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The motivation for the special issue

The advancement of artificial intelligence (AI) technologies and consumer expectations for customization of product and service offerings have caused major shifts in many business sectors over the past few years. The rapid development of AI holds the promise of liberating customer-generated data for value creation and resource allocation (Saboo et al., 2016) and offering a more cost-effective way of developing effective marketing approaches through digital analytics (Gupta et al., 2020) or intelligent agents (Kumar et al., 2016). The impact of AI on the quality and efficiency of customer services is evident by a plethora of examples. For instance, voice-based AI chatbots have been deployed in the sales process and their performance is comparable to proficient salespeople (Luo et al., 2019). Fotheringham and Wiles (2022) further reveal that AI customer service chatbots result in a .22% abnormal stock return; this effect is even stronger in B2B markets. Moreover, marketers can develop corporate crisis response and framing strategies in response to consumer concerns using data from social media with a machine learning approach during pandemic (Wang et al., 2021).

Despite the prosperity of AI technologies, this transformation comes with many challenges related to business model and process, ecosystem, policy, ethics, and management (Dwivedi et al., 2021; Siala and Wang, 2022). First, there is a shortage of conceptual frameworks, policies and decision-making mechanisms that can inform and guide marketing managers in regard to AI developments (Collins et al., 2021). The infrastructure and ecosystem supporting AI deployment in marketing is also lacking. Second, the large amounts of consumer data in various marketing channels that are currently captured with the help of AI technologies are fragmented and have not been fully utilized to inform marketing decisions. Third, ethical issues relating to inclusiveness and fairness of AI and AI-human hybrid, and explainability of AI-driven decision deserve further scholarly attention. To address these challenges in the marketing field, thus, there is a need for interdisciplinary research.

This special issue calls for research on 1) how to enhance the quality and effiency of product/service offerings and customer service through AI technolgies; and 2) how to address the concerns of AI technogies in marketing among key stakeholders. It intends to advance the marketing field through exploring how AI technologies revolutionize marketing practices at the individual, organizational, industry and societal levels. We encourage the submissions on the following topic areas (but not limited to), both conceptual and empirical (open to all methodologies):

· How is artificial intelligence is transforming digital marketing?
· What are the technological, managerial, and financial drivers and barriers for businesses to adopt new AI technologies?
· How to leverage AI-enabled agents (e.g., AI chatbots and virtual assistants) to achieve a high quality of customer service?
· How can businesses generate accurate knowledge from analyzing data stored in enterprise systems?
· How to harvest the big observational data from online sources with the traditional experimental data to make synergy on transforming the one-size-fits-all approach to marketing strategies? 
· How AI technologies enables businesses to increase visibility and security throughout the customer journey?
· How social media data-generated insights influences managers’ decision-making process? 
· How to ensure the completeness of market and consumer data collection in order to reduce biases?
· How firms lead on the AI investment, digital information processing, and service quality outcomes related to AI technologies; and what is their impact? 
· How can AI technologies improve product recall and product-related crisis process? 
· To what extend big data analytics programs (e.g., machine learning decision support) are cost-effective for business and how the deployment of such IT programs impact long-term operational performance?
· What is the impact of AI technologies on market regulators, non-governmental organizations, consumer and service providers at the operations and strategic levels?
· How AI technologies affect communications among key stakeholders in B2B or B2C sectors? 
· To what extent AI technologies can help in consumption-related behaviour change initiatives?
· What ethical and legal issues arise based on the implementation of AI in marketing? How can these be resolved?
· How to minimize the risks of cybersecurity, data loss, and privacy and control of access through data governance in digital space?
· To what extent AI in marketing can contribute to OCED countries, developing countries, and underdeveloped countries?

Process and Time Lines
The special issue will follow a two-stage submission process.

Stage 1: Submission of extended abstracts, due June 30, 2022
Submission of an extended abstract is not compulsory to the full paper submission, but it is highly encouraged. Extended abstracts must not exceed 1500 words or 6 double-spaced pages. The page limit includes everything – the cover page (which contains the title, abstract and keywords), all text, figures, tables, references, and appendices. Extended abstracts will be reviewed only by the guest editors. Authors can submit the extended abstract to the guest editors, which will be open from May 30 to June 30, 2022. 

All authors submitting an extended abstract will be invited to attend an invitation-only workshop to be held at the International Conference of Marketing, Strategy & Policy (MSP 2022). Constructive feedback will be provided on each abstract in the conference workshop. The workshop will aim to develop the papers further and use presentations and panels to invite dialog on the best way to develop and review all the papers submitted to make it the strongest special issue possible.

Stage 2: Paper submission, due April 1, 2023
Full papers are due April 1, 2023, via the International Journal of Information Management submission system. All papers must be submitted in the Special Issue category. The system will be open for submissions to the Special Issue from Feburary 1, 2023


Key Dates 
· Submission of extended abstracts: 
· Full paper submission deadline: 
· First round decisions to authors: 
· Second round submission: 
· The second round decision to authors: 
· Third and final round submissions: 
· Third and final round decisions to authors: 

Biography for Guest Authors

Suraksha Gupta is a Professor of Marketing at Newcastle University London, UK.  In her research, Suraksha focuses on micro level firms to study the growth strategies of international brands in resource constrained business environments of emerging markets. In her current work, she has been trying to push boundaries of our knowledge about possible linkages between marketing initiatives of international brands, use of technology and social-engagement.   

Yichuan Wang is a Senior Lecturer (Associate Professor) in Digital Marketing at Sheffield University Management School, University of Sheffield, UK. He holds a Ph.D. in Business & Information System from the Raymond J. Harbert College of Business, Auburn University (USA). His research focuses on examining the role of digital technologies and systems (e.g., big data analytics, AI, and social media) in influencing business practices across various sectors. His research has been published in the International Journal of Operations & Production Management, Social Science & Medicine, British Journal of Management, Information & Management, Industrial Marketing Management, among others.

Parth Patel is a Senior Lecturer in Management at the Australian Institute of Business in Adelaide, Australia. Parth holds over ten years of experience working in the Australian and British higher education sectors and holds a PhD in International Management from University of Newcastle, Australia and a Master of International Business from the University of Wollongong, Australia. Parth is a member of the Academy of Management, USA, the British Academy of Management and Academy of International Business, USA. He sits on the editorial board of the Review of International Business and Strategy journal and is the communications editor for Asian Business & Management journal. He is also a regular peer-reviewer for the Journal of International Management, International Business Review, and the International Journal of Emerging Markets.

Michael Czinkota is the Emeritus Associate Professor of International Business at the McDonough School of Business at Georgetown University, USA. He is also the Chaired Emeritus Professor of International Marketing at the University of Birmingham in the UK. Prof. Czinkota has written widely in leading journals on the topic and teaches a graduate seminar on International Terrorism and Marketing. He was named as one of the top three contributors to the international business literature. He also wrote three leading college texts, International Marketing 10th edition, International Business 8th edition and Fundamentals of International Business 3rd edition. Dr. Czinkota serves on the Global Advisory Board of the American Marketing Association, the Global Council of the American Management Association, and on the Board of Governors of the Academy of Marketing Science. He is a member of the American Council on Germany. Prof. Czinkota studied law and business administration at the University of Erlangen-Nurnberg and was awarded a two-year Fulbright Scholarship. He holds an MBA in international business and a Ph.D. in logistics from The Ohio State University.
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