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Abstract

The fast development of digital technologies has drastically changed marketing
landscape with many organizations adopting superior tools to enhance their
interaction with consumers. Content is an important aspect in the digital world in
terms of attracting customer attention, conveying brand messages, and affecting
their purchasing decisions. Good content with the right information, relevance
and captivity assists the business to create better relationships with the consumers
and improve their online presence. As the concept of Artificial Intelligence (A1)
has appeared, digital marketing plans are becoming more informational, allowing
businesses to design tailored and very specific content to their target audience.
Machine learning, natural language processing, predictive analytics, and
generative Al types of Al technologies help organizations to process a significant
amount of data on consumers and to identify behavioral patterns and to create
content matching the preferences and interests of each individual user. This paper
will focus on the contribution of Al-based content quality to digital engagements
and conversion in digital marketing.

Digital engagement is the intensity or degree of interaction between the consumer
and the online material and this could be in form of likes, comments, sharing,
clicking, and time spent on the digital material. On the other hand, the conversion
is the activities done by the consumers after viewing the digital content such as
purchasing products, subscribing to services and registering among other intended
results to the businesses. Artificial intelligence technologies can be used to improve
quality, relevance, and personalization of digital content to make organizations
offer better consumer experiences and promote the level of engagement. The study
follows a qualitative approach of research whose research follows a complete
secondary research. The study data has been gathered in the form of academic
Jjournals, scholarly articles, industry reports, books, and credible Internet databases
devoted to the topics of artificial intelligence, digital marketing, content marketing,
and consumer behavior. The systematic literature review and thematic analysis of
the gathered materials help the study to reveal major tendencies and findings on
how Al technologies affect the content creation, marketing communication, and
consumer engagement strategies.

The discussion shows how Al-based tools can help marketers generate more
personalized and relevant content that can make consumers more interested and
engaged in digital platforms. The research outcomes obtain that Al-powered
content strategies are effective in improving digital interaction with the consumer
through offering personalized content experiences that reflect the unique needs
and interests of each consumer. Individualized suggestions, robot content creation,
and predictive marketing will help increase the customer satisfaction and enhance
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brand affiliation. More engagement will also result in a higher rate of conversation since the consumer tends to trust
and connect more with brands that add value and relevance to their lives. Nevertheless, the paper also states a number
of drawbacks related to Al use in digital marketing, such as the problem of data privacy, the legitimate use of consumer
data, and the possibility of algorithm bias in general.

Altogether, the study concludes that artificial intelligence is instrumental at enhancing the quality of content and
personalization to make the digital marketing strategies more effective. Those organizations that have been able to
implement Al technologies into their content marketing efforts can achieve a greater degree of consumer interactions,
enhanced brand retention, and higher conversion rates. With the further development of Al technologies, companies
should also not neglect to be responsible and transparent in the use of consumer data to be trusted and have long-term
relations with the audience.

Keywords: Content Quality, Online Conversions, Digital Marketing, Artificial Intelligence, Consumer Behavior.

Introduction

The digital age has made the content one of the strongest agents in business-consumer
communication. As the digital space governed by social media, websites, and online marketplaces
expands at a high pace, organizations are increasingly relying on digital contents to attract, engage
and retain customers. The content should be of high quality to form a perception about the consumer,
instill trust, and a feeling of buying. But all the information that can be found on the internet has
resulted in an increased challenge to the business to consistently write quality content and engage
with their readers or viewers in a meaningful way.

Artificial Intelligence (AI) has become a revolutionary technology that is largely impacting the
digital marketing and content creation operations. Artificial intelligence can be used to process
big data, comprehend consumer behavior, and create personal content that fits the preferences of
the user. Machine learning, natural language processing, and predictive analytics are technologies
that help organizations to produce the appropriate, timely, and engaging content that can promote
user experience and improve customer relationship. Improvement of the quality of content and
personalization are one of the main benefits of Al in the digital management of content.

The AI algorithms are able to analyze consumer interactions, determine trending topics and
content optimization will be able to reach and engages consumers more effectively. As an example,
Al-based recommendation tools implemented by such companies as Netflix and Amazon can
recommend content and products with regard to the past behavior of the user, thus contributing
to a higher level of customer satisfaction and engagement. Likewise, chatbots, automated content
generators, and sentiment analysis systems which are built on Al promote organizations to provide
more prompt answers and more applicable information to their audiences. Another factor of digital
engagement is consumer trust.

When consumers are accustomed to receiving misinformation and content of poor quality, they
will be inclined to believe a brand that offers the right information in a transparent and valuable
manner. Al can help companies maintain credibility by checking the authenticity of their content
with the help of identifying fake reviews and ensuring uniformity between digital platforms. In
instances where consumers feel that the content is trustworthy and personal to them, the degree of
consumer involvement in the brand goes up. Moreover, Al helps companies to quantify and assess
online interactions in a better manner.

The Al tools can be used to analyze metrics like click-through, time on content, shares,
comments and the conversion rates and learn the pattern of consumer behavior. The insights enable
marketers to refine their content strategies and create a more focused campaign that will increase
their overall digital effectiveness. This paper aims at investigating the role of Artificial Intelligence
in enhancing the quality of digital content and the impact of this enhancement to online interaction
and the consumer trust. Through secondary data of the literature available on the subject, industry
reports, and scholarly research, the study will seek to comprehend the connection between Al-
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oriented content approaches and the result of consumer engagement. The research findings will
also assist marketers, organizations, and creators of digital content to appreciate the contribution
of Al to contemporary marketing. It will also showcase how customer trust, the elevated rate of
engagement, and the long-term business development can be promoted by using Al technologies
in the content strategy.

Research gaps

A lot of past research is dedicated to digital marketing methods in general, yet few universities
examine the effect of Al specifically.

Current studies tend to gauge the engagement (likes, shares, comments), and do not explicitly
describe the way Al-generated content contributes to increased consumer conversions (purchases
or subscriptions).

Very few studies have considered the effects of Al-based marketing tools on consumer decision-
making and online behavior.

Surveys and questionnaires are used in many studies, and secondary data, that is, industry
reports, research articles and marketing analytics, are analyzed in fewer studies.

Literature Review
The Digital Age of Marketing and Content Evolution

The digital marketing has revolutionised the manner in which businesses interact with
consumers. Due to the emergence of new internet technologies, organizations are becoming very
much dependent on the use of digital platforms in order to market their goods and services by
using websites, social media, and mobile applications. Digital marketing also allows businesses
to engage consumers instantly unlike the traditional marketing, which was restricted to making
connections with them in limited ways due to the personalized communication.

A content is now one of the essential elements of digital marketing strategies. Good content
promotes the attention of the consumers, gives them the worth of information, and creates trust
in the consumers. Companies nowadays rely on blogs, video, social media posts and interactive
campaigns to provide consumers with content that is meaningful. Not only does successful content
inform the customers, but can also affect their purchasing behavior and the loyalty to the brand.
As the digital platforms continue to develop, marketers are putting emphasis on the development
of relevant and engaging content that fulfills the demands of the contemporary consumer. The
possibility to deliver worthwhile and personalized content has emerged as one of the main
components of enhancing online interaction and turnover rates.

Digital Marketing in Artificial Intelligence

The role of Artificial Intelligence (Al) in the field of marketing has changed and modified how
marketing activities are planned and executed. Machine learning, natural language processing,
and predictive analytics are Al technologies that help companies to process vast amounts of
consumer data and determine consumer behavior patterns. These insights will enable the marketers
to know the consumer preferences, online behavior and purchasing trends. Among the greatest
opportunities of Al in digital marketing, one must mention the possibility to automate marketing
and provide customers with personalized experiences. With the help of Al-based technology,
one can analyze their browsing history, history of purchases and interactions on the internet to
suggest products and services that suit the consumer interests. This enables the companies to offer
very specific marketing messages and enhance their campaign efficiency. The application of Al
chatbots and virtual assistants to give instant customer service and enhance the overall customer
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experience is also used by many companies. The technologies assist organizations in responding to
customer inquiries fast and give personalized assistance which increases consumer satisfaction and
engagement.

Artificial Intelligence in Enhancing Content

The success of digital marketing campaigns is dependent on the content quality. Quality
content is informative and gives value to the consumer, captures interest and motivates consumer
interaction with the brand. The concept of Artificial Intelligence has opened up new opportunities
of enhancing the quality and relevance of marketing content. Artificial intelligence can be used
to study consumer preferences and online behaviour in order to create individualized content that
aligns with the interests of the specific users. To illustrate, Al can be applied to the development
of individual product descriptions, personalized advertisements, and individual email campaigns.
With insights on data, marketers will be able to make sure that the information they present to
consumers is valuable and interesting. In addition, generative Al technologies enable companies to
automatically generate different types of digital content including blog posts, marketing copy and
social media captions. These technologies are useful to the organizations in ensuring that the quality
of content remains constant and also save time and resources during the creation of the content.

Consumer Engagement in Digital Platforms

Consumer engagement is the degree of interaction, participation and emotional attachment to a
brand by the consumers. Engagement metrics include, but are not limited to, visits to the website,
likes, comments, shares, and time spent on online platforms in digital marketing.

The engagement is high and this means that consumers are engaging with a brand and showing
their interest in the content. The involved consumer will have a better positive attitude towards
the brand and may establish long-term relationships with the brand. Consumers are also likely to
promote the brand to others by the word-of-mouth communication and social media sharing when
they frequently interact with brand content. The Al technology can be used to enhance consumer
attention by providing customized content and suggestions. When content consumers are provided
with information that fits their interests and requirements, then chances are that the consumers will
engage more with the brand and spend additional time on online platforms. Effect of the Quality of
the Content on the Conversion Rates.

Conversion is defined as the process of a consumer following the engagement of the digital
content, e.g., purchasing a product, subscribing to a newsletter, or enrolling into a service.
Conversion rate is one of the indicators of the campaign effectiveness in digital marketing. It has
been research that high quality and relevance content has a major role to play in the making of
decisions among consumers.

Whenever consumers consider that the information is informative, engaging, and trustworthy,
they are more inclined to make the intended action. The content that is clear on the benefits of a
product or service can go a long way in enhancing chances of conversion. The Als analytics can
enable the marketer to monitor customer behavior and discern what form of content will produce
the most engagement and conversions. Through these insights, the businesses will be able to
improve their marketing strategies and better the marketing performance.

Legal Concerns and Problems of AI in Marketing

Despite all the advantages of Al in digital marketing, there are also various challenges and ethical
issues that the implementation of Al poses. Among the primary issues, there is one associated with
data privacy and security.

220 JAIN COLLEGE (AUTONOMOUS), Bengaluru



SHANLAX:3%
International Journal of Management.:¥::

Consumer data is one of the key aspects of Al systems that provide consumers with personalized
experiences, so it begs the question how such data is gathered, stored, and used. The consumer
will feel uneasy when they feel that organizations are gathering too much personal information
without their consent. Thus, businesses should be transparent in their information practices, and
they should also adhere to the laws on data protection. The other issue is the problem of algorithmic
bias, where Al systems can give unfair or non-accurate results based on biased training data.

It may influence the truthfulness of individual marketing plans and result in a bad consumer
experience. To achieve responsible and ethical use of artificial intelligence in marketing,
organizations in particular should pay special attention to Al systems..
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Introduction to the Conceptual Framework

The theoretical framework of this research is used to describe how Artificial Intelligence (Al),
quality of content, and digital interactions, and conversion results are connected in the online
marketing setting. The framework shows how Al technologies are used to create better content and
personalize it, which eventually will result in better engagement with the consumers and increased
conversion. Machine learning, natural language processing, predictive analytics, and generative Al
technologies are some of the artificial intelligence applications in contemporary digital marketing practices.

The technologies are capable of giving organizations a chance to analyze high volumes of
consumer data, determine consumer behavioral patterns, as well as come up with insights that
can assist marketers to develop more effective marketing campaigns. Using Al technologies, user
data can be automatically processed, consumer preferences can be monitored, and prediction of
further purchasing behavior can be conducted, enabling companies to provide more appropriate,
personalized content.

The second part of the framework is concerned with improvement of the content quality. With
the use of Al-powered systems, marketers can create high quality and relevant content by analyzing
consumer interests, browsing behavior and history of interaction. With the help of Al technologies,
companies will be able to create individualized advertisements, automated blogs, tailored email,
and tailored product recommendations.

This enhances the general relevancy, accuracy and appeal of digital content. Consequently,
consumers will become more attentive to the content and engage in it. The third element in the
framework is digital engagement. Engagement can be defined as a degree of interaction between
the consumer and digital content within the online platforms including websites, social media
networks and applications in their mobile gadgets.

Having relevant and personalized content, the consumers will be more inclined to interact with
it through liking, commenting, sharing, or taking more time browsing the platform. Large rates of
engagement mean that the content is able to attract the attention of consumers and enhance the bond
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between the brand and its audience. Conversion outcomes is the last element of the framework. The
conversion is the action of consumers that they take based on their engagement with digital content.
These activities can be a purchase, service subscription, platform registration, or downloading an
application.

The Al-based marketing solutions assist business enterprises in determining the type of content
that attracts the most attention and improve their campaigns. Consequently, the organizations will
be able to enhance the conversion rates and the performance of the overall marketing. Moreover,
the framework proposes that consumer trust and consumer satisfaction are the supporting variables
that reinforce the content quality and engagement relationship. When consumers have trust in the
content offered by a brand, they tend to have more interests in the brand and make purchases. On
the whole, this theoretical framework shows that there is a great potential in the use of Artificial
Intelligence in digital marketing to not only increase the quality of content, consumer engagement,
and, finally, conversion rates. Knowing such relations, organizations will be able to develop more
efficient digital marketing strategies and establish more successful connections with the target
audience.

Research Methodology
Research Methodology Synthesis Approach to Data Analysis

The current research employs the method of thematic analysis to discuss the secondary data
obtained. Thematic analysis entails determining patterns, main themes, and valuable ideas of a
variety of sources of information to know how various concepts relate to each other. In this study,
the thematic analysis technique will be applied to assess the effects of Artificial Intelligence on the
quality of content and digital interaction as well as online conversions in digital marketing. The
author analyzed different scholarly research articles, industry reports, and case studies regarding
Al-based marketing and consumer engagement. The data received due to these sources was
thoroughly reviewed and contrasted to find general conclusions and similar concepts concerning
the application of Al in the digital content creation and marketing performance.

In the process of analysis, the literature was divided into a few topics that were considered
to play a significant role, including Al technologies in digital marketing, Al-powered content
creation, digital consumer engagement, and the impact of personalized content on conversion rates.
All themes have been examined individually to learn the role of Artificial Intelligence in advancing
marketing operations and increasing the customer engagement with online services. Synthesis of
the data entailed the incorporation of the knowledge of various researches with the aim of coming
up with a holistic knowledge on the topic under study.

Using the findings and points of view offered by various authors, the researcher could compare
the similarities, differences, and new trends in the field of Al implementation in digital marketing.
This method assisted in giving a clear and organized understanding of how Al-based content
quality affects consumer interaction and conversion rate.

Case to Use Secondary instead of Primary Data

This was done by the researcher adopting secondary data over primary data basing on a number
of practical and methodological reasons. To start with, the issue of artificial intelligence in digital
marketing is actively covered by academic sources and industry news. Various researches done
by different researchers, technology firms, and marketing agencies offer a rich insight into the
application of Al technologies as a part of marketing strategies. The secondary data will enable the
researcher to obtain a wide array of existing knowledge in various geographical areas, industries
and marketing setups. These sources will offer more than enough information on Al tools, consumer
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behavior analytics, and online engagement trends that might not be conveniently available in
primary research in the narrow research time frame. The other reason as to why secondary data
was selected is the efficiency and feasibility of research process.

The primary research will be time consuming, financial consuming, and access to respondents
would be needed like conducting surveys or interviews with consumers or marketing professionals.
Secondary data, however, allows the researcher to study already published data by credible and
reliable sources at the same time upholding academic rigor.

Moreover, secondary information will present a more comprehensive picture of the application
of the technologies of artificial intelligence in various sectors and marketing processes. Through the
analysis of various studies and reports, the research may come up with a complete understanding of
the role played by Al in enhancing the quality of content, digital engagement, and conversion rates
in digital marketing..

Restrictions and Ethical Concerns

Despite the multiple benefits of secondary data, the method of research has a number of
limitations and restrictions. Among the limitations is the lack of control over the way the original
data was gathered directly by the researcher. The data employed in the study belongs to various
authors and organizations hence disparities in the methods used in research, sample sizes, and the
objective of the study could affect the findings.

The other weakness is that some research studies and industry reports can be biased towards a
particular market or industry, which would restrict the applicability of the results to all forms of
businesses. Also, there is a high rate of advancement in the field of artificial intelligence, and the
results of other previous studies might not be able to capture all the current advancements in Al-
based marketing behaviours. Although these limitations were present, the ethical considerations
were taken into consideration during the research process. The sources utilized in this research
have been cited and referenced following the scholarly standards in order to give credit to the
original authors of the work done.

The researcher has equally made sure that only trustworthy, credible, and valid sources are
contained in the study to ensure the accuracy and integrity of the research. Through responsible
research behavior and transparency in the utilization of data sources, the study will seek to present
a responsible and credible study on whether Artificial Intelligence can enhance digital engagement
and conversion rates in contemporary marketing..

Discussion

This research was aimed at investigating the potential of Artificial Intelligence in enhancing the
content quality and its effects on the digital engagement and conversion results in digital marketing.
Resting on the interpretation of the secondary data on academic literature, industry reports, and
digital marketing research, some key insights were made as to how Al technologies are changing
the way marketing is conducted. Among the most important discoveries of the research is the fact
that Artificial Intelligence is important to enhance the quality and relevance of digital content.

Machine learning, natural language processing, and predictive analytics are Al technologies
that allow the organization to process vast volumes of consumer data and comprehend consumer
preferences better. Through such implications, marketers will be able to develop content that will
be very relevant in terms of interest and needs of the target market. Consequently, consumers will
have greater likelihood to listen to the content and engage with it. The other issue that has been
brought out that is significant in the study is the aspect of personalization in digital marketing.
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The Al-based systems enable companies to provide consumers with individual content
experiences regarding their browsing history, search tendencies, and past experiences with the
digital platforms. Individualized recommendations, traditional ads, and personalized emailing
campaigns contribute to the increase of marketing message relevance. Once the consumers get the
content that is consistent with their interests, they will be more active with the brand. The analysis
further shows that the consumer engagement is highly enhanced when the quality of the content
and personalization is enhanced. Online interaction is captured by different online activities which
include likes, comments, shares, clicks and the amount of time spent on digital platform. High
engagement rates are a sign that consumers have been interested in the brand and will be ready to
communicate with its content. Artificial Intelligence assists marketers to determine the nature of
content that brings about the greatest level of engagement, thus marketers can keep on optimizing
their marketing strategies.

In addition, the research indicates that greater exposure to digital activities usually results in
a rise in the rate of conversions. Consumers who engage in meaningful and relevant content will
tend to build trust with the brand and will like to purchase the products or services. The actions
can be conversion, buying a product, subscribing to a service, registering on a site, or downloading
an application. Al-based analytics applications enable marketers to monitor these behaviors of
consumers and assess the success of their marketing efforts. Consumer trust is also an issue that was
demonstrated by the findings of this study in digital marketing environments. Trust is an important
factor that determines consumer behavior and generates long-term relations between customers
and brands. The Al technologies can be used to uphold a trust factor by giving precise suggestions,
enhancing customer service by using chatbots, and establishing a uniform communication channel
through digital platforms.

Nevertheless, the discussion also outlines some of the obstacles related to the application of
Artificial Intelligence to marketing. Like privacy of data, ethics, and misuse of consumer data are
among the issues that organizations using Al-based marketing should consider. Consumers might
get worried about the methods of collecting and using their personal data by companies. Thus,
the implementation of Al technologies in organizations requires transparency and accountability
of data. The other problem is associated with the risk of algorithmic bias when Al systems can
provide incorrect or biased conclusions in case the training data is not complete or balanced. This
will have an impact on the success of marketing campaigns and poor consumer experience.

The companies have to maintain consistent checks and balances on the Al systems to make sure
that the marketing tactics are not unfair, untruthful, and unfriendly to the consumer. In general, the
discussion shows that Artificial Intelligence is now a potent solution to enhancing the performance
of digital marketing. Improving the quality of content, making communication one-on-one, and
offering greater insights on consumer behavior, Al technologies can assist organizations in ensuring
that they engage more and produce higher marketing results. Companies that successfully use Al in
their digital marketing experience can establish a better relationship with consumers and enhance
their general competitiveness in the online market.

To sum up, Artificial Intelligence in digital marketing has been a great boost in terms of how the
organizations produce content, engagement with the consumers and the evaluation of the marketing
performance. The findings of the given study indicate the possibility of Al-based content strategies
to augment the level of consumer engagement and boost the conversion rates as well as raise some
new issues regarding ethical data usage and privacy protection..
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Findings of the Study

»  The researcher has discovered that Artificial Intelligence is an important tool to enhance digital
marketing efforts and specifically in content production, customization, and consumer engagement.

* The Al technologies, including machine learning, natural language processing, and predictive
analytics, can help organizations to analyze massive volumes of consumer data and learn their
preferences in a better way. L.e., according to the research, Al-based content generation enhances
the quality and relevance of digital content, which will become more appealing to consumers
and promote their interest in interacting with online platforms. In the same way, the results
also indicate that the personalized content produced using Al software produces increased
consumer engagement since the user will tend to engage with the content that matches his or
her interests and needs.

*  Theuse of Al-enhanced recommendation systems and auto-marketing tools can help companies
to provide accurate ads and product recommendations, and this increases the performance of
marketing campaigns. Summary:

* The review indicates that there is a strong possibility of more conversion results when digital
engagement is increased, including online shopping, subscriptions, and enrolling. This also
resulted in the study discovering that Al-based analytics tools can assist marketers to quantify
consumer behavior and campaign performance to enable businesses make better marketing
decisions. Another aspect of the research that will be relevant is the finding that consumer trust
is a key component of digital engagement, and Al can be used to enhance trust through the
provision of appropriate and correct information to consumers.

* Regardless of the advantages, the study outlines some difficulties connected to privacy of data,
ethical issues, and biasness in algorithms, which companies should resolve when adopting Al
technologies in the marketing process.

In general, the results show that the Artificial Intelligence application in digital marketing has

a more significant positive impact on the content quality, consumer engagement, and conversion

rates and should be considered an essential part of the contemporary

Suggestions

» Digital marketing using Artificial Intelligence technologies should be implemented in
organizations in order to enhance the quality, relevance and effectiveness of their contents.
What business needs to do is to seek to develop a personalized content through Al tool because
personalized marketing messages can contribute to the growth of consumer engagement and
customer relationships. Companies can invest in Al-based analytics tools to learn more about consumer
behavior and monitor their engagement indicators, and enhance digital marketing campaign performance.

* The Al-based recommendation systems and chatbots should be applied to organizations to
support and suggest users in real time and provide relevant suggestions that can be used to
improve user experience and satisfaction. Marketers must also make sure that the content
that is generated with the assistance of Al is accurate, valuable, and trustworthy since quality
content assists in creating consumer trust and loyalty. Because of the need to be cautious of
data privacy and ethics, businesses should also develop a keen interest in the application of Al
technologies. There should also be proper data protection policies and transparency in order to
safeguard information of consumers.

* Firms must keep a constant check and review on Al algorithms to prevent bias and make
sure that marketing policies are just and efficient. Also, organizations must consider educating
marketing professionals on how to effectively utilize Al tools so that they can enhance the
human ability with the best technological solutions.
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Conclusion

The fast development of the digital technologies sphere has dramatically changed the area of
marketing, and Artificial Intelligence has become one of the most valuable tools that influence the
changes. With Al technologies, companies can study a large amount of consumer data, get insights
about customer preferences and develop individual marketing plans to make digital campaigns
more effective. This paper has discussed how Atrtificial Intelligence can enhance the quality of the
content and how it affects digital interaction and conversion rates.

The results indicate that Al is important in increasing the relevance, personalisation, and
efficacy of digital content. Al can assist businesses to capture the interest of consumers, enhance
engagement and interaction on digital platforms, and build relationships with consumers, as it
provides specific content and recommendations to individuals.

Another point that is made in the study is that increased digital interaction usually increases
conversion results, which can be product purchases, service subscriptions, or customer enrollments.
Al-driven analytics solutions enable organizations to quantify their marketing activities, as well as
to take evidence-based decisions on how to optimize their overall marketing programs.

Nevertheless, the study also highlights the significance of resolving the issues connected
with data privacy, ethical issues, and algorithm bias. To preserve consumer trust and credibility,
organizations should make sure that the Al technologies are not handled irresponsibly and in a non-
transparent manner. Altogether, the implementation of Artificial Intelligence in digital marketing
provides a business with great possibilities to leverage the quality of content, consumer experience,
and get improved marketing outcomes. Those companies which successfully implement Al-based
strategies will be more likely to compete in the changing digital market and experience their
customers in a meaningful way.
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