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ABSTRACT 
Artificial intelligence in sales and marketing is rapidly developing, allowing companies to 
improve personalization and responsiveness in their digital channels. GenAI has become 
a strategic tool in the modern workplace. Through the research presented in this paper, 
38 articles on the topic of GenAI in the modern workplace were analyzed on Google 
Scholar, ScienceDirect, SpringerLink, and Scopus to determine how GenAI is 
transforming sales and marketing. Using the PRISMA model, three main research 
questions were answered to determine the role of GenAI in modern sales and marketing: 
how GenAI is transforming sales and marketing procedures, the most common 
applications of GenAI in sales and marketing, and how the use of GenAI impacts sales and 
marketing performance. The results of this literature review show that GenAI is 
transforming sales and marketing through the use of large language models, 
conversational AI, predictive analytics, and image and video generation. The most 
common applications of GenAI within sales and marketing include personalized content 
creation, campaign optimization, dynamic pricing, and sales and marketing automation. 
Finally, the use of GenAI in sales and marketing allows sales and marketing departments 
to improve their effectiveness, increase conversions, and reduce the amount of effort 
required to complete sales and marketing tasks. Based on these findings, a framework is 
proposed that models the various capabilities of GenAI, its common applications in sales 
and marketing, and the impact of its implementation on sales and marketing 
performance. Overall, this literature review helps to demonstrate GenAI’s growing 
strategic importance within sales and marketing departments and justifies the need for 
a balance between the implementation of these technologies and the oversight of those 
departments. Though uneven in their geographical and methodological representations 
of the impact of GenAI on sales and marketing departments, these findings indicate that 
GenAI is developing into a significant mechanism of transformation in the sales and 
marketing industry worldwide. 
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1. INTRODUCTION 
Artificial intelligence (AI) has undergone many developments in the business world and beyond.  While there are a 

variety of forms of artificial intelligence that have been developed for a variety of tasks, generative artificial intelligence 
(GenAI) is a relatively new form of AI that is able to create new outputs for a variety of different tasks.  Unlike 
conventional forms of AI that may aim to perform classification, detection, or other types of analyses of information 
provided to those AI systems, GenAI systems are capable of creating new content such as text, images, audio files, and 
videos Febrian et al. (2022), Gupta et al. (2024), Ding et al. (2024). Such capabilities of AI systems are especially beneficial 
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within areas like sales and marketing for organizations Saleh et al. (2023). In sales and marketing in particular, 
companies are required to interact with customers in high-speed environments that require high levels of interactivity, 
personalization, and data analysis to effectively manage sales and marketing campaigns for those organizations. As a 
result of the capabilities of GenAI systems to create personalized content and to interact with customers in automated 
yet personalized ways, sales and marketing organizations have begun to implement GenAI to improve their effectiveness 
with customers. Moreover, the outcomes of these implementations within sales and marketing departments have 
included improved relationships between those companies with their customers, as well as improved sales and 
marketing outcomes and efficiencies within those organizations Bormane and Blaus (2024), Hasanuzzaman et al. (2025), 
Kshetri et al. (2023). 

While there are a variety of studies that have investigated the role of GenAI in sales and marketing departments, 
however, the existing literature on the topic is fragmented. For instance, most existing studies have investigated 
individual applications of GenAI systems in sales and marketing departments, but have not provided overviews of how 
the technology has led to the transformation of the sales and marketing processes within those departments Prasanna 
and Kushwaha (2025), Hermann and Puntoni (2024). Moreover, while there are discussions within the literature 
regarding various applications of GenAI to sales and marketing departments (such as personalized content creation, 
sales campaign automation, dynamic pricing, and customer engagement automation), there is limited literature 
discussing which of those applications has been utilized by sales and marketing departments most prominently. Finally, 
while the outcomes of implementing GenAI in sales and marketing departments are discussed in individual studies, there 
is limited literature that has provided a review of the outcomes of implementing such AI systems and technologies in 
sales and marketing departments as a whole. Thus, there is a need for a review of the literature on the topic of GenAI 
within sales and marketing departments altogether. Such a literature review can help to investigate, for instance, the role 
that GenAI plays as a strategic tool in transforming the sales and marketing functions that occur within the modern 
workplace, in what ways GenAI has been utilized by those departments, and the outcomes of implementing those types 
of systems into the sales and marketing departments. Through performing such a review of the existing literature on the 
topic, knowledge can be gained about the topic that contributes to the existing literature on the topic of GenAI in sales 
and marketing departments. Overall, then, the significance of performing such a literature review is that it can lead to 
the development of a more complete understanding of the topic of GenAI in sales and marketing departments, as well as 
to provide knowledge to the managers and other decision-makers within sales and marketing departments about the 
impact that the use of GenAI systems can have upon those departments and organizations. Thus, this literature review 
on the topic will enable the development of a conceptual framework for the topic, the review of the literature on the 
topic, and the discussion of the findings of that literature review. 

 
2. THEORETICAL BACKGROUND AND PROPOSED CONCEPTUAL FRAMEWORK 

In understanding the role of GenAI in sales and marketing, it is important to discuss the topic beyond a discussion 
of the technology-specific role of GenAI in automating certain tasks. The significance of the use of GenAI has a much 
broader role in sales and marketing than that of automation alone. The use of GenAI impacts how decisions are made by 
sales and marketing teams, the customers are managed by those teams, and the resources that are utilized by those 
companies to compete with others within their markets. In reviewing the literature on each of these topics, it is possible 
to develop a more thorough understanding of the role of GenAI in sales and marketing. One theoretical understanding of 
the role of GenAI is through the use of Activity Theory.  Activity Theory proposes that the introduction of a new 
technology to a current process within a company indicates the way in which the process itself should be altered to 
incorporate the new technology.  Thus, the introduction of GENAI indicates a change in the way in which sales and 
marketing teams perform their current processes Keegan et al. (2022). Thus, Activity Theory helps to indicate the way 
in which GENAI is changing sales and marketing processes in general. 

Beyond understanding how the technology itself alters those processes within sales and marketing, it is also 
important to understand how individuals within the sales and marketing teams respond to the technology. Theories of 
Behavioral Reasoning and Cognitive Behavioral Theory indicate the reasons that individuals within sales and marketing 
departments use (or do not use) the GENAI technology.  For example, the reasons that sales and marketing teams use 
GENAI may relate to efficiency, creativity, customer responsiveness, or other factors that impact those specific teams; 
however, the reasons that they do not use the technology may relate to authenticity, privacy, data ownership, or 
employment implications within those companies Joshi et al. (2024), Guha et al. (2023).  The implications of these 
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theories is that if the sales and marketing teams of a company believe in the usefulness and trustworthiness of GENAI, 
they will use the technology; however, if they do not believe in its usefulness or trustworthiness of the technology, they 
will not use it.  

In addition to understanding how and why teams use the technology, it is also important to understand the general 
capabilities of GENAI itself. The Resource-Based View and Resources and Capabilities Theory suggest that access to 
GENAI itself does not indicate a competitive advantage for companies in sales and marketing unless those capabilities 
can also be combined with other advantages of that company Lanfranchi et al. (2025), Kumar et al. (2024). Thus, GENAI 
is not a competitive advantage in and of itself, but only in relation to the other resources that the company can provide 
to customers Banh and Strobel (2023). The Technology Acceptance Model (TAM) provides insight into the reasons that 
teams adopt GENAI technology. TAM proposes that individuals will use a technology if they believe in its usefulness for 
those teams and in its ease-of-use Kshetri et al. (2023), Grewal et al. (2024), Uddin et al. (2025).  Thus, the reason that 
some sales and marketing teams adopt GENAI while others do not is due to the belief of those teams as to the usefulness 
and ease-of-use of the technology. Technology Affordance Theory proposes the ways in which the GENAI technology may 
be used once it is in active use in sales and marketing departments. For example, sales and marketing teams may use 
GENAI to create personalized content for potential customers, engage in conversations with those customers, respond 
to those customers rapidly, or experiment with various marketing campaigns Ramaul et al. (2024), Arora et al. (2024), 
Chiarello et al. (2024). Thus, Technology Affordance Theory provides an understanding of the way that companies should 
benefit from the use of GENAI to sales and marketing departments. 
Table 1 

Table 1 Theories employed in review of literature 

Theories employed No of Articles 
Activity Theory 1 

Behavioral Reasoning Theory 1 
Cognitive Behavioral Theory 1 

The Resource-Based View (RBV) Theory 1 
Resources and Capabilities Theory 1 

The Technology Acceptance Model (TAM) 18 
Technology Affordance Theory 5 

The Theory of Planned Behavior (TPB) 6 
NA 3 

 
Figure 1  

 
Figure 1 Theories Employed in Review of Literature 

 
The Theory of Planned Behavior (TPB) intends to explain the use of GENAI in relation to the social environment of 

the sales and marketing departments. For example, the attitude of sales and marketing departments towards GENAI, the 
subjective norms within those departments (such as the use of the technology by managers), and their belief in their 
ability to use GENAI will indicate whether they adopt the technology for use within their departments Khan et al. (2025), 
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Bormane and Blaus (2024), Hasanuzzaman et al. (2025).  Thus, the TPB helps to indicate the social factors that contribute 
to the adoption or the failure to adopt the technology by sales and marketing departments. Overall, then, each of these 
theories contribute to the understanding that the role of GENAI in sales and marketing departments is dependent upon 
the interaction between the technology, the humans that use it, and the organization itself. Faisal and Fortino (2025) 

Figure 2 presents the conceptual framework of this research study. The framework for GENAI in sales and marketing 
departments generally includes discussions of the capabilities of the technology (such as the use of large language 
models, conversational AI, predictive analytics, and image or video generating technology), its applications (such as using 
the technology to create personalized content for customers, optimizing sales campaigns, utilizing dynamic pricing 
models, and automating sales and marketing team engagements with customers), and the benefits that are thought to 
result from its application (such as an increase in sales, an increase in the number of customers that are converted to 
paying customers, and an increase in the efficiency of the sales or marketing departments).  Each of these outcomes, 
however, are not direct outcomes of the implementation of the technology; they are contingent upon factors like data 
availability, sales and marketing team capabilities in utilizing the software, their strategic use of the technology, and the 
oversight of those teams in relation to the GENAI software.  These factors will determine whether the software is used 
in a purposeful way to provide those sales and marketing departments their intended benefits. 

Figure 2  

 
Figure 2 Proposed Conceptual Framework of Generative AI as a Strategic Tool for Sales and Marketing 

 
3. SYSTEMATIC REVIEW METHODOLOGY 
3.1. LITERATURE SEARCH STRATEGY 

Following the principles of systematic literature reviews, the study used the PRISMA framework to find, screen, and 
select the appropriate studies to be included in the investigation into the role of GenAI in sales and marketing within the 
modern workplace López-Solís et al. (2025). Such framework includes steps for providing an overview of the study’s 
aims, performing a search for literature according to established criteria, selecting studies according to those criteria, 
and then actually reviewing the selected studies in relation to their relevance to the aims of the systematic literature 
review Antonesi et al. (2025). Thus, the studies that would be utilized in this review were first selected according to their 
relevance to the goals of this research. Following the selection of those studies, data was collected regarding each study 
and the research articles that it published, and the research was reviewed to determine how each study related to the 
aims of this systematic literature review. Through performing these steps, the researchers were able to effectively review 
and summarize the existing research on the topic of GenAI in sales and marketing within the modern workplace. 

 
3.2. RESEARCH QUESTIONS 

Table 1 highlights the research questions that were developed in relation to the abilities of Generative Artificial 
Intelligence, including Large Language Models (LLMs), content generation, predictive analytics, conversational Artificial 
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Intelligence, and image/video generation. The questions also focused on strategic sales & marketing applications, 
including personalized content, campaign optimization, dynamic pricing, and customer engagement automation. 
Moreover, there was a significant emphasis on strategic instruments for sales and marketing in the contemporary 
workplace. 
Table 2 

Table 2 Research Questions 

No Research Question Justification 
RQ1 How does Generative Artificial Intelligence serve a strategic role 

in reshaping sales and marketing procedures within the modern 
workplace? 

Evaluate how Generative Artificial Intelligence can serve a strategic 
role in sales and marketing procedures within the modern 
workplace. 

RQ2 What are the primary strategic sales & marketing applications 
such personalized content, campaign optimization, dynamic 
pricing, and customer engagement automation that sales and 
marketing organizations are using?  

Explore how Generative Artificial Intelligence addresses different 
strategic sales & marketing applications to improve personalized 
content, campaign optimization, dynamic pricing, and customer 
engagement. 

      
RQ3 How does Generative Artificial Intelligence strengthen 

organizational performance outcomes like sales growth, 
conversion rates and operational efficiency? 

Examine how organizational performance, particularly sales 
growth, conversion rates and operational efficiency, influence the 
interaction of Generative Artificial Intelligence and strengthen 
organizational performance outcomes. 

 
3.3. INCLUSION AND EXCLUSION CRITERIA 

A search for relevant and credible research articles was performed through four different databases: Google Scholar, 
ScienceDirect, SpringerLink and Scopus. Each of these databases employed different keywords to perform searches for 
relevant articles: the keywords that were used included the terms: “Generative Artificial Intelligence,” “Sales 
Management,” “Marketing Strategy,” “Customer Engagement,” and “Digital Transformation.” These keywords were 
combined in different ways with Boolean operators in order to search for articles with these concepts: “Generative 
Artificial Intelligence” AND “Sales Management,” “Generative Artificial Intelligence” AND “Marketing Strategy,” 
“Generative Artificial Intelligence” AND “Customer Engagement,” and “Generative Artificial Intelligence” AND “Digital 
Transformation.” Additional keyword searches were performed in order to find suitable articles that meet the criteria 
listed in Table 2. 
Table 3 

Table 3 Inclusion and Exclusion Criteria 

No Classification Inclusion Criteria Exclusion Criteria 
C1 Type of study Research studies investigating the relationship 

between Generative Artificial Intelligence and 
strategic tool for sales and marketing in the modern 

workplace. 

Theoretical publications lacking empirical evidence or 
research regarding the correlation between Generative 

Artificial Intelligence and strategic tool for sales and marketing 
in the modern workplace. 

C2 Language Research studies published in English language. Research studies that are not published in English language. 
C3 Quality of the 

journal 
Peer-reviewed journal articles that are published in 

databases such as Google Scholar, ScienceDirect, 
SpringerLink, and Scopus and full-text accessible. 

Conference abstracts without full papers, editorials, blogs, or 
articles published in journals not indexed in Google Scholar, 

ScienceDirect, SpringerLink, and Scopus. 

C4 Duration Publications published from 2022 to 2024 ensure 
relevance and timelessness. 

Articles published prior to 2022 or without a validated 
publication. 

 
3.4. STUDY SELECTION AND DATA EXTRACTION 

The criteria specified in Table 2 were applied in the conducting of the review to ensure the quality of the articles 
selected for inclusion in the review. Such criteria will guide the selection of articles for inclusion in the review, as well as 
the extraction of the relevant data from those articles. 
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Figure 3  

 
Figure 3 PRISMA flow Chart 

 
The process of identifying relevant literature for review has utilized four different databases: Google Scholar, 

ScienceDirect, SpringerLink and Scopus. Each of these databases contains a variety of scholarly publications, giving them 
the potential to utilize widely-cited and credible research publications within the field. The use of these databases will 
ensure the review of the literature on Generative AI in the context of sales and marketing is comprehensive and reflective 
of the current research that has been performed on the topic globally. The strategy for identifying relevant literature 
within these databases used four different keyword combinations within the databases. Each of these combinations was 
developed to specifically relate to the concepts to be reviewed. The four different search strings included: “Generative 
Artificial Intelligence” AND “Sales Management,” “Generative Artificial Intelligence” AND “Marketing Strategy,” 
“Generative Artificial Intelligence” AND “Customer Engagement,” and “Generative Artificial Intelligence” AND “Digital 
Transformation.” Each of these search strings was utilized to identify the articles related to the review objectives, after 
which the relevance and quality of those articles was assessed. 

The search terms were applied to the titles, abstracts, and keywords of scientific articles to determine which 
scientific articles were related to the scope of the research study. The main criterion for inclusion of scientific articles 
was that they must investigate the use of Generative AI in sales and marketing in the workplace. Additional inclusion 
criteria was that the articles must be published in English. The results of applying these parameters to the scientific 
publications released between 2022 and 2024 revealed 1,078 scientific articles. Only scientific articles that were directly 
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related to the concept of using Generative AI as a strategic tool within sales and marketing were included for review. Of 
the 1,078 scientific articles that were collected, the title, abstract, and keywords of 671 of those articles were reviewed 
to determine whether their content related to the objectives of this research study. These articles were eliminated if their 
contents did not relate to the objectives of the study. As a result, 523 scientific articles that were published in unrelated 
disciplines or outside of the scope of this research study were eliminated. The remaining scientific articles had their full 
texts reviewed to ensure that they related to the objectives of this research study. Articles with a focus on more technical 
aspects of Generative AI, articles that were not relevant to sales and marketing concepts, non-peer-reviewed articles, or 
articles without detailed methods were eliminated from consideration. As a result, 38 scientific articles were determined 
to be suitable for inclusion in the analysis. 

 
4. DESCRIPTIVE OVERVIEW OF THE INCLUDED STUDIES 
4.1. ARTICLES PUBLICATION TRENDS 

As shown in Table 4 and Figure 4 the Annual Publication Trends in the Reviewed Literature indicates a significant 
rise in scholarly research about Generative Artificial Intelligence in sales and marketing from 2022 to 2025. In 2022, only 
5% of initial publications were published, but by 2024, research publishing had increased to 47%. This shows that both 
academics and businesses are becoming more interested. The moderate contribution in 2025 (32%) indicates a 
transition in the field from qualitative inquiry to quantitative and strategic research. This trend is rising, which suggests 
that Generative Artificial Intelligence has become a key area of study in sales and marketing research. 
Table 4 

Table 4 Articles Publication Trends 

Year Articles Publication Trends Percentage Cumulative Percentage 
2022 2 5 5 
2023 6 16 21 
2024 18 47 68 
2025 12 32 100 
Total 38 100 

 

  
Figure 4  

 
Figure 4 Articles Published by Year 
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4.2. THE GEOGRAPHIC DISTRIBUTION 

The geographic distribution of the studies that have investigated the topic of Generative Artificial Intelligence in the 
context of sales and marketing is not evenly distributed. As presented in Table 5 and Figure 5 the majority of the studies 
originated from the world regions of Northern America (23%). Within this region, the studies originated from both the 
United States and Canada. Additionally, South Asia published 15% of the studies that have been conducted on this topic. 
All of the studies that originated from this region came from India. Furthermore, there were studies that originated from 
Europe, which is divided into several different regions of the world. Studies originated from Northern Europe (11%), 
which included countries like Finland, Latvia, Lithuania, and Sweden. Additionally, there were studies that originated 
from Western Europe (11%), which included France and the United Kingdom. Furthermore, there were studies that 
originated from Central Europe (7%), represented by Germany. Finally, there were studies that originated from Southern 
Europe (7%), represented by Italy. 

Other regions of the world that published studies on the topic of Generative Artificial Intelligence in sales and 
marketing include Southeast Asia (represented by Malaysia and Indonesia), East Asia (represented by South Korea), 
Western Asia (represented by Qatar), the Southwestern Pacific Ocean region (represented by New Zealand), and the 
Northwestern Region of South America (represented by Ecuador). Finally, the Western Region of Asia was represented 
by Dubai. Thus, while many of the studies are published from different regions of the world, they are still mostly 
concentrated within a limited number of countries. The geographic distribution of these studies indicates that while 
there is some interest in the topic of Generative AI in sales and marketing from regions outside of those discussed, such 
as Southeast Asia, East Asia, Western Asia, Oceania, and even South America, the majority of the studies are still published 
from a limited number of regions of the world. Therefore, while the knowledge of the topic is geographically distributed, 
it is not geographically balanced. The fact that most of the studies are published from specific regions of the world 
suggests that knowledge of the topic of Generative AI in sales and marketing is still emerging in regions outside of those 
of Northern America, Europe, and South Asia. However, future research in this area would benefit from an increased 
interest in and representation of the world regions outside of those currently represented in the existing literature. 
Table 5 

Table 5 Geographical distribution of the reviewed literature 

Articles by Region No of Articles Percentage Cumulative Percentage 
Southwestern Pacific Ocean 1 3 3 

Southeast Asia 2 5 8 
Central Europe 3 7 15 

East Asia 1 3 18 
Northeastern United States 1 3 21 

Northern America 9 23 44 
Northern Europe 4 11 55 

Northwestern South America 1 3 58 
South Asia 6 15 73 

Southeast Asia 1 3 76 
Southern Europe 3 7 83 

Western Asia 1 3 86 
Western Europe 4 11 97 

Western Region of Asia 1 3 100 
Total 38 100 
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Figure 5  

 
Figure 5 Geographical Distribution of the Reviewed Literature 

 

4.3. RESEARCH METHODS 
As shown in Table 6 and Figure 6 quantitative methods are employed in 71% of all studies. This strong effect shows 

that most people who study this area use surveys, statistical models, and in-depth reviews of the literature to learn how 
Generative Artificial Intelligence affects marketing and sales. Scientists are still trying to figure out how to test ideas, see 
what works, and figure out how AI can help businesses get more sales, higher conversion rates, and better operations. 
Qualitative studies, which make up 21% of the sample, show us things in a different way. A lot of these studies look at 
what Generative AI can do, like guess, write, make videos, and talk to people. There aren't a lot of qualitative studies, but 
the ones that do exist show us how and why Generative AI tools change marketing strategies in ways that numbers can't. 
More than one method is used in about 8% of all published studies. This means that people don't use integrative research 
methods very often. We can learn more about how AI affects sales and marketing by looking at both words and numbers. 
A lot of people don't use these methods, so we know they don't work very well. You might want to learn more about this 
later. People who work in manufacturing could come up with better ideas and make the results more useful if they did 
more research and tried new things. 
Table 6  

Table 6 Research methodologies used in the reviewed literature 

Research Methodologies No of Articles Percentage Cumulative Percentage 
Quantitative 27 71 71 
Qualitative 8 21 92 

Mixed 3 8 100 
Total 38 100 
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Figure 6 

 
Figure 6 Research Methodologies Used in the Reviewed Literature 

 
4.4. DATA ANALYSIS TECHNIQUES 

The examination of the data analysis strategies employed in the selected research indicates an extensive tendency 
for qualitative analysis techniques, alongside a restricted application of specialized statistical or review-based synthesis 
approaches. 
Table 7 

Table 7 Data Analysis Method Employed in the Reviewed Empirical Research 

Data Analysis Method No of Articles Percentage Cumulative Percentage 
Bibliometric 2 5 5 

Open Coding, Axial Coding 1 3 8 
PRISMA 9 24 32 

SPSS 4 11 43 
Thematic 22 57 100 

Total 38 100 
 

  
Figure 7 

 
Figure 7 Data Analysis Method Employed in the Reviewed Empirical Research 

 
As presented in Table 7 and Figure 7, thematic analysis emerged as the most frequently employed data analysis 

technique, accounting for 57% of the reviewed studies. A lot of the research uses qualitative analysis to find ideas, 
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themes, and patterns in books and other things. This shows that. The rise in the use of thematic methodologies shows 
that researchers are still figuring out how to best use Generative AI in sales and marketing while also coming up with 
new ideas.  It shows that more and more people are interested in structured literature review processes that 24% of the 
papers use PRISMA-based systematic review methods. PRISMA shows that the steps for finding, screening, and 
combining scholarly contributions are the same. Scientists are working on making review methods that are simple to 
understand and can be used more than once. This shows that the field is getting better. 11% of the study employs SPSS 
for quantitative statistical analysis. There was still statistical modeling, but it didn't seem as important as putting things 
together in a qualitative way. This shows that a lot of modern literature is more about ideas and reviews than about 
thorough surveys, even though empirical validation is very important. Bibliometric analysis (5%) and open/axial coding 
approaches (3%) are utilized within a constrained framework. The restricted application of bibliometric approaches 
suggests that extensive citation network visualization and performance evaluation in the field remain inadequately 
developed. The lack of theory-based coding investigations indicates that substantial empirical theory creation is still a 
constantly changing area. 

 
5. DISCUSSION 
5.1. RESEARCH QUESTION 1: HOW DOES GENERATIVE ARTIFICIAL INTELLIGENCE SERVE A 

STRATEGIC ROLE IN RESHAPING SALES AND MARKETING PROCEDURES WITHIN THE 
MODERN WORKPLACE? 

The findings of this literature review indicate that generative artificial intelligence is playing a strategic role in the 
reshaping of sales and marketing processes. Thus, while automation is one aspect of the capabilities of generative 
artificial intelligence, such intelligent systems actually act as a means of enhancing the sales and marketing processes 
within the modern workplace. The review of the various studies on generative artificial intelligence within sales and 
marketing indicates that its capabilities of employing large language models, conversational AI, predictive analytics, and 
the ability to generate images and videos are enabling sales and marketing procedures to be redefined within 
organizations Gupta et al. (2024), Hayawi and Shahriar (2025), Kshetri et al. (2023). 

These interpretations of the role of generative artificial intelligence within sales and marketing are also supported 
by the literature review itself.  For instance, the trend in the number of publications on such topics indicates an increase 
in the number of studies on generative artificial intelligence between 2022 and 2025, with the largest share of 
publications existing in the year 2024.  Additionally, the distribution of these publications across different regions of the 
world indicates that sales and marketing processes are being reshaped by generative AI across the globe, though most 
studies have been published from countries that possess high levels of technological development. 

Generative AI has been found to reshape sales and marketing processes in part due to the impact that the technology 
can have upon content processes within those sales and marketing departments.  For instance, generative AI allows 
individual marketing departments to automatically create personalized content for various customers at large scales 
Rane (2023), Lanfranchi et al. (2025), Nadeem (2024), Wahid et al. (2023).  Additionally, the ability of conversational AI 
to allow sales agents to interact with customers in real time, in a continuous manner, and with the focus upon those 
customers’ needs suggests a reshaping of sales processes and sales interactions with customers Chiarello et al. (2024), 
Israfilzade (2025), Li and Xiao (2025). 

Finally, these findings are also supported by the methods of the studies that were published on sales and marketing 
processes with generative artificial intelligence Cillo and Rubera (2024).  For instance, the majority of studies are based 
with quantitative analysis methods, suggesting that sales and marketing processes are being reshaped based upon 
measurable outcomes of those sales and marketing departments.  Additionally, the existence of some studies that utilized 
qualitative analysis methods and mixed methods models indicates that the research is also performed into the reasons 
for such changes in sales and marketing processes.  Thus, overall, these findings suggest that generative AI is fulfilling a 
strategic role within sales and marketing departments in that their procedures are being redefined and transformed into 
systems that are more intelligent, personalized, scalable, and focused upon performance outcomes. 
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5.2. RESEARCH QUESTION 2: WHAT ARE THE PRIMARY STRATEGIC SALES AND MARKETING 

APPLICATIONS SUCH AS PERSONALIZED CONTENT, CAMPAIGN OPTIMIZATION, 
DYNAMIC PRICING, AND CUSTOMER ENGAGEMENT AUTOMATION THAT SALES AND 
MARKETING ORGANIZATIONS ARE USING? 

The findings from the literature review indicate that the primary applications of generative AI within sales and 
marketing strategies relate to the development of personalized content, the optimization of marketing campaigns, the 
implementation of dynamic pricing models, and the automation of customer engagement models Israfilzade (2025). Each 
of these applications relate to the shift in marketing strategies away from performing traditional forms of marketing 
towards strategies that are informed by the data from those current marketing efforts Kshetri et al. (2023), Lanfranchi 
et al. (2025), Wahid et al. (2023). 

The analyses of the included studies in this review indicates that there have been a growing number of publications 
regarding these applications in the past few years, and that the majority of those publications have examined the 
applications of generative AI as tools for the managers within marketing departments and as strategic tools for marketing 
departments within the organization. Furthermore, the use of thematic analyses and models like PRISMA in many of 
those studies indicates that the field is still developing, still forming its concepts and analyses regarding these strategies, 
but has begun to recognize their development and applications. 

One of the major applications of generative AI within sales and marketing is in the generation of personalized 
content for various audiences. By utilizing techniques like natural language generation, firms are able to automatically 
generate content for their organizations that is tailored according to the interests of each group of customers, their 
demographic information, and other factors that would make the development of that type of content more successful 
Hartmann et al. (2024), Li and Xiao (2025), Nadeem (2024), Wen and Laporte (2024). Additionally, many of the studies 
also indicate that such generative AI tools can also be used to develop and optimize the marketing campaigns that are 
used to distribute that content Grewal et al. (2024), Holmström & Carroll, 2024, Islam et al. (2024). 

Beyond the ability of generative AI to create marketing and sales campaigns, these techniques can also be utilized 
by sales and marketing departments to develop dynamic pricing models and strategies for adjusting to predictions 
regarding market adjustments Bormane and Blaus (2024), Hasanuzzaman et al. (2025), Khan et al. (2025). Finally, the 
automation of the sales department’s efforts to engage with customers and prospects is another major area of application 
for these techniques, allowing for many sales departments to automatically create conversational AI and large language 
model interfaces to sales representatives to provide customers with more personalized interactions with those sales 
departments and companies Chiarello et al. (2024), Israfilzade and Sadili (2024), Ooi et al. (2023). Overall, then, the 
primary applications of generative AI within the sales and marketing department are a means of enhancing the 
personalization of sales and marketing efforts, the automation of many of those sales departments’ efforts, and their 
responsiveness to the market as a whole. 

 
5.3. RESEARCH QUESTION 3: HOW DOES GENERATIVE ARTIFICIAL INTELLIGENCE 

STRENGTHEN ORGANIZATIONAL PERFORMANCE OUTCOMES LIKE SALES GROWTH, 
CONVERSION RATES, AND OPERATIONAL EFFICIENCY? 

The findings of the literature review discussed in this paper indicate that generative artificial intelligence has the 
ability to strengthen the performance of organizations through the improvement of sales growth, conversion rates, and 
operational efficiency Bormane and Blaus (2024), Guha et al. (2023), Rodriguez et al. (2025). More specifically, the 
studies suggest that the performance value that is provided by generative artificial intelligence is not from the 
automation of certain tasks for those organizations, but instead in the fact that the software increases the number of 
sales and marketing activities that can be performed by those firms, while also reducing the amount of time and effort 
that is required to complete those activities Amini and Amini (2024). One of the main findings of the literature review is 
that sales growth is increased through the implementation of generative artificial intelligence.  The studies show that 
organizations that utilize this artificial intelligence technologies are able to create more targeted content for their 
organizations, increase the engagement of their leads, increase the number of sales that are made, and generally improve 
their sales efforts Grewal et al. (2024), Hasanuzzaman et al. (2025), Kshetri et al. (2023). Additionally, it is also found 
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that generative artificial intelligence can increase the conversion rates of organizations through its implementation of 
technologies like conversational AI, large language models, and other predictive models Hagos et al. (2024).  These 
technologies allow organizations to more efficiently respond to customers and create content that is targeting those 
individual customers Chiarello et al. (2024), Israfilzade (2025), Li and Xiao (2025).  

Beyond these benefits to sales and marketing departments, it is also found that operational efficiency within the 
organizations is increased through the implementation of these technologies.  Artificial intelligence is found to automate 
tasks for companies, reduce the time to produce content for sales and marketing departments, implement pricing 
models, and reduce the number of tasks that are placed upon the employees within those departments Liu and Kim 
(2025), Khan et al. (2025), Lanfranchi et al. (2025).  Thus, employees are able to focus upon higher-level sales and 
marketing activities.  Finally, the descriptive results of these research studies support the interpretations of their 
findings.  For instance, the fact that there were more publications that described the various aspects of generative 
artificial intelligence between 2022 and 2025 indicates that more organizations are recognizing the relationship 
between the technology and the improved performance of that organization.  Furthermore, the observation of the 
dominance of studies based upon quantitative analyses indicates that there are efforts by those organizations to 
recognize the various ways in which the technology can boost sales and increase efficiency.  Thus, these findings indicate 
that generative artificial intelligence can boost the performance of an organization through the increasing number of 
sales that are made, the increasing number of customers that are converted to customers, and the increasing operational 
efficiency of those organizations. 

 
5.4. IMPLICATIONS 

Building on the foregoing discussion of the implications of GenAI in sales and marketing, the implications of such 
developments are presented below. These implications relate to the capabilities, applications, and performance of GenAI 
in the sales and marketing industry, and extend the discussion that was made above regarding such implications. 

 
5.4.1. THEORETICAL IMPLICATIONS 

The research also contributes to the existing theory by providing insight into how generative artificial intelligence 
can be understood as a strategic capability of the organization. The findings indicate that the value of generative artificial 
intelligence for sales and marketing is in the way in which it can transform various aspects of the sales and marketing 
process within digital environments. From an activity theory perspective, the integration of generative artificial 
intelligence into sales and marketing processes indicates that the existing processes can be transformed through 
reducing tensions within the current process and leading to innovations in those processes Keegan et al. (2022). From 
the viewpoint of behavioral reasoning theory, the findings indicate that the decision of both organizations and consumers 
to adopt or not to adopt generative artificial intelligence is based upon the reasons and justifications for its use Joshi et 
al. (2024). Additionally, the findings are also consistent with the idea that the effectiveness of generative artificial 
intelligence is not based upon the technology itself, but in the way that individuals perceive its usefulness for sales and 
marketing processes Guha et al. (2023). Finally, the findings also support the technology acceptance model and the 
resource-based view in that the value of generative artificial intelligence is not based upon its adoption by organizations 
and individuals in the sales and marketing departments, but in how the technology can be integrated into the existing 
resources of the organization to form a strategic capability that is difficult for competitors to replicate with their own 
resources Kshetri et al. (2023), Grewal et al. (2024), Lanfranchi et al. (2025). Overall, then, the findings indicate that 
generative artificial intelligence should be understood as a strategic capability that adopts, integrates, and adapts to the 
organization as a whole. 

 
5.4.2. MANAGERIAL IMPLICATIONS 

The findings of this review have several implications for managers in the area of sales and marketing. One of the 
implications of the research is that managers should consider the use of Generative Artificial Intelligence to improve 
their sales and marketing processes. Such uses may range from increasing the rate at which content can be created, 
improving customer interaction with those companies, improving marketing campaigns, and increasing the 
responsiveness of those companies to their customers. Thus, the implications of the research are that Generative 
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Artificial Intelligence can be incorporated into the sales and marketing processes of a company to enhance those 
processes. 

Furthermore, the findings indicate that there are a variety of benefits to the use of Generative AI in sales and 
marketing. Four benefit areas that can be specifically highlighted from the research include the ability of the tools to 
create personalized content for customers, to optimize sales campaigns, to implement dynamic pricing models, and to 
automate various sales and marketing processes. Beyond indicating the benefits of implementing Generative AI into sales 
and marketing departments, the research also indicates that not all implementations of such tools are equally effective. 
The effectiveness of implementing these tools into sales and marketing processes is dependent upon the training 
provided to employees using those tools, the availability of data from those sales and marketing departments, and the 
integration of those AI sales and marketing tools into current sales and marketing processes. Thus, training sales and 
marketing department employees is one recommendation to increase the benefit of implementing these technologies. 
Finally, the findings of the research also indicate that sales and marketing departments that utilize Generative AI tools 
require some level of managerial oversight. Because there may be issues with the accuracy, trust, appropriateness, and 
alignment of content generated by these AI tools with sales objectives, it is important to implement those tools in a way 
that still allows for some level of management and supervision of those sales and marketing departments to ensure that 
issues can be resolved before they have a detrimental impact upon the organization’s sales and marketing performance. 

 
5.4.3. POLICY AND FUTURE PRACTICE IMPLICATIONS 

The review also has implications for policymakers and the management of organizations. As Generative Artificial 
Intelligence becomes increasingly embedded in sales and marketing activities, policymakers should establish guidelines 
and regulations to ensure that the innovations that emerge from these applications of Generative AI are conducted in 
ways that are responsible and minimize potential issues. While the regulations established for these emerging 
technologies should balance the desire to support innovation and development with necessary rules for responsible use, 
policymakers should avoid establishing regulations that may inhibit the development of these technologies by the 
organizations that utilize them. For professional practice, the researchers suggest that to successfully utilize Generative 
Artificial Intelligence within sales and marketing activities, organizations should establish guidelines for the use of the 
technology. These guidelines can help to ensure that the technology is utilized in ways that realize the benefits of 
Generative AI for the organization’s sales and marketing efforts, while also minimizing any potential issues that may 
emerge from their use of the technology. 

 
5.5. LIMITATIONS AND FUTURE STUDIES 

This review has several limitations. The main limitation of this review is the relatively small number of publications 
that have been included in this review. Although the review attempted to include as many relevant publications as 
possible, it is likely that not all the publications on the topic of Generative Artificial Intelligence in sales and marketing 
have been included in this review. Another limitation is that all the databases that were searched were selected 
databases, and only publications in the English language were considered for inclusion in this review. Additionally, most 
of the publications in the field of Generative Artificial Intelligence in sales and marketing have been published in recent 
years and in specific geographical areas of the world. The majority of the studies that were included in this review 
employed different methodologies. Thus, it was difficult to compare the findings of different studies included in this 
review. Due to the emerging nature of Generative AI within the context of sales and marketing, most published studies 
on the topic are relatively recent and focus upon the opportunities and applications of such AI within these areas, rather 
than the outcomes of its implementation into these functions. 

Nevertheless, these limitations also provide directions for future research in this emerging field. For example, future 
research can be conducted that expands the databases and databases from which publications are sourced for review, 
as well as research that considers publications published in languages other than English. Additionally, future research 
could investigate the relationship between the implementation of Generative Artificial Intelligence in sales and 
marketing departments, and various outcomes of such implementation in those departments. Longitudinal research in 
particular may be beneficial to determine if the benefits of implementing Generative Artificial Intelligence into sales and 
marketing departments are sustained over time. Furthermore, research that compares different industries, sizes of 
companies, or countries may help to determine if the benefits of implementing Generative Artificial Intelligence are 
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consistent across various contexts. Finally, research that investigates the various factors that may moderate or impact 
the benefits of implementing Generative Artificial Intelligence in sales and marketing departments would also be 
beneficial to conduct. Overall, each of these suggestions for future research would help to provide additional guidance to 
organizations regarding their potential implementation of Generative Artificial Intelligence into their sales and 
marketing departments. 

 
6. CONCLUSION 

This literature review examines the role of Generative Artificial Intelligence as a tool within the sales and marketing 
department of the modern workplace. The results of the research show that Generative Artificial Intelligence is moving 
beyond its technological role within the sales and marketing departments, and is beginning to act as a strategic tool that 
changes how the departments within the organization function. Generative AI was found to influence sales and 
marketing through features like large language models, conversational AI, predictive analytics, and multimedia content 
creation capabilities. Generative AI has a strategic role within the sales and marketing departments in that it can change 
the processes within those departments.  Overall, the significance of AI within sales and marketing departments is that 
it allows them to move from conventional processes to more automated, efficient processes.  Furthermore, personalized 
content creation, campaign optimization, dynamic pricing, and customer engagement automation are some of the main 
ways that Generative AI is currently being applied within sales and marketing departments.  Thus, the technology is 
becoming integrated into the departments and their functions. Generative AI has also contributed to sales and marketing 
departments in that sales representatives have become more effective in their sales processes, more conversions have 
been created for sales efforts, and there has been an increased efficiency within the departments overall.  The ability of 
the technology to automate and personalize sales processes for companies allows them to improve the quality and 
volume of sales activities that occur within their companies.  However, benefits were only obtained for sales departments 
through the incorporation of AI if those departments managed to effectively implement the technology into their sales 
processes and goals. Overall, the findings of this literature review help to expand the knowledge of the topic in that it 
establishes that Generative AI is a strategic tool that is transforming sales and marketing departments within the modern 
workplace. Despite some limitations in the research that was performed, the findings indicate that AI as a tool for sales 
and marketing departments is growing in importance for companies looking to improve their competitiveness within 
the digital marketplace.  Future research into this topic will help to further establish the relationships between sales 
departments, sales processes, sales efforts, and the impact of implementing Generative AI into those sales departments 
and processes.  
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