr.2024.101294
https://doi.org/10.18535/ijsrm/v12i09.em02
https://doi.org/10.1080/10696679.2023.2166535
https://doi.org/10.61707/7rfyma13
https://doi.org/10.32996/jbms.2024.6.4.17
https://doi.org/10.1108/BPMJ-12-2023-0939
https://doi.org/10.47772/IJRISS.2024.803028S
https://doi.org/10.37394/23207.2024.21.114
https://doi.org/10.57239/PJLSS-2024-22.2.00473
https://doi.org/10.57239/PJLSS-2025-23.1.009
https://doi.org/10.61707/awg31130


5843 

 

 
Edelweiss Applied Science and Technology 
ISSN: 2576-8484 

Vol. 8, No. 6: 5825-5846, 2024 
DOI: 10.55214/25768484.v8i6.3263 
© 2024 by the authors; licensee Learning Gate 

 

[75] Jain, D. Y. K. (2024). Financial Management and Market Dynamics. Xoffencerpublication. 
[76] Jiang, S., & Jia, Q. (2023b). Construction of Potential Customer Index System Under Machine Learning Algorithm. 

2023 4th International Symposium on Computer Engineering and Intelligent Communications (ISCEIC), 249–256. 
https://doi.org/10.1109/ISCEIC59030.2023.10271230  

[77] Jr, H. K. (2024). Artificial Intelligence Is a Service. iUniverse. 
[78] Kafka, K. I., Dinçer, H., & Yüksel, S. (2024). Impact-Relation Map of Innovative Service Development Regarding the 

Sustainable Growth for Emerging Markets. Journal of the Knowledge Economy, 15(1), 180–203. 
https://doi.org/10.1007/s13132-022-01080-0 

[79] Kaggwa, M. M. M. "The Global Burden of Suicidal Behavior Among People Experiencing Food Insecurity: A 
Systematic Review and Meta-analysis." European Psychiatry 67.S1 (2024): S130-S130  

[80] Kaggwa, S., Eleogu, T., Okonkwo, F., Farayola, O., Uwaoma, P., & Akinoso, A. (2024). AI in Decision Making: 
Transforming Business Strategies. International Journal of Research and Scientific Innovation, X, 423–444. 
https://doi.org/10.51244/IJRSI.2023.1012032 

[81] Karulkar, Y., Shah, A., & Naik, R. (2025). AI-Powered Business Evolution: Transformative Strategies for Success of 
Evolving Industries. In Creating AI Synergy Through Business Technology Transformation (pp. 39–72). IGI Global. 
https://doi.org/10.4018/979-8-3693-4187-2.ch003 

[82] Kedi, W., Ejimuda, C., & Ijomah, T. (2024). AI software for personalized marketing automation in SMEs: Enhancing customer 
experience and sales. 1981–1990. https://doi.org/10.30574/wjarr.2024.23.1.2159 

[83] Keegan, B. J., Dennehy, D., & Naudé, P. (2024). Implementing Artificial Intelligence in Traditional B2B Marketing 
Practices: An Activity Theory Perspective. Information Systems Frontiers, 26(3), 1025–1039. 
https://doi.org/10.1007/s10796-022-10294-1 

[84] Keegan, Conor, et al. Projections of workforce requirements for public acute hospitals in Ireland, 2019-2035: A regional analysis 
based on the Hippocrates model. No. 147. Research Series, 2022 

[85] Khadjeh Nassirtoussi, A., Aghabozorgi, S., Ying Wah, T., & Ngo, D. C. L. (2014). Text mining for market prediction: 
A systematic review. Expert Systems with Applications, 41(16), 7653–7670. https://doi.org/10.1016/j.eswa.2014.06.009 

[86] Khalil, R. A., Saeed, N., Masood, M., Fard, Y. M., Alouini, M.-S., & Al-Naffouri, T. Y. (2021). Deep Learning in the 
Industrial Internet of Things: Potentials, Challenges, and Emerging Applications. IEEE Internet of Things Journal, 
8(14), 11016–11040. IEEE Internet of Things Journal. https://doi.org/10.1109/JIOT.2021.3051414 

[87] Khedr, A. M., & S, S. R. (2024). Enhancing supply chain management with deep learning and machine learning 
techniques: A review. Journal of Open Innovation: Technology, Market, and Complexity, 10(4), 100379. 
https://doi.org/10.1016/j.joitmc.2024.100379 

[88] Khuan, H., Rahmiyati, N., Mendrofa, K. J., Diwyarthi, N. D. M. S., & Wiartha, N. G. M. (2024). Analysis of Consumer 
Perceptions of Product Quality, Sales Promotion, and Ease of Purchase in Increasing Purchasing Decisions at Start-up 
Companies in Indonesia. West Science Interdisciplinary Studies, 2(01), Article 01. 
https://doi.org/10.58812/wsis.v2i01.614 

[89] Kim, H. (2024). The Value of Competitor Information: Evidence from a Field Experiment. Management Science. 
https://doi.org/10.1287/mnsc.2022.04062 

[90] Kumar, J., & Rani, V. (2024). What do we know about cryptocurrency investment? An empirical study of its adoption 
among Indian retail investors. The Bottom Line, 37(1), 27–44. https://doi.org/10.1108/BL-04-2023-0104 

[91] Lewis, P. R., & Sarkadi, Ş. (2024). Reflective Artificial Intelligence. Minds and Machines, 34(2), 14. 
https://doi.org/10.1007/s11023-024-09664-2 

[92] Madanaguli, A., Sjödin, D., Parida, V., & Mikalef, P. (2024). Artificial intelligence capabilities for circular business 
models: Research synthesis and future agenda. Technological Forecasting and Social Change, 200, 123189. 
https://doi.org/10.1016/j.techfore.2023.123189 

[93] Mahoney, L. M., & Tang, T. (2024). Strategic Social Media: From Marketing to Social Change. John Wiley & Sons. 
[94] Malik, N., & Bilal, M. (2024). Natural language processing for analyzing online customer reviews: A survey, taxonomy, 

and open research challenges. PeerJ Computer Science, 10, e2203. https://doi.org/10.7717/peerj-cs.2203 
[95] Malliaroudaki, D., & Zoumas, S. (2024). Integrating AI in Decision-Making: A Qualitative Analysis of the Greek Context. 

https://repository.ihu.edu.gr//xmlui/handle/11544/30349 
[96] Mana, A. A., Allouhi, A., Hamrani, A., Rehman, S., el Jamaoui, I., & Jayachandran, K. (2024). Sustainable AI-based 

production agriculture: Exploring AI applications and implications in agricultural practices. Smart Agricultural 
Technology, 7, 100416. https://doi.org/10.1016/j.atech.2024.100416 

[97] Mani, L. (2024). Gravitating towards the Digital Economy: Opportunities and challenges for transforming smart 
Bangladesh. Pakistan Journal of Life and Social Sciences, 22(1), 3324-3334. https://doi.org/10.57239/PJLSS-2024-
22.1.00241  

[98] Manoharan, G., Razak, A., Rao, C. V. G., Ashtikar, S. P., & Nivedha, M. (2024). Artificial Intelligence at the Helm: 
Steering the Modern Business Landscape Toward Progress. In The Ethical Frontier of AI and Data Analysis (pp. 72–99). 
IGI Global. https://doi.org/10.4018/979-8-3693-2964-1.ch005 

[99] Marko, Peter B., and Nadezhda I. Zaslavskaya. "Geographic origin and timing of colonization of the Pacific Coast of 
North America by the rocky shore gastropod Littorina sitkana." PeerJ 7 (2019): e7987. 

[100] Marsh, N. (2024). An exploratory study: Investigating the socio-political and personal factors influencing social work decision-
making in child exploitation cases in England [Phd, University of East London]. https://doi.org/10.15123/uel.8y0v4 

https://doi.org/10.1109/ISCEIC59030.2023.10271230
https://doi.org/10.57239/PJLSS-2024-22.1.00241
https://doi.org/10.57239/PJLSS-2024-22.1.00241


5844 

 

 
Edelweiss Applied Science and Technology 
ISSN: 2576-8484 

Vol. 8, No. 6: 5825-5846, 2024 
DOI: 10.55214/25768484.v8i6.3263 
© 2024 by the authors; licensee Learning Gate 

 

[101] Masum, M. Y., Mia, M. N., Islam, M. S., Ahmed, G. S., Milon, M. N. U., & Hossain, R. (2024). Poverty Alleviation 
Through Tourism Development In Bangladesh: Theoretical Perspectives And Empirical Evidence. Educational 
Administration: Theory and Practice, 30(5), 10050-10064. 

[102] Mehrotra, D. D. (2019). BASICS OF ARTIFICIAL INTELLIGENCE & MACHINE LEARNING. Notion Press. 
[103] Mehta, A., Niaz, M., Adetoro, A., & Nwagwu, U. (2024). Advancements in Manufacturing Technology for the 

Biotechnology Industry: The Role of Artificial Intelligence and Emerging Trends. International Journal of Chemistry, 
Mathematics and Physics, 8(2), 12–18. https://doi.org/10.22161/ijcmp.8.2.3 

[104] Milon, M. N. U. (2024). Gravitating towards Artificial Intelligence on Anti-Money Laundering A PRISMA Based 
Systematic Review. International Journal of Religion, 5(7), 303-315. https://doi.org/10.61707/py0fe669  

[105] Milon, M. N. U., Ghose, P., Pinky, T. C., Tabassum, M. N., Hasan, M. N., & Khatun, M. (2024). An in-depth PRISMA 
based review of cybercrime in a developing economy: Examining sector-wide impacts, legal frameworks, and emerging 
trends in the digital era. Edelweiss Applied Science and Technology, 8(4), 2072-2093. 
https://doi.org/10.55214/25768484.v8i4.1583  

[106] Mira Mira, J. (2024). AI applied to SME marketing: Analysis and tools [fi=AMK-opinnäytetyö|sv=YH-
examensarbete|en=Bachelor’s thesis|]. http://www.theseus.fi/handle/10024/859708 

[107] Musaigwa, M. (2024). From traditional to digital: Transforming business models in the insurance sector. International 
Journal of Development and Sustainability International Journal of Development and Sustainability, 13 1, 68–86. 

[108] Nassif, J., Tekli, J., & Kamradt, M. (2024). Synthetic Data: Revolutionizing the Industrial Metaverse. Springer Nature. 
[109] Nazir, A., He, J., Zhu, N., Qureshi, S. S., Qureshi, S. U., Ullah, F., Wajahat, A., & Pathan, M. S. (2024). A deep learning-

based novel hybrid CNN-LSTM architecture for efficient detection of threats in the IoT ecosystem. Ain Shams 
Engineering Journal, 15(7), 102777. https://doi.org/10.1016/j.asej.2024.102777 

[110] Nwaobi, G. (2024, August 26). Nigerian Firms and Digital Transformation:Incubations, Unipoding and Prospects [MPRA 
Paper]. https://mpra.ub.uni-muenchen.de/121833/ 

[111] Nwosu, N., Babatunde, S., & Ijomah, T. (2024). Enhancing customer experience and market penetration through 
advanced data analytics in the health industry. World Journal of Advanced Research and Reviews, 22, 1157–1170. 
https://doi.org/10.30574/wjarr.2024.22.3.1810 

[112] Ochuba, N. A., Amoo, O. O., Akinrinola, O., Usman, F. O., & Okafor, E. S. (2024). MARKET EXPANSION AND 
COMPETITIVE POSITIONING IN SATELLITE TELECOMMUNICATIONS: A REVIEW OF ANALYTICS-
DRIVEN STRATEGIES WITHIN THE GLOBAL LANDSCAPE. International Journal of Management & 
Entrepreneurship Research, 6(3), Article 3. https://doi.org/10.51594/ijmer.v6i3.845 

[113] Ochuba, N. A., Okafor, E. S., Akinrinola, O., Amoo, O. O., & Usman, F. O. (2024). ENHANCING CUSTOMER 
SERVICE IN SATELLITE TELECOMMUNICATIONS: A REVIEW OF DATA-DRIVEN INSIGHTS AND 
METHODOLOGIES FOR PERSONALIZED SERVICE OFFERINGS. International Journal of Management & 
Entrepreneurship Research, 6(3), Article 3. https://doi.org/10.51594/ijmer.v6i3.84 

[114] Ogundipe, D. O., Babatunde, S. O., & Abaku, E. A. (2024). AI AND PRODUCT MANAGEMENT: A THEORETICAL 
OVERVIEW FROM IDEA TO MARKET. International Journal of Management & Entrepreneurship Research, 6(3), 
Article 3. https://doi.org/10.51594/ijmer.v6i3.965 

[115] Okeleke, P., Ajiga, D., Folorunsho, S., & Ezeigweneme, C. (2024). Predictive analytics for market trends using AI: A study 
in consumer behavior. https://doi.org/10.53430/ijeru.2024.7.1.0032 

[116] Oloruntosin Tolulope Joel & Vincent Ugochukwu Oguanobi. (2024). Data-driven strategies for business expansion: 
Utilizing predictive analytics for enhanced profitability and opportunity identification. International Journal of Frontiers 
in Engineering and Technology Research, 6(2), 071–081. https://doi.org/10.53294/ijfetr.2024.6.2.0035 

[117] Ozkan-Okay, M., Akin, E., Aslan, Ö., Kosunalp, S., Iliev, T., Stoyanov, I., & Beloev, I. (2024). A Comprehensive Survey: 
Evaluating the Efficiency of Artificial Intelligence and Machine Learning Techniques on Cyber Security Solutions. 
IEEE Access, 12, 12229–12256. IEEE Access. https://doi.org/10.1109/ACCESS.2024.3355547 

[118] Paramesha, M., Rane, N. L., & Rane, J. (2024). Artificial Intelligence, Machine Learning, Deep Learning, and Blockchain 
in Financial and Banking Services: A Comprehensive Review. Partners Universal Multidisciplinary Research Journal, 1(2), 
Article 2. https://doi.org/10.5281/zenodo.12826933 

[119] Paudel, R. (2024). The Impact of Automation and Artificial Intelligence (AI) on Leadership and the Workforce. 
Indonesian Journal of Banking and Financial Technology, 2(2), Article 2. https://doi.org/10.55927/fintech.v2i2.8904 

[120] Peretz-Andersson, E., Tabares, S., Mikalef, P., & Parida, V. (2024). Artificial intelligence implementation in 
manufacturing SMEs: A resource orchestration approach. International Journal of Information Management, 77, 102781. 
https://doi.org/10.1016/j.ijinfomgt.2024.102781 

[121] Peyravi, Bahman, Julija Nekrošienė, and Liudmila Lobanova. "Revolutionised technologies for marketing: Theoretical 
review with focus on artificial intelligence." Business: Theory and Practice 21.2 (2020): 827-834. 

[122] Plastino, E., & Purdy, M. (2018). Game changing value from Artificial Intelligence: Eight strategies. Strategy & 
Leadership, 46(1), 16–22. https://doi.org/10.1108/SL-11-2017-0106 

[123] Poli, T. A. (2024). Mediating Role of Entrepreneurship Capability in Sustainable Performance and Women 
Entrepreneurship: An Evidence from a Developing Country. Journal of Ecohumanism, 3(3), 2006-2019. 
https://doi.org/10.62754/joe.v3i3.3553  

[124] Potla, R. T., & Pottla, V. K. (2024). AI-Powered Personalization in Salesforce: Enhancing Customer Engagement 
through Machine Learning Models. Valley International Journal Digital Library, 1388–1420. 
https://doi.org/10.18535/ijsrm/v12i08.ec06 

https://doi.org/10.61707/py0fe669
https://doi.org/10.55214/25768484.v8i4.1583
http://www.theseus.fi/handle/10024/859708
https://doi.org/10.62754/joe.v3i3.3553


5845 

 

 
Edelweiss Applied Science and Technology 
ISSN: 2576-8484 

Vol. 8, No. 6: 5825-5846, 2024 
DOI: 10.55214/25768484.v8i6.3263 
© 2024 by the authors; licensee Learning Gate 

 

[125] Rahate, K. P., Sengar, M. S., & Patel, S. (2024). Artificial Intelligence in Medical Imaging by Machine Learning and 
Deep Learning. In Approaches to Human-Centered AI in Healthcare (pp. 121–159). IGI Global. 
https://doi.org/10.4018/979-8-3693-2238-3.ch006 

[126] Rahman, M. M., Bhuiyan, M. R., & Alam, S. M. (2024). The Empirical Study on the Impact of the COVID-19 on Small 
and Medium Enterprises (SMEs) in Bangladesh. Journal of Information Systems and Informatics, 6(1), 527-547. 
https://doi.org/10.51519/journalisi.v6i1.686  

[127] Rahman, M. M., Faraji, M. R., Islam, M. M., Khatun, M., Uddin, S., & Hasan, M. H. (2024). Gravitating towards 
Information Society for Information Security in Information Systems: A Systematic PRISMA Based Review. Pakistan 
Journal of Life and Social Sciences (PJLSS), 22(1). https://doi.org/10.57239/PJLSS-2024-22.1.0089  

[128] Rajan, P. (2024). Integrating IoT Analytics into Marketing Decision Making: A Smart Data-Driven Approach. 
International Journal of Data Informatics and Intelligent Computing, 3(1), Article 1. https://doi.org/10.59461/ijdiic.v3i1.92 

[129] Rane, N. L., Paramesha, M., Choudhary, S. P., & Rane, J. (2024). Artificial Intelligence, Machine Learning, and Deep 
Learning for Advanced Business Strategies: A Review. Partners Universal International Innovation Journal, 2(3), Article 
3. https://doi.org/10.5281/zenodo.12208298  

[130] Rashid, A. B., & Kausik, M. A. K. (2024). AI revolutionising industries worldwide: A comprehensive overview of its 
diverse applications. Hybrid Advances, 7, 100277. https://doi.org/10.1016/j.hybadv.2024.100277  

[131] Roth-Dietrich, G., & Gröschel, M. (2024). Matching Between Innovative Business Model Patterns and IT Impact 
Areas. In T. Barton, C. Müller, & C. Seel (Eds.), Digitalization in companies: From theoretical approaches to practical (pp. 
77–98). Springer Fachmedien. https://doi.org/10.1007/978-3-658-39094-5_6  

[132] Rubab, S. A. (2023). Impact of AI on business growth. The Business & Management Review, 14(2), 229-236. 
[133] Salim, S. (2020). Understanding the Role of Artificial Intelligence and Its Future Social Impact. IGI Global. 
[134] Sarker, P., Sayed, A., Siddique, A. bakar, Apu, A. S., Tasnim, S. A., & Mahmud, R. (2024a). A Comparative Review on 

Stock Market Prediction Using Artificial Intelligence. Malaysian Journal of Science and Advanced Technology, 383–404. 
https://doi.org/10.56532/mjsat.v4i4.316 

[135] Sawon, M. M. H., Lina, F. Y., & Hossain, M. A. (2024). AI in the Tourism and Hospitality Industry in Bangladesh: 
Challenges and Ways Forward. In Impact of AI and Tech-Driven Solutions in Hospitality and Tourism (pp. 84-102). IGI 
Global. DOI: 10.4018/979-8-3693-6755-1.ch005    

[136] Saxena, P., Saxena, V., Pandey, A., Flato, U., & Shukla, K. (2023). Multiple Aspects of Artificial Intelligence. Book Saga 
Publications. 

[137] Sethi, V., & Kumar, R. (2024). Comparative Analysis of Machine Learning Algorithms used by Recommender Systems 
to Improve Marketing Strategies on E-commerce. In Computational Intelligence and Mathematical Applications. CRC 
Press. 

[138] Shahin, M., Maghanaki, M., Hosseinzadeh, A., & Chen, F. F. (2024). Improving operations through a lean AI paradigm: 
A view to an AI-aided lean manufacturing via versatile convolutional neural network. The International Journal of 
Advanced Manufacturing Technology, 133(11), 5343–5419. https://doi.org/10.1007/s00170-024-13874-4 

[139] Sharma, V., & Singh, H. [Guided by. (2023). Feature Extraction Based Sentiment Analysis. 
http://ir.juit.ac.in:8080/jspui/jspui/handle/123456789/9918 

[140] Shobhana, N. (2024). AI-Powered Supply Chains Towards Greater Efficiency. In Complex AI Dynamics and Interactions 
in Management (pp. 229–249). IGI Global. https://doi.org/10.4018/979-8-3693-0712-0.ch011 

[141] Singh Rathore, D., & Gautam, P. (2024). Machine Learning Model for Improving Accuracy and Detecting Sarcasm in 
Sentiment Analysis. 2024 Asia Pacific Conference on Innovation in Technology (APCIT), 1–6. 
https://doi.org/10.1109/APCIT62007.2024.10673534 

[142] Singh, B., & Kaunert, C. (2024). Future of Digital Marketing: Hyper-Personalized Customer Dynamic Experience with 
AI-Based Predictive Models. In Revolutionizing the AI-Digital Landscape. Productivity Press. 

[143] Stone, M., Aravopoulou, E., Ekinci, Y., Evans, G., Hobbs, M., Labib, A., ... & Machtynger, L. (2020). Artificial 
intelligence (AI) in strategic marketing decision-making: a research agenda. The Bottom Line, 33(2), 183-200. 

[144] Sullivan, Y., & Fosso Wamba, S. (2024). Artificial intelligence and adaptive response to market changes: A strategy to 
enhance firm performance and innovation. Journal of Business Research, 174, 114500. 
https://doi.org/10.1016/j.jbusres.2024.114500 

[145] Tistelgrén, S. (2024). Artificial Intelligence in Software Development: Exploring Utilisation, Tools, and Value Creation 
[fi=Ylempi AMK-opinnäytetyö|sv=Högre YH-examensarbete|en=Master’s thesis|]. 
http://www.theseus.fi/handle/10024/853451 

[146] Toorajipour, R., Oghazi, P., & Palmié, M. (2024). Data ecosystem business models: Value propositions and value capture 
with Artificial Intelligence of Things. International Journal of Information Management, 78, 102804. 
https://doi.org/10.1016/j.ijinfomgt.2024.102804 

[147] Trilaksono, A., Afifudin, Z., & Digdowiseiso, K. (2024). Marketing Strategy in Increasing Sales of D’besto Products. 
INTERNATIONAL JOURNAL OF ECONOMICS, MANAGEMENT, BUSINESS, AND SOCIAL SCIENCE 
(IJEMBIS), 4(1), 609–619. https://doi.org/10.59889/ijembis.v4i1.363 

[148] Tula, S. T., Kess-Momoh, A. J., Omotoye, G. B., Bello, B. G., & Daraojimba, A. I. (2024). AI-ENABLED CUSTOMER 
EXPERIENCE ENHANCEMENT IN BUSINESS. Computer Science & IT Research Journal, 5(2), Article 2. 
https://doi.org/10.51594/csitrj.v5i2.789 

[149] Ucar, A., Karakose, M., & Kırımça, N. (2024). Artificial Intelligence for Predictive Maintenance Applications: Key 
Components, Trustworthiness, and Future Trends. Applied Sciences, 14(2), Article 2. 
https://doi.org/10.3390/app14020898 

https://doi.org/10.51519/journalisi.v6i1.686
https://doi.org/10.57239/PJLSS-2024-22.1.0089
https://doi.org/10.5281/zenodo.12208298
https://doi.org/10.1016/j.hybadv.2024.100277
https://doi.org/10.1007/978-3-658-39094-5_6


5846 

 

 
Edelweiss Applied Science and Technology 
ISSN: 2576-8484 

Vol. 8, No. 6: 5825-5846, 2024 
DOI: 10.55214/25768484.v8i6.3263 
© 2024 by the authors; licensee Learning Gate 

 

[150] UDDIN, K. S., BHUIYAN, M. R. I., & HAMID, M. (2024). Perception towards the Acceptance of Digital Health 
Services among the People of Bangladesh. WSEAS Transactions on Business and Economics, 21:1557-1570 
https://doi.org/10.37394/23207.2024.21.127      

[151] Uddin, K., & Hossain, S. (2010). A comparative study on silk dyeing with reactive dye and acid dyes. International Journal 
of Engineering and Technology, 10(6), 21-26. 

[152] Umamaheswari, Dr D. "Role of Artificial Intelligence in Marketing Strategies and Performance." Migration 
Letters 21.S4 (2024): 1589-1599. 

[153] Urefe, O., Odonkor, T. N., Obeng, S., & Biney, E. (2024). Innovative strategic marketing practices to propel small 
business development and competitiveness. Magna Scientia Advanced Research and Reviews, 11(2), 278–296. 
https://doi.org/10.30574/msarr.2024.11.2.0122 

[154] Usman, M., Moinuddin, M., & Khan, R. (2024). Unlocking Insights: Harnessing the Power of Business Intelligence for 
Strategic Growth. International Journal of Advanced Engineering Technologies and Innovations, 1(4), Article 4. 

[155] Venkataramanan, S., Sadhu, A. K. R., Gudala, L., & Reddy, A. K. (2024). Leveraging Artificial Intelligence for Enhanced 
Sales Forecasting Accuracy: A Review of AI-Driven Techniques and Practical Applications in Customer Relationship 
Management Systems. Australian Journal of Machine Learning Research & Applications, 4(1), Article 1. 

[156] Werbos, P. J. (2024). 6 - The new AI: Basic concepts, and urgent risks and opportunities in the internet of things. In R. 
Kozma, C. Alippi, Y. Choe, & F. C. Morabito (Eds.), Artificial Intelligence in the Age of Neural Networks and Brain 
Computing (Second Edition) (pp. 93–127). Academic Press. https://doi.org/10.1016/B978-0-323-96104-2.00006-3  

[157] Woessner, A. E., Anjum, U., Salman, H., Lear, J., Turner, J. T., Campbell, R., Beaudry, L., Zhan, J., Cornett, L. E., 
Gauch, S., & Quinn, K. P. (2024). Identifying and training deep learning neural networks on biomedical-related datasets. 
Briefings in Bioinformatics, 25(Supplement_1), bbae232. https://doi.org/10.1093/bib/bbae232  

[158] Yang, X., & Zhu, C. (2024). Industrial Expert Systems Review: A Comprehensive Analysis of Typical Applications. 
IEEE Access, 12, 88558–88584. IEEE Access. https://doi.org/10.1109/ACCESS.2024.3419047  

[159] Zhai, M., Wang, X., & Zhao, X. (2024). The importance of online customer reviews characteristics on remanufactured 
product sales: Evidence from the mobile phone market on Amazon.com. Journal of Retailing and Consumer Services, 77, 
103677. https://doi.org/10.1016/j.jretconser.2023.103677  

[160] Zhang, H., Niyato, D., Zhang, W., Zhao, C., Du, H., Jamalipour, A., Sun, S., & Pei, Y. (2024). The Roles of Generative 
Artificial Intelligence in Internet of Electric Vehicles (No. arXiv:2409.15750). arXiv. 
https://doi.org/10.48550/arXiv.2409.15750  

[161] Zhu, H., Michalak, A. J., Merricks, E. M., Agopyan-Miu, A. H. C. W., Jacobs, J., Hamberger, M. J., Sheth, S. A., 
McKhann, G. M., Feldstein, N., Schevon, C. A., & Hillman, E. M. C. (2024). Spectral-switching analysis reveals real-time 
neuronal network representations of concurrent spontaneous naturalistic behaviors in human brain (p. 2024.07.08.600416). 
bioRxiv. https://doi.org/10.1101/2024.07.08.600416  

[162] Zong, Z., & Guan, Y. (2024). AI-Driven Intelligent Data Analytics and Predictive Analysis in Industry 4.0: 
Transforming Knowledge, Innovation, and Efficiency. Journal of the Knowledge Economy. 
https://doi.org/10.1007/s13132-024-02001-z 

 

https://doi.org/10.37394/23207.2024.21.127
https://doi.org/10.1016/B978-0-323-96104-2.00006-3
https://doi.org/10.1093/bib/bbae232
https://doi.org/10.1109/ACCESS.2024.3419047
https://doi.org/10.1016/j.jretconser.2023.103677
https://doi.org/10.48550/arXiv.2409.15750
https://doi.org/10.1101/2024.07.08.600416
https://doi.org/10.1007/s13132-024-02001-z

