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Abstract. In today’s fast-paced world, where innovation and technology
drive development, the automotive industry faces new challenges associated with
high competition and ever-increasing customer expectations. The purpose of the
article is to analyze strategic approaches to the use of artificial intelligence (Al) in
automotive marketing to personalize services and increase the competitiveness of
enterprises. Methods. The study is based on theoretical generalization and
systematic analysis of the concepts of personalization, marketing flexibility and Al
The theoretical generalization method was used to systematize and structure existing
knowledge and scientific publications related to the impact of Al on marketing. It
allowed us to outline the current state of the problem and identify the main trends.
The analysis method was employed to identify the key advantages and challenges
associated with implementing Al. Based on the empirical method, an analysis of
practical cases from global and Ukrainian companies was conducted, illustrating the
application of Al technologies. The synthesis method was used to formulate

conclusions and predict the future development of the industry. Results. It was
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determined that, under market conditions, Al becomes not just an auxiliary tool but
a fundamental driver of the transition to personalized marketing. The use of Al
enables companies not only to respond quickly to changes but also to predict them,
creating personalized offers that meet the unique needs of each client. However, for
the widespread implementation of Al, it is necessary to address significant
challenges associated with data storage and use, as well as confidentiality, and the
need for substantial financial investments. The analysis reveals that Al is a key driver
of the transition to personalized marketing, enabling companies to accurately predict
customer needs and create tailored offers. The experience of leading global
manufacturers confirms it: BMW utilizes Al for autonomous driving, Toyota for
optimizing lead generation, and Tesla integrates it into its ecosystem to increase
efficiency. These examples demonstrate that Al is becoming an integral part of a
successful strategy in the automotive industry, despite the numerous challenges it
presents. Conclusions. It has been established that the combination of AI and
marketing flexibility is a prerequisite for sustainable growth in the modern
automotive industry. The analysis demonstrates how Al enables businesses to
establish strong, trusting relationships with customers and achieve long-term market
success. Areas of further research include the development of methodologies for
analyzing the cost-effectiveness of Al implementation and studying its impact on
customer loyalty.

Keywords: digital transformation, customer loyalty, marketing effectiveness,
marketing strategy, automotive industry, competitiveness, customer experience,

innovation.
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AHoTanisi. Y CydacHOMYy IUBHUJKOILUIMHHOMY CBITi, J€ I1HHOBauUli Ta
TEXHOJIOTIi € PYIIiHHOI CUJIOK PO3BUTKY, aBTOMOO1IbHA 1HAYCTPIS CTUKAETHCS 3
HOBUMH BUKIHUKAMH, TOB’S3aHUMH 3 BHCOKOIO KOHKYPEHII€I0 Ta MOCTIMHO
3pOCTAlOUMMHU OUYIKYBAaHHSIMHU KIII€HTIB. MeTO CTaTTl € aHalli3 CTpaTeriuHuX
MIIXOAIB 10 BUKOpucTaHHs wmTy4yHoro iHTenekty (IIII) B MapkeTunry
aBTOMOOLTBRHOI ~ rajy3l JJIsi  [epcoHai3alli mociayr Ta  MiJBHUIICHHS
KOHKYPEHTOCIPOMOXKHOCTI MiAnpueMcTB. Metoan. JloChiXKEHHs] TPYHTYEThCS Ha
TEOPETUYHOMY y3arajJbHEHHI Ta CUCTEMHOMY aHali3l MOHATh MEepCcOHAai3allii,
MapkeTuHroBoi rHyukocti Ta III. Merog TeopeTUYHOro y3arajJbHEHHS
BUKOPHUCTAHO JJI1 CUCTEMAaTH3allli Ta CTPYKTYPYBaHHS ICHYIOUMX 3HAaHb 1 HAYKOBUX
nmyOuikailii, mo crocytoThes BBy LI Ha MapkeTunr. L{e 103Bonui0 okpecauTu
MOTOYHHUI CTaH MPOOJIeMH Ta BUSIBUTU OCHOBHI TeHAEHIi. J[Jis BHOKpeMIICHHs
KJIFOYOBUX TEpeBar Ta BUKIUKIB BrpoBaxkeHHs I 3acTtocoBano MeTos aHamizy.
Ha ocHOBI eMIIipuyHOTO METOAY IPOBEACHO aHAJI3 MPAKTUYHUX KEHCIB CBITOBUX Ta
YKpaiHCbKUX KOMIIaHI|, sIKI UTFOCTPYIOTh 3actocyBaHHs LI-texnonoriid. Merony
CUHTE3y OyJI0 3acTOCOBaHO st (hOpPMYJIFOBAaHHS BUCHOBKM Ta IPOTHO3YBaHHS
MaifOyTHBOTO PO3BUTKY ranysi. Pe3yabraTtu. BusznaueHo, 1o B yMOBaxX pUHKOBOI
koHkypen1ii I crae He mpocTo TOMOMIXXHUM IHCTPYMEHTOM, a PyH1aMEeHTaIbHUM
IpaiiBepoM TMepexoAy A0 TMEePCOHAN30BaHOrO0 MapkeTuHry. 3actocyBanHs LI
JI03BOJISIE KOMIIaHIsIM HE JIMIIE OINEpaTUBHO pearyBaTH Ha 3MiHHU, ale W
MIPOTHO3YBATH X, CTBOPIOIOYM YHIKaJIbHI MPOMO3HUIIii, 1110 BIMOBIIaI0Th MOTpeOaM
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KOKHOro KkiieHta. OpHak, mis mupokoro BrpoBamxeHHs I weoOximHO
BpaxOBYBaTH 3HAYHI BUKJIUKH, TOB’si3aHI 3 TmpobOiieMamMu 30€peKeHHs Ta
BUKOPUCTAaHHA JTaHUX, KOH(IIECHUIMHICTIO Ta HEOOXIJHICTIO 3aJTy4Y€HHS 3HAYHHUX
¢1HaHcoBuX 1HBecTULH. [IpoBeaenuit anani3 nokasye, mo LI € pynnamentansHUM
IpaiiBepoM Mmepexoay A0 IEPCOHATI30BAHOTO MAPKETUHTY, 1O3BOJISIOUM KOMITaH1sIM
MPOTHO3YBaTU TMOTPeOM KIIIEHTIB 1 CTBOPIOBATU YHIKajdbHI mnpomno3uiii. [le
MIJITBEP/KYETHCA  JOCBIJIOM  MPOBIJHUX  CBITOBUX  BUpOOHMKIB: BMW
BukopucroBye LI nns aBTOHOMHOro KepyBaHHs, Toyota — nns onTUMizauii
redepamii naiaiB, a Tesla iHTerpye ioro y CBOI0O €KOCHCTEMY JIs MIJBUIIEHHS
edextuBHOCTi. Ili mpuknaau iumoctpyroth, mo LI crae HeBiA’ €MHOIO YaCTUHOIO
YCIIIIHOI cTpaTerii B 013Hecl, MONpH BCl BUKIUWKU. BucHoBKM. BecraHoBieHo, 110
noeaHanHsa Il Ta MapKeTHHroBOI THYYKOCTI € OOOB’SI3KOBOIO YMOBOIO CTaJlOTO
pPO3BUTKY B cydacHoMy aBToOi3Heci. [IpoBenmenuii anamiz mnokasye, sik I
nonomarae Oi13Hecy ¢GopMyBaTH MillHI, JOBIpYl BIJIHOCUHHM 3 KIII€EHTaMH Ta
3a0e3reuyBaT JOBrOTPUBAIMM ycmix Ha puHKy. Hanpsmku nopanbimmx
JOCIIIKEHb BKJIIOYAIOTh PO3POOKY METOJIONOTIA JJisi aHajidy €KOHOMIYHOI
epexktuBHOCTI BrpoBajkeHHs I Ta mociimkeHHs MOro BIUIMBY Ha KIIEHTCBKY
JOSUTBHICTb.

KuarouoBi caoBa: nudpoBa TpaHcopmallisi, CIOXKHUBYA JIOSUIBHICTb,
e(EeKTUBHICTh MapKETUHTy, MAapKETUHIOBA CTpaTEerisi, aBTOMOOUIbHA Tajy3b,

KOHKYPEHTOCHPOMOXKHICTh, KJII€HTCHKUN TOCBIJI, IHHOBAIIi.

Problem statement. The global automotive market is undergoing a
significant transformation driven by technological advancements, shifting consumer
expectations, and intensifying competition. From a traditional model with an
emphasis on physical products, the industry is shifting to a customer-centric
approach, where the key factor for success is the customer experience. In the era of
digitalization and access to vast amounts of data, traditional marketing tools are

becoming less effective. Consumers no longer respond to mass, impersonal
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advertising messages. They expect brands to understand their needs, preferences and
interaction mechanisms. The relevance of the study lies in the development and
application of new approaches that not only attract but also retain customers.

Artificial intelligence (Al) is the technology that can change this situation. Its
capabilities allow you to analyze Big Data, predict customer behavior and create
unique, personalized offers. Thanks to Al, companies can not only sell cars or
services, but also form a trusting emotional connection, which is the basis for long-
term cooperation and loyalty. However, implementing Al in automotive marketing
requires solving several problems, particularly related to the ethical aspects of using
personal data, integrating new technologies into existing business processes, and
making significant investments, all while requiring highly qualified personnel.

Analysis of recent research and publications. In modern scientific
discourse, Al and personalization are considered key factors in transforming
marketing, particularly in the complex automotive industry. Research in this area
focuses on examining how new technologies alter traditional approaches to customer
interaction and business process management.

Ukrainian and foreign scholars, in particular O. V. Popko and V. V. Filatov
[1], emphasize that personalization has evolved beyond simple address by name,
becoming a process of building deep and long-term relationships with clients, which
is a critically crucial competitive advantage. K. Kasianenko [2] emphasizes that in
the context of personalization, media image acquires special importance, which
affects the perception of the brand and the formation of trust in the digital economy.
In this context, N.I. Bolkvadze, O.S., Bratko, O.F. Mygal [3] consider the
implementation of Al as a tool for modernization and increasing the competitiveness
of enterprises, which enables the creation of more effective marketing campaigns.
K. Shalender and N. Singh [4] emphasize the importance of the flexibility of
marketing systems in the automotive industry, which allows you to respond to

dynamic market changes quickly.
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M. Hoffmann and F. Neukart [5] emphasize that Al tools are crucial for
automating processes at all stages of the automotive product life cycle.
T. R. Ismatullaev [6] further suggests that successful marketing depends on a deep
understanding of customers. H. Pysanko’s [7] study on the use of agile
methodologies demonstrates how small companies can increase efficiency by
adapting the practices of large technology giants. N. L. Rane et al. [8] demonstrate
that Al significantly enhances customer satisfaction and loyalty, while C. R. Vaz et
al. [9] note that the introduction of innovations in the sustainability sector occurs
gradually due to high associated risks. S. Babeanu’s study [10] confirms that Al is
an integral part of the industry transformation, allowing the transition from a product
focus to a customer orientation. Additional possibilities for using Al, particularly in
predictive maintenance, are analyzed by S. Yildirim et al. [11]. At the same time,
Y. Rybalchenko [12] notes that the lack of unified strategies is a serious obstacle to
the effective implementation of Al in business processes, which is also relevant for
complex Al systems. S. T. K. Jan, V. Ishakian, and V. Muthusamy [13] point out a
significant challenge: the problem of trust in Al models due to their lack of
transparency. H. M. Heyn, K. M. Habibullah, E. Knauss, J. Horkoff, M. Borg,
A. Knauss and P. J. Li [14] emphasize that the main obstacles to the implementation
of Al in the business sphere are problems with the use, storage and confidentiality
of data, technological requirements for infrastructure, lack of qualified personnel
and financial and legal aspects.

Highlighting previously unresolved parts of the general problem. Existing
research on marketing personalization using Al in the automotive industry does not
focus on several key aspects that are formed in the context of rapid digital
transformation: the impact of Al on customer trust and loyalty is insufficiently
studied. Despite the generally recognized effectiveness of personalized content, it is
still unclear how automated algorithms and chatbots can create a «<human» emotional
connection and long-term trust, which is critically important when buying and

servicing a car.
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There is no unified methodology for assessing the economic efficiency of Al
implementation. Existing approaches focus on increasing sales but do not
sufficiently consider aspects such as optimizing marketing costs, mitigating
reputational risks, and enhancing customer value in the long term.

Formulation of the article’s objectives (task statement). The purpose of the
article is to substantiate the importance of using Al in automotive marketing to
personalize services and increase the competitiveness of enterprises.

To achieve this goal, the following tasks were defined:

1. To systematize the theoretical foundations of the concepts of «personalization
in marketingy, «flexibility of marketing systems» and «Al», as well as to
explore their relationship in the context of the automotive business.

2. To identify the key advantages of using Al for personalization in the
automotive business, in particular to increase loyalty, optimize marketing
costs and improve customer experience.

3. To identify the main challenges and risks associated with the implementation
of Al technologies in automotive marketing, in particular, data problems,
financial and legal aspects.

4. To analyze practical cases of using Al in automotive marketing using the
example of leading global companies.

Presentation of the main material of the study. In modern market
conditions and information overload, the decisive factor for success is a brand’s
ability to interact with clients on an individual level. This paradigm shift is based on
the concept of personalization, which in modern business is taking on new forms
thanks to the use of Al

Al enables not only the collection and analysis of large amounts of data about
customers, but also the application of this knowledge to create personalized offers
that cater to the needs and behavior of each consumer. In the context of the auto

business, where the customer journey is complex and multi-stage, personalization,
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driven by Al, becomes a key tool for increasing loyalty, optimizing sales, and
creating a unique customer experience.

Moving from general conceptual principles to a more detailed consideration,
it is necessary to determine the essence of personalization in marketing.

Personalized marketing is a modern approach that focuses on the individual
needs of the client. Its key goal is not just to sell a product, but to create a deep and
lasting connection between the brand and the consumer through the customization
of communications and offers. This concept views personalization as a process of
building long-term relationships based on the recognition of each customer’s
individuality [1]. Thus, personalization is a critically crucial competitive advantage
that enables companies to differentiate themselves in the market and effectively
enhance customer loyalty.

In the context of personalization, media image acquires particular importance,
which is a key factor in shaping brand perception in the digital economy. It affects
the psychological processes of forming trust and emotional connection with the
consumer through the quality of visual content, personal representation and
consistency of the brand story. Even small businesses can effectively utilize this tool,
attracting and retaining a loyal audience, which is especially important in the
automotive industry [2].

However, to achieve maximum efficiency and scale of personalization, brands
are gradually moving from manual methods of image formation to the use of
automated and high-tech solutions. It is in this context that Al becomes key.

According to research on the implementation of Al in business activities,
modern Al tools are widely utilized in various areas. They enable you to analyze
vast amounts of data, which forms the basis for personalization. The implementation
of Al is viewed as a tool for modernization and enhancing the competitiveness of
enterprises, enabling companies to create more targeted and effective marketing

campaigns based on a deep understanding of their customers [3].
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Given the need for a deep understanding of the customer for effective
marketing, it becomes clear that success in the automotive business depends on
companies’ ability to adapt to market changes quickly. It is especially true for the
automotive industry, which is one of the most complex and competitive industries.

A key feature of the automotive market is its dynamism and high competition.
It requires companies not only to create a quality product, but also to have flexible
marketing systems that allow brands to respond quickly to changes in consumer
behavior, technological innovations and economic fluctuations. This approach
assumes the presence of adaptive strategies that encompass both pricing, logistics,
and sales channels. In this industry, where customer decisions are influenced by
numerous factors (including price, technical characteristics, and emotional brand
perception), flexible marketing is a necessary condition for success [4, p. 260].

It is worth noting that Al tools enable us to ensure this flexibility in the
automotive industry, thanks to the automation of learning and optimization of
processes at all stages of creating automotive products, from development and
production to marketing, sales, and after-sales service [5].

One of the primary challenges in marketing for the automotive industry is the
intense level of competition, which necessitates that companies continually monitor
the market and their competitors. Before entering the market with its products, each
automotive company must thoroughly analyze the industry’s state to identify its
strengths and weaknesses. Such analysis helps to obtain comprehensive information
about customers’ needs and desires, which, in turn, makes marketing strategies more
effective [6, p. 2]. In general, successful marketing in the automotive business
depends on a deep understanding of customers and the ability to adapt to dynamic
market conditions quickly.

Therefore, the symbiosis of Al and marketing flexibility becomes not just an
advantage but a prerequisite for survival and prosperity in the modern automotive
business. The use of Al enables companies not only to respond quickly to changes

but also to anticipate them, creating offers that exceed consumer expectations. This
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ability to adapt, driven by technology, enables brands to transform the challenges
associated with high competition and the complexity of customer requests into
opportunities to build strong, trusting relationships and ensure long-term market
success.

This integration of technology into marketing processes finds parallels in the
field of management, where companies, especially small ones, can adapt the
practices of large technology giants to improve the efficiency of their teams. For
example, the implementation of agile methodologies, such as Scrum, Kanban, and
DevOps, which are successfully used in leading global corporations, enables small
companies to overcome the limitations associated with a lack of resources and
opaque processes [7]. It contributes not only to increased productivity but also
ensures high quality of work and employee motivation, which are key to
competitiveness in the modern market. The application of Al in automotive
marketing enables the enhancement of customer satisfaction and loyalty. Al is
actively used to analyze customer data, enabling brands to predict customer behavior
and provide personalized offers. It includes automated recommendation systems for
selecting cars, spare parts or services that match individual preferences. In addition,
chatbots and virtual assistants controlled by Al provide customers with real-time
support, enhancing the overall interaction experience with the brand. Al tools also
help automate routine tasks in customer relationship management (CRM) systems,
optimizing audience acquisition and retention strategies [8, p. 261].

It 1s also worth noting that the automotive industry has its own specific
requirements, necessitating companies to continually adapt to shifting market
conditions and evolving environmental standards. For example, the introduction of
innovations in the sustainable development sector is gradual, primarily, rather than
revolutionary, due to the high risks and costs characteristic of this industry [9].

Therefore, to maintain competitiveness, brands must constantly improve their

business processes. In this context, Al plays a critically important role in helping
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collect and process data to inform decisions regarding logistics and, of course,
marketing.

It 1s also worth noting that in the modern era, digital channels are used to
introduce an individualized approach to customers, offering specific promotions
tailored to their needs. It includes email campaigns, relevant social media ads, and
mobile app notifications based on customer behavior. The goal is to create the most
personalized experience for each consumer.

Therefore, using Al for personalization in the automotive industry provides
many significant benefits that not only improve customer interactions but also
contribute to the overall growth of business efficiency:

1. Increasing customer loyalty and trust. Al enables you to predict customer
needs and provide personalized offers, which strengthens their sense of care from
the brand and fosters long-term trust.

2. Increasing sales conversion. Analyzing customer data with Al helps to form
targeted offers, which significantly increases the likelihood of purchase, turning
general messages into specific, relevant offers.

3. Optimization of marketing costs. Al provides precise targeting, directing
advertising efforts to the most interested audience, which minimizes costs and
maximizes return on investment.

4. Creating a unique customer experience. Al creates a continuous and
positive interaction experience. Chatbots, recommendation systems, and predictive
analytics help at every stage, from initial contact to after-sales service.

Focusing on the benefits of using Al for personalization in the automotive
business, it is worth noting that the modern automotive industry is in a
transformational phase. It requires a transition from simple adaptation to a
fundamental change, focusing not only on production but also on the customer
experience. Successful companies use Al as a key tool for innovation and efficiency.

The use of Al is an integral part of this transformation, as it affects several

key aspects [10], namely:
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- Customer-centricity: Al enables companies to shift from a product-centric
focus to creating deeply personalized customer experiences and innovative service
models.

- Innovation: The exponential growth of Al is forcing companies to accelerate
the implementation of technologies to remain competitive in the market, particularly
in the field of autonomous driving.

- Efficiency: Al can optimize business processes, freeing up financial
resources for investments in digital innovations and providing a more flexible
company structure.

It is worth noting that the scope of Al in the automotive industry extends
beyond traditional marketing, also encompassing the enhancement of after-sales
service. The use of Al systems for predictive maintenance enables the analysis of
data on a car’s condition, operation, and repair history to predict future malfunctions
accurately. It allows customers to be notified in advance of the need for service,
which increases their satisfaction, reduces the risk of unexpected breakdowns and
optimizes the work of service centers.

In addition, Al significantly enhances market analysis, enabling the detection
and assessment of consumer trends, moods, and needs in real-time. The analysis of
large amounts of unstructured data, such as reviews on social networks, comments
on forums, and news, enables companies to obtain in-depth insights and quickly
adapt their marketing strategies to dynamic market conditions [11].

Along with the undeniable advantages, the implementation of Al in the
automotive industry is accompanied by significant challenges and drawbacks that
require a careful strategic approach.

One of the key shortcomings is the lack of unified strategies and a clear
understanding of the specifics of cooperation. It complicates the strategic
implementation of new technologies. As noted in a study on influencer marketing

for small businesses, the lack of such strategies is a serious obstacle to practical
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implementation, which is also relevant for complex Al systems in large companies
[12].

A significant challenge that often hinders the widespread adoption of Al is the
issue of trust. Many innovations in the field of Al have not been adopted by
enterprises due to a lack of trust in the models, which is a critical aspect, especially
in business processes such as automotive marketing [13]. It emphasizes the need not
only to develop practical algorithms, but also to ensure their transparency and
explainability.

The implementation of Al in the automotive industry faces some challenges,
including:

1. Data issues: The automotive industry generates vast amounts of data, which
are often unstructured and diverse. Collecting, consolidating, and cleaning them is a
complex and resource-intensive task.

2. Privacy and security: Since Al systems process large amounts of sensitive
information, there is a high risk of cyber threats, which requires the implementation
of robust data protection mechanisms.

3. Infrastructure requirements: Effective operation of Al requires significant
investments in high-performance computing systems, scalable data storage, and a
robust network infrastructure.

4. Skill shortage: Successful integration of Al requires specialists with a high
level of knowledge, which creates a shortage in the labor market and requires
collaboration between data scientists, engineers, and industry experts.

5. Financial and legal aspects: the implementation of Al in the automotive
business requires millions of investments in research and development, data
collection and processing, equipment, programming, testing and further support.
These significant costs are accompanied by high risks, including the lack of precise
legal regulation and increased digital competition [14].

Thus, the implementation of Al in the automotive industry is one of the most

critical trends in the industry. The analysis of this process reveals its differentiated
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nature, encompassing both advantages and disadvantages. Based on the research

conducted and to provide a balanced view of the outlined issues, the following is a

comparative analysis of the key prospects and associated risks of implementing Al

in the field of automotive marketing (table 1).

Table 1

The impact of Al on the automotive industry: prospects and threats

Prospects

Risks and challenges

Customer focus/ Lack of transparency and trust

Al provides personalization, predicting needs

to form unique offers and increase loyalty

The complexity of Al models can undermine

customer trust

Innovation and adaptation/ Data problems

Al enables you to automate processes and

respond quickly to market changes

Data comes from different sources in different
formats, which makes it challenging to

combine, use and implement innovations

Cost-effectiveness/ Financial and legal aspects

Al optimizes marketing costs and increases

sales conversion

The implementation of Al requires significant
investments and faces uncertain legal

regulation

Improving after-sales service/ Difficulty of integration

Al is utilized for predictive maintenance,

thereby enhancing customer satisfaction

Integrating Al systems with different data

sources is technically challenging

Improved market analysis/ Privacy risks

Al analyzes large data sets to identify market

trends in real time

Collection and analysis of customer data

create privacy and security challenges

Source: systematized by the author based on analysis [10-14]

In practice, the outlined theoretical aspects are confirmed in the activities of

leading automakers, which are already actively integrating Al into their business

processes. Let’s consider specific examples of Al use in global automotive brands,

as well as cases of Ukrainian companies that also utilize these technologies.
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For example, BMW is actively utilizing Al to enhance all aspects of its
operations. Al systems are utilized to develop autonomous driving and predictive
maintenance, significantly enhancing the safety and reliability of cars. In production,
Al robots optimize processes to ensure the highest quality, and in the field of
customer interaction, Al chatbots and personalization make the service more
efficient and convenient [15].

Toyota uses Al to optimize the process of generating potential customers
(leads) for test drive bookings. Using Kameleoon’s Al Predictive Targeting
technology, they analyze visitor behavior on the site to identify those most likely to
convert [16].

Tesla uses Al as the main principle of operation throughout its ecosystem. Al
is the heart of a fully autonomous driving system that learns from billions of
kilometers of data collected from the entire fleet. In addition, Al is used in battery
management, ensuring monitoring of their condition and optimizing charging, as
well as in production processes, where it improves automation and quality control.
Thanks to Al, Tesla cars can proactively analyze road conditions, thereby increasing
safety and providing drivers with more accurate navigation data [17, p. 14-15].

In the context of technological development in Ukraine, it is worth noting that
domestic companies are also actively implementing Al solutions, tailoring them to
the local market’s specific needs.

Al is also actively utilized in Ukraine’s logistics sector. Thus, Nova Poshta
actively utilizes Al tools to optimize its operations, particularly to analyze large
volumes of data on pre-orders and predict the load on branches and sorting centers,
enabling effective resource allocation and the avoidance of delays. In addition, Al is
used to automate the sorting and routing processes of shipments, significantly
increasing the speed and accuracy of delivery, as well as to analyze customer
feedback to continuously improve the service [18, pp. 61-64]. The outlined solutions
and mechanisms help Nova Poshta not only improve operational efficiency but also

maintain a high level of customer satisfaction.
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In addition to the above, it is worth emphasizing that Al is also used in the
infrastructure sector. The latest technologies analyze data from cameras, GPS
trackers, and road sensors to predict traffic jams in real time and optimize traffic
flow. For example, bright traffic lights controlled by Al can dynamically adjust their
cycles based on traffic intensity, reducing vehicle downtime and fuel consumption.

For example, the Ukrainian taxi service Uklon utilizes Al to optimize routes
and distribute orders among drivers, significantly increasing the efficiency and speed
of service. Additionally, several IT companies in Ukraine specialize in developing
Al solutions for various industries, including the automotive sector. Their
developments focus on creating systems for forecasting demand, analyzing customer
behavior, and automating business processes, which helps domestic enterprises
remain competitive and respond to global trends.

Conclusions. The study examines strategic approaches to leveraging Al to
enhance the scalability and competitiveness of enterprises in the automotive
industry. The results confirm that Al is not just an auxiliary tool, but a fundamental
driver of the transition from traditional to personalized marketing, which is critically
important for the automotive industry. Unlike legacy methods, Al enables you to
analyze consumer behavioral data, optimize services, and create personalized offers
that meet the needs of each client, which is especially valuable for businesses with
high-value products.

The study found that the implementation of Al helps improve the efficiency
of internal processes and strengthen brand trust, which is key to long-term customer
relationships. At the same time, for the widespread implementation of Al in the
automotive industry, it is necessary to take into account not only technical
capabilities but also challenges related to ethical standards and trust.

Further research should focus on developing methodologies for quantifying
the economic efficiency of integrating Al technologies into the marketing strategies

of various segments of the automotive industry.

https://a-economics.com.ua/index.php/home/about ISSN 3041-2129

YBech KOHTEHT JlilieH30BaHo 3a ymoBaMmu Creative Commons BY 4.0 International license


https://creativecommons.org/licenses/by/4.0/

AKTYAJ1IbHI MUTAHHA
V’ EKOHOMIYHUX HAYK

References

1. ITonko O. B., ®inaros B. B. Ilepconanizarist B cydyacCHOMY MapKETUHTY Ta
il BIUTMB Ha JIOSUTbHICTh KI1€HTIB. Exonomixa ma cycninocmeo. 2023. Bum. 58. DOI:
https://doi.org/10.32782/2524-0072/2023-58-10.

2. Kasianenko K. The influence of media image on brand perception in the
digital space of small business. Akmyanvni numanns exonomiynux nayx. 2025.
No 13. https://doi.org/10.5281/zenodo.16735064.

3. bonkBaaze H. 1., bpatko O. C., Murans O. @. Bnposakenns LI B 6i3Hec-
TUANBHICT KoMmMaHii. Ekonomika ma cycninecmego. 2023. Bun. 58. DOI:
https://doi.org/10.32782/2524-0072/2023-58-81.

4. Shalender K., Singh N. Marketing Flexibility: Significance and
Implications for Automobile Industry. Global Journal of Flexible Systems
Management.2015. Vol. 16, Ne 3. P. 251-262. DOI: https://doi.org/10.1007/s40171-
015-0097-x.

5. Hofmann M., Neukart F., Back T. Artificial intelligence and data science
in the automotive industry. 2017. arXiv:1709.01989. 22p. DOI:
https://doi.org/10.48550/arXiv.1709.01989.

6. Ismatullaev T. R. Analysis of marketing strategies for the automotive
industry. American Journal of Business Management, Economics and Banking.
2025. Vol. 34. P. 1-3. URL:
https://americanjournal.org/index.php/ajbmeb/article/view/2755 (mara 3BepHEHHS:
21.06.25).

7. Pysanko H. Building high-performance teams in small companies based on
agile practices of major technology giants. Akmyanvni numanHs eKOHOMIYHUX HAVK.
2025. Ne 12. DOI: https://doi.org/10.5281/zenodo.15726551.

8. Rane N. L., Paramesha M., Choudhary S. P., Rane J. Artificial intelligence
in sales and marketing: enhancing customer satisfaction, experience and loyalty.
Journal of Advances in Artificial Intelligence. 2024. Vol. 2, Ne 2. P. 245-264.
DOI:10.18178/JAAL.2024.2.2.245-264.

https://a-economics.com.ua/index.php/home/about ISSN 3041-2129

YBech KOHTEHT JlilieH30BaHo 3a ymoBaMmu Creative Commons BY 4.0 International license


https://creativecommons.org/licenses/by/4.0/

AKTYAJ1IbHI MUTAHHA
V’ EKOHOMIYHUX HAYK

9. Vaz C. R., Rauen T. R. S., Lezana A. G. R. Sustainability and innovation
in the automotive sector: A structured content analysis. Sustainability. 2017. Vol. 9,
No 56. 880. DOI: https://doi.org/10.3390/su9060880.

10. Babeanu S. Trends in integrating artificial intelligence into innovative
business models in automotive sales. Sciendo. 2025. Vol. 9, Ne 1. P. 2443-2456.
DOI: 10.2478/picbe-2025-0189.

11. Yildirim S., Yicekaya A. D., Hekimoglu M., Ucal M., Aydin M. N.,
Kalafat i. Al-driven predictive maintenance for workforce and service optimization
in the automotive sector. Applied Sciences. 2025. Vol. 15, Ne 11. 6282. DOI:
https://doi.org/10.3390/app15116282.

12. Rybalchenko Y. Strategic approaches to utilizing influencer marketing for
scaling small businesses. Current Issues of Economic Sciences. 2025. Ne 12. DOI:
https://doi.org/10.5281/zenodo.15652811.

13. Jan S. T. K., Ishakian V., Muthusamy V. Al Trust in business processes:
The need for process-aware explanations. Proceedings of the AAAI Conference on
Artificial  Intelligence.  2020. Vol.34, Ne8. P.13749-13756. DOI:
10.1609/aaai.v34i08.7056.

14. Heyn H.-M., Habibullah K. M., Knauss E., Horkoff J., Borg M.,
Knauss A., Li P.J. Automotive perception software development: an empirical
investigation into data, annotation, and ecosystem challenges. 2023.
arXiv:2303.05947v1. DOL: https://doi.org/10.48550/arXiv.2303.05947.

15. BMW 5 ways BMW is using Al [Case Study]. DigitalDefynd. 2025. URL.:
https://digitaldefynd.com/IQ/bmw-using-ai-case-study (mara 3BEPHEHHS:
21.06.2025).

16. Uchil S., Yazdanifard R. The growth of the automobile industry: Toyota’s
dominance in United States. Journal of Research in Marketing. 2014. Vol. 3. Ne 2.
P.265-268. DOI:10.17722/jorm.v3i2.86.

https://a-economics.com.ua/index.php/home/about ISSN 3041-2129

YBech KOHTEHT JlilieH30BaHo 3a ymoBaMmu Creative Commons BY 4.0 International license


https://creativecommons.org/licenses/by/4.0/

AKTYAJ1IbHI MUTAHHA
W’ EKOHOMIYHUX HAYK

17. Vynakov O., Savolova E., Skrynnyk A. Modern electric cars of Tesla
Motors company. Automation of technological and business-processes. 2016.
Vol. 8, Ne 2. P. 9-18. DOI: 10.15673/atbp.v8i2.162.

18. OnbxoBcbkuit O. B. Po3poOka cTpaterii ympaBiiHHS KIIEHTCHKUM
J0cBLAOM: KBaji(. podoTa Ha 3400yTTsS OCBIT. cTyneHs Mmarictpa; IlonTaB. yH-T

eKOoHOMIKH 1 Toprieii. [Tonrasa. 2025. 109 c.

https://a-economics.com.ua/index.php/home/about ISSN 3041-2129

VBech KOHTEHT JiilleH30BaHo 3a ymoBamu Creative Commons BY 4.0 International license


https://creativecommons.org/licenses/by/4.0/

