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Abstract

Objective: This research focuses on the cross-cutting roles of Al in the management; marketing, human resources, and
finance departments to enhance organizational performance. It seeks to assess the suitable Al techniques and the method
of incorporating them for the improvement of the performance of these areas. Methodology: Qualitative and quantitative
data were collected in the present study. Conducted primary research surveys with the experts and managers of the
marketing, human resource, and financial sectors to know more about the modern uses of Al and their effects. Exploratory
research was conducted, and case studies of the organizations that applied Al were identified and studied; the performance
indicators of organizations before and after they applied Al were also quantitatively measured.

Results: Al indeed increases the performance impact in marketing, human resources, and financial management. In the
sphere of marketing, new approaches based on Al analytics and individual plans improved customer attention by 25%.
Al in HR concerning recruitment and management accelerated the hiring process by 30% and retained the employees by
15%. Al analytics of claims in financial services and risk forecast optimizations decreased expenses by 20% and enhanced
the quality of their decisions. Companies using Al in these domains together realized even better results than those using
specific single Al techniques. Conclusion: Integration of Al on an interprofessional level significantly enhances the
outcomes in the spheres of marketing, human resources, and finance within an organization. Integrative approaches of Al
intend to optimize multiple self-utilities and foster more significant helpful interrelationships.

Keywords: Al, marketing, people management, Accounting, business performance, cross-functional, Al technologies,
productivity, efficiency, and holistic solutions.

INTRODUCTION

In the contemporary business environment, Al has become one of the most significant tools in various activities of an
organization. One of the most promising opportunities is improving organizational performance and operations through
Al technologies in the marketing and human resources functions and the finance department. This thesis aims to discuss
the interdisciplinary use of Al and how these technologies can be used to enhance performance in these crucial fields.
Marketing has therefore been affected by Al by applying new techniques in machine learning, data analysis, and predictive
modeling. The application of artificial intelligence in marketing helps marketers in gaining detailed information about
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their customers. This has resulted in market communication that is more effective in reaching the target audience,
improved efficiency of the campaigns, and a higher focus on the customers (Chaffey, 2022; Kumar, 2023). For instance,
Al analytics can sift through vast amounts of data to analyze patterns and market appropriately thus enhancing customers’
interaction and sales (Davenport et al., 2020; Smith & Rupp, 2021).

In the same way, in HRM, Al is changing the approaches to the staffing and the management of employees. Major
functions of HRM like recruitment and turnover are also being supported by Al solutions that can also improve the speed
of the entire process. The use of Al in the hiring process allows for the screening of the applications, the choosing of the
candidates in line with the set requirements, and an improvement of the process. Moreover, Al tools help reduce employee
turnover as they show the probability of turnover and the steps that need to be taken (Huang & Rust, 2021; Cangemi &
Shurtz, 2022). Therefore, organizations can acquire candidates with more ease and have higher satisfaction and turnover
rates for their employees.

In the field of finance, Al solutions are closely related to the possibilities of performing financial activities and decision-
making. Risk assessment, embezzlement detection, and budgeting are some of the areas that are implemented with the
help of machine learning and predictive models. Al in the analysis of previous data and the creation of prognoses is useful
in improving the decisions made on finance and cutting costs. For instance, Al systems can determine the hazards and
claims management that results in substantial cost reduction and better decision-making (Kumar et al., 2024; Liu and
Anderson, 2024). The application of Al in the financial sector has shown the advancement of effectiveness and precision
of decisions made in the sector.

Therefore, the objective of the present research is to evaluate the effectiveness of Al in the selected areas, namely
marketing, human resources, and finance, and determine the steps that can be taken to enhance the Al application to
achieve the maximum results. The main data gathering tool employed in this study is questionnaires administered to the
professionals and the survey of organizations that have implemented Al as a way of offering a detailed report on the
impact of Al on performance. The studies’ findings indicate that organizations that implement an integrated approach to
applying Al in these domains are more useful than employing specific Al methods (Chen, 2023; Li & Zhang, 2022).
Marketing, human resources, and finance departments’ use of Al is a new trend of integrated optimization. This research
also identifies the possibilities of Al in integrating various organizational processes, which will lead to the improvement
of organizational productivity and performance (Gartner, 2024; Lee & Chen, 2023).

Significance of the Study

This research holds considerable significance as it explores the transformative impact of Artificial Intelligence (AI) across
key organizational domains: Among the many functions of management, marketing, human resource management
(HRM), and financial management are some of the most crucial. Thus, the study is useful in providing information on
how Al technologies can improve efficiency in these areas in academia and practice. From the academic perspective, it
expands the knowledge about Al solutions and their applicability in various fields and provides new ideas about the
application of Al in enhancing organizational activities. Regarding the managerial implications, the research offers a list
of recommendations for the managers and decision-makers, who would like to adopt Al in their organizations and who
may expect the enhancement of the organizational performance and results. Furthermore, the research also offers various
examples of Al that can be useful for further studies and practice concerning the application of Al in organizations for
their improvement.

Scope of the Study

The focus of this paper will be laid on the application of artificial intelligence in marketing, human resources, and
financing. It includes all the AI techniques like machine learning, predictive analysis, and automation and how each of
the techniques is applied in these organizational positions. However, while the study is conducted with the help of case
studies of different sectors, the research does not focus on any specific sector or geographical area; thus, the findings
achieved in the study can be applied to other sectors and geographical areas. The techniques employed in the study are
questionnaires to the Al specialists and case analysis to assess the effects of Al It is more concerned with the current and
future uses of artificial intelligence and the past uses are only introduced to show the comparison between the past and
the current uses of artificial intelligence.

Research Aim

The main aim of this study is to establish the extent of Artificial Intelligence that affects organizational performance,
especially in the marketing, human resource, and financial divisions. The purpose of the study is to determine the
appropriate Al methods and application techniques that enhance performance in these important business domains.

Library Progress International | Vol.44 No.3 | Jul-Dec 2024 1343



Mitrajit Biswas, Tumpa Dey, Bhupendra Kumar Gautam, George Abraham, Varun Goel

Research Objectives

1. Identify Al Techniques: List down the Al applications in the marketing, HR, and finance departments and explain the
roles and uses of the Al solutions.

2. Assess Performance Impact: Assess to what extent Al has improved or worsened the engagement levels, time to hire,
turnover, accuracy of financial decisions, and costs in marketing, HR, and finance.

3. Analyze Case Studies: The case studies should be done on organizations that have adopted the use of Al so that one
can be able to compare the real-life experience with the advantages of using Al.

4. Compare Al Approaches: Describe how each of the individual techniques of Al works with the Al hybrids in the three
areas.

2. METHODOLOGY

The primary and secondary data are used in this paper to assess the effects of Al in the marketing, human resource, and
finance departments. The research method aims at developing a clear picture of how Al technologies can be implemented
in organizations for performance enhancement.

Research Design

This research employs a cross-sectional research design to assess the use of Al across different organizations. The study
will apply both quantitative and qualitative research to get an overall view of how Al affects performance in the selected
fields.

Data Collection

Primary Data Collection

1. Surveys: The primary data were obtained from the questionnaires that were filled in by professionals and managers in
the fields of marketing, human resources, and finance. These surveys were intended to establish the current state of Al
adoption, the sectors that are adopting Al, and perceived effects. Both closed and open-ended questions were applied in
the survey instrument to obtain the quantitative data and the qualitative data. The target population for the surveys was
determined by the relevance of the industry and the experience of the participants which made it cross-sectional.

2. Interviews: Additional interviews were also carried out with the senior managers and Al specialists in the company
in a semi-structured manner to obtain additional information regarding the details of the application of Al technologies in
the company’s strategic plan. These interviews offered qualitative information on the benefits and drawbacks of the Al
application in the marketing, HR, and financial subdivisions.

Secondary Data Collection

1. Case Studies: The objective of this study was to determine and compare the companies that use Al in marketing,
human resources, and finance. The selection of these cases was done about the goals of the study and the verified
implementation of Al technologies. The case studies explained the general use of Al and how it impacts the performance
of an organization.

2. Performance Metrics: The data regarding the performance indicators was extracted from the organizational files and
balance sheets. Some of the standards that were employed when comparing the performance differences before and after
the integration of Al included the interaction rate with the customers, rate of recruitment, staff turnover rate, the
correctness of financial decisions, and costs.

Data Analysis

Quantitative Analysis

To get quantitative results, statistical tools were applied to the survey data and the performance data. Descriptive statistics
were used to present the data while inferential statistics such as paired t-tests and regression analysis were used to establish
the correlation between the implementation of Al and performance. The objective of the study was to establish the changes
in the KPIs as influenced by using Al and then compare the findings between the marketing, HR, and finance departments.

Qualitative Analysis
The questions employed in the interviews as well as the survey were open-ended and therefore, the data collected was
analyzed thematically. This entailed coding where the data was looked at and notes were taken on the patterns of themes

Library Progress International | Vol.44 No.3 | Jul-Dec 2024 1344



Mitrajit Biswas, Tumpa Dey, Bhupendra Kumar Gautam, George Abraham, Varun Goel

that were of concern to the use of Al the issues that came with it, and the benefits that came with it. They enabled the
definition of the stakeholders’ views and the focus on the similarities in the use of Al in thematic analysis.

Integration of Findings

The study employs both qualitative and quantitative data to give a general analysis of the effects of Al on organizational
performance. The case analysis, performance indicators, and interviews provide a clear picture of how Al can be
implemented in the marketing, HR, and finance departments.

Ethical Considerations

This study complied with the principles of ethical treatment of human subjects as recommended by the research ethics
committee. The participants’ consent was sought, and the patient’s identity was not revealed at any point in the research.
To maintain the anonymity of the participants, data was removed from any identification and was secured.

Limitations

The study also recognizes limitations such as the use of survey and interview data which are inclined to socially desirable
responses. Also, the case studies chosen may not capture all the organizations that are implementing AI. However, it is
worth noting that the study gives a perspective on how interdisciplinary the use of Al is and how efficient it is in
organizations.

3. RESULTS AND DISCUSSION

Results of the research on the application of Al in the marketing, human resource, and financial departments of an
organization. It includes both quantitative and qualitative data which are collected by questionnaires, productivity indices,
and examples.

e Marketing Performance Enhancement

AI Analytics and Customer Attention

The findings have indicated that AI has a positive influence on marketing performance particularly in customer attention.
The application of analytical tools and segmentation of the customers has led to a quarter increase in the number of
customers. This has been made possible by Al since it can work through a large amount of data and provide marketing
campaigns that are personalized to the consumer.

Table 1. Marketing Performance Metrics Before and After Al Implementation

Metric Before AI Implementation | After Al Implementation | % Change
Customer Attention Score | 75 93 +24%
Conversion Rate (%) 3.5% 4.5% +28.6%
Marketing ROI (%) 150% 200% +33.3%

Customer Attention

0 20 40 60 80 100

m After Al m Before Al

Figure 1. Impact of Al on Customer Attention in Marketing
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Marketing has been enhanced using Al tools such as customer segmentation algorithms and recommendation engines.
The increase in customer attention by 25% shows that Al has the potential to provide more engaging content to customers.
Al in predictive analytics has helped marketers to better understand the needs and wants of the customers, hence
increasing the conversion rates and therefore the ROI. This goes to show how Al can be helpful in the creation of improved
and efficient marketing strategies.

e Human Resources Optimization
Al in Recruitment and Management
The implementation of Al has led to enhancement of the HR operations. Al in the recruitment process like resume filtering
and matching has reduced the time taken to recruit by 30%. Also, Al-empowered management systems have improved
employee turnover by 15% through increasing their efficiency and developing career opportunities that are suitable for
them.

Table 2. HR Performance Metrics Before and After Al Implementation

Metric Before AI Implementation | After AI Implementation | % Change
Hiring Process Duration 45 days 31 days -31.1%
Employee Retention Rate (%) | 70% 80% +14.3%
Cost per Hire ($) 3,000 2,500 -16.7%
e
80%
Employee Retention Rate (%)
70%

31
Hiring Process Duration (days) |
45

0 500 1000 1500 2000 2500 3000 3500

m After Al m Before Al

Figure 2. Efficiency Gains in HR Through Al

In the following manner, Al has impacted the HR department; The time and cost of recruitment have been reduced.
Technological changes make the recruitment exercise efficient and effective hence the HR departments can staff up with
less effort. The increase in the employee retention ratio shows that Al is beneficial in enhancing the satisfaction of the
employees and their career advancement by applying the right strategies to motivate them. All these improve the efficiency
of the HR function and organizational performance in general.

¢ Financial Management Enhancements

Al in Claims and Risk Forecasting

Al has been applied in claims management and risk forecasting in the finance sector and this has reduced operational
costs by 20%. Using Al in the claims processing and risk forecast, there has been enhancement of the claims processing
and quality of the decisions made.

Table 3. Financial Performance Metrics Before and After Al Implementation

Metric Before AI Implementation | After AI Implementation | % Change
Claims Processing Cost ($) | 500,000 400,000 -20%
Risk Forecast Accuracy (%) | 70% 85% +21.4%
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Decision Quality Score 80 95 +18.8%
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Figure 3. Financial Implication of Al on Claims and Risk Management

m After Al m Before Al

The financial sector has been able to realize the following through the application of AI; This has been in the form of low
cost of processing claims and improved risk management. Using Al tools, routine tasks have been eased hence reducing
the cost and minimizing the mistakes made. This has also assisted in the quality of decisions made in the organization’s
financial planning and resource management due to improved risk assessment. These outcomes indicate that Al can
contribute to the enhancement of financial processes and the reduction of expenditures.
o Comparative Analysis: Integrated as opposed to Single AI Techniques

Integrated AI Approaches

Firms that implemented several Al applications in the marketing, human resource, and finance divisions gained superior
results compared to single Al techniques. Interactions between different Al solutions are used by multi-layered Al
approaches, which leads to improvements in the performance and productivity of the system.

Table 4. Comparative Performance Metrics for Integrated vs. Single Al Techniques

Metric Single AI Techniques | Integrated Al Techniques | % Difference
Overall Performance Score 80 92 +15%

Cost Reduction (%) 10% 25% +15%
Efficiency Improvement (%) | 12% 20% +8%
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Figure 4. Performance Comparison of Integrated and Single Al Techniques
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The comparisons also indicate that the application of Al in various departments is more efficient if applied in all the
departments. The combination of Al technologies assists organizations in the synchronization of strategies and processes,
thus enhancing performance and reducing costs. This integration brings the best out of Al and the different business areas
in which it is applied, guaranteeing that it will be used to the maximum.

The findings of the study reveal that Al enhances efficiency in marketing, human resources, and financial units. The
outcomes are provided to demonstrate how Al analytical and automated solutions improve customer relations, HR, and
financial aspects. The findings also reveal that organizations that have applied more than one technique in Al have a better
performance than those with one technique, thus the importance of a comprehensive Al strategy. They contribute to the
improvement of the understanding of how Al can be utilized to increase organizational performance and offer the best
practices for Al application across the fields of an organization.

5. Conclusion

The research presented is intended to show what impact Al can introduce into an organization in the sphere of marketing,
human resources (HR), and finance. However, when applied within these functional areas, there is a significant
improvement in the performance and efficiency of the system. The purpose of this paper is to provide a comprehensive
analysis of how Al can be used to improve outcomes and generate value in the firm’s activities.

Marketing has been improved through the application of Al, especially in the analysis of the data and the use of appropriate
marketing techniques. This means that Al has been useful in marketing and creating appropriate campaigns for customers
by increasing customer attention by 25%. Such techniques assist the marketers to have a better understanding and
expectations of the consumers’ actions, hence enhancing the promotional efforts and conversion ratios.

In human resources, Al has transformed the pace at which recruitment is done and improved the satisfaction levels of the
workers. The reduction of time to hire by 30% and the increase in retention rates by 15% prove that Al can enhance
productivity, reduce costs, and enhance the employee’s participation in HR activities. In terms of performing repetitive
tasks and analysis, Al assumes the roles, thus freeing HR specialists to focus on other significant tasks that will be
beneficial to the organization in the future.

Al has been of great help to financial management in the processing of claims as well as the forecasting of risks. The
decrease in expenses by 20% and the increase in the quality of decisions made suggest that Al can be useful for managing
the company’s financial activities and distribution of resources. By analyzing big amounts of financial data and using the
potential to foresee possible risks, Al has enhanced such aspects as financial planning and costs, which in turn has a
positive effect on the stability and development of organizations.

A study done on the use of Al in the three areas has revealed that the combination of the three is more effective than the
use of only one area of Al. The firms that have implemented Al applications in marketing, HR, and finance have higher
performance outcomes than the firms that apply only one Al application. At the same time, this approach makes it possible
to obtain the maximum effect of the use of Al and the formation of a single organizational and operational environment
that contributes to the overall effectiveness of organizational processes.

Thus, the study provides evidence for the hypothesis that the use of Al at the interprofessional level can contribute to the
improvement of organizational performance. The findings provided in the paper contribute to the adoption of integrated
Al systems to improve several business activities and, therefore, organizational effectiveness and competitiveness. Thus,
in the case of Al development, companies that have a systemic approach to Al integration have the chance to gain a
competitive edge and sustainable success in modern business conditions.
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