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BRIDGING AI SKILLS GAPS IN MARKETING EDUCATION: PROMPT ENGINEERING AS 
A KEY COMPETENCY
Mohammad Saleh Torkestani a, David B. Dose a, and Taha Mansouri b

aMarketing, University of Exeter Business School, Exeter, UK; bAI, University of Salford, Salford, UK

ABSTRACT
The advancement of artificial intelligence is reshaping the marketing landscape, underscoring the 
need to integrate prompt engineering into marketing education. This study presents a conceptual 
framework for embedding prompt engineering within marketing curricula, rooted in established 
educational theories. An integrative literature review and thematic analysis revealed five critical 
themes: the essential role of prompt engineering, key techniques for marketing students, curricu-
lum integration challenges, effective implementation strategies, and wider implications for market-
ing education. The resulting framework encompasses five core components: foundational AI and 
marketing knowledge, skill development in prompt engineering, curriculum integration and 
design, faculty development through interdisciplinary collaboration, and ethical AI use. 
A workshop-based case study demonstrates how instruction in advanced prompting techniques 
enhanced content clarity, creativity, and practical AI readiness. Building on these findings, the 
paper offers actionable recommendations for curricular design, faculty training, hands-on learning 
opportunities, industry partnerships, ethical considerations, and ongoing assessment. By equip-
ping students with robust prompting skills and ethical awareness, educators can address the 
evolving demands of AI-driven marketing, ultimately advancing the profession. This comprehen-
sive framework helps institutions modernize their marketing programs, fostering graduates pre-
pared for innovation and responsible AI engagement.

Introduction

The rapid advancement of artificial intelligence (AI) has 
profoundly transformed the marketing industry, intro-
ducing unprecedented opportunities for personaliza-
tion, efficiency, and data-driven decision-making 
(Davenport et al., 2020; Huang & Rust, 2021). Large 
Language Models (LLMs), such as GPT-4, have become 
integral tools for marketers, supporting a range of func-
tions including content creation, customer engagement, 
sentiment analysis, and predictive analytics (Fraiwan & 
Khasawneh, 2023; Kaplan & Haenlein, 2019). According 
to a recent McKinsey report, the economic potential of 
generative AI could reach between $2.6 trillion and $4.4 
trillion annually across global industries, with 
a significant share attributed to marketing and sales 
activities (Chui et al., 2023). As AI technologies con-
tinue to evolve, there is an increasing demand for mar-
keting professionals who are not only well-versed in 
traditional marketing principles but also proficient in 
leveraging AI tools effectively (Mustak et al., 2021; 
Priyanga, 2023).

Another McKinsey analysis focused on consumer 
marketing forecasts that generative AI could boost mar-
keting productivity by 5 to 15 percent of total spend, 
representing up to $463 billion in annual gains, further 
highlighting the urgent need for AI competencies 
(Harkness et al., 2023). Prompt engineering has 
emerged as a critical skill in maximizing the potential 
of LLMs. It involves strategically crafting prompts to 
guide AI models in generating desired outputs, thereby 
enhancing the relevance, accuracy, and creativity of 
results (Reynolds & McDonell, 2021). Advanced 
prompting techniques such as Chain-of-Thought 
prompting, Self-Refinement prompting, and 
Cumulative Reasoning prompting have been shown to 
significantly improve AI performance in complex tasks 
(Madaan et al., 2023; Wei et al., 2024; Zhang et al.,  
2024). These techniques collectively enhance marketing 
strategies by improving task accuracy and engagement 
effectiveness.

Despite its increasing importance, prompt engi-
neering remains largely underrepresented in market-
ing education. Many academic programs have yet to 
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incorporate AI literacy or prompt engineering skills 
into their curricula, potentially leaving graduates ill- 
prepared for the realities of an AI-driven marketing 
environment (Huang & Rust, 2022). Recent findings 
indicate that although 92% of organizations plan to 
increase investment in AI, only 1% consider them-
selves fully “AI mature” (Mayer et al., 2025). This 
discrepancy highlights a significant talent and readi-
ness gap that marketing education must urgently 
address.

To meet this educational imperative, it is essential to 
ground the integration of prompt engineering within 
established educational theories. Constructivism posits 
that learners build knowledge through active experi-
ences, emphasizing the importance of hands-on engage-
ment (Piaget, 1954). This aligns well with the nature of 
prompt engineering, where students learn through 
direct interaction with AI systems. Kolb’s Experiential 
Learning Theory (1984) further supports this hands-on 
approach, outlining a learning cycle of concrete experi-
ence, reflective observation, abstract conceptualization, 
and active experimentation. These principles facilitate 
deeper understanding and iterative learning.

Social constructivism, as articulated by Vygotsky 
(1978), underscores the importance of collaboration 
and shared experiences in knowledge construction. In 
the context of prompt engineering, collaborative pro-
jects and peer-to-peer learning can enhance compre-
hension and practical skill development. Similarly, 
Connectivism (Siemens, 2005), a theory tailored for 
the digital age, argues that learning is distributed across 
a network of information sources and technologies. This 
perspective is especially relevant to prompt engineering, 
where students must navigate diverse digital tools and 
AI platforms to develop effective prompts.

In addition, integrating ethical considerations into 
prompt engineering education is essential. As AI tools 
become more embedded in marketing practices, con-
cerns such as data privacy, algorithmic bias, and trans-
parency must be addressed to ensure responsible and 
ethical use (Acar, 2024; Jobin et al., 2019). Educating 
students on these ethical dimensions equips them to 
manage the complexities of AI responsibly, aligning 
their practices with both societal expectations and pro-
fessional standards.

From a strategic perspective, the expanded capabil-
ities of AI are poised to reshape the entire marketing 
strategy development pipeline. D’Amico et al. (2025) 
identify five key roles AI can assume, researcher, inter-
preter, thought partner, simulator, and communicator, 
each of which can be enhanced through effective 
prompting techniques. These developments amplify 
the urgency for marketing programs to prepare students 

with advanced, AI-literate skill sets, particularly in 
prompt engineering.

The primary aim of this paper is to conceptualize how 
prompt engineering can be integrated into marketing 
education, with a foundation in educational theory and 
a focus on ethical practice. Specifically, the paper seeks to: 
(1) explore the critical role of prompt engineering in 
contemporary marketing; (2) identify the key prompting 
techniques and skills relevant to marketing education; (3) 
analyze the challenges of integrating prompt engineering 
into marketing curricula; and (4) propose a conceptual 
framework for its effective integration.

By addressing these objectives, this study contributes 
to academic discourse on marketing education and 
offers practical guidance for educators aiming to pre-
pare students for the demands of AI-driven marketing. 
The integration of well-established educational theories 
provides a solid pedagogical foundation, ensuring that 
proposed strategies align with how students learn most 
effectively.

To demonstrate the real-world application of the 
framework, this paper includes a case study of 
a prompt engineering workshop conducted at a higher 
education institution. Although not a rigorous empirical 
investigation, the case study exemplifies how theoretical 
concepts can be implemented in practice. It illustrates 
experiential learning and social constructivist principles 
through hands-on activities and collaborative engage-
ment with AI tools.

The structure of the paper is as follows: The 
Background explores existing research on AI in market-
ing, the role of prompt engineering, and supporting 
educational theories. The Methodology outlines the sys-
tematic approach used in the integrative literature 
review, including search strategies, selection criteria, 
and thematic analysis. The Analysis and Results section 
presents findings from the literature and thematic ana-
lysis, including the development of the conceptual fra-
mework and insights from the case study. The 
Conceptual Framework section introduces a theory- 
based model for integrating prompt engineering into 
marketing curricula. The Illustrative Case Study details 
the prompt engineering workshop, highlighting practi-
cal application. The Discussion explores the implica-
tions of these findings for marketing education, and 
the Conclusion and Future Research summarizes the 
study’s contributions and suggests directions for further 
inquiry.

By integrating prompt engineering with educational 
theory and ethical consideration, this paper offers 
a comprehensive foundation for enhancing marketing 
education. The inclusion of a practical case study 
bridges the gap between theory and practice, 
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demonstrating the feasibility and impact of the pro-
posed framework. These efforts address the readiness 
gap highlighted by the “superagency” era of AI, in which 
employees often outpace leadership in AI adoption, 
while only a minority of organizations fully leverage 
AI’s capabilities (Mayer et al., 2025).

Background

The integration of artificial intelligence into marketing 
has become increasingly prominent, reshaping tradi-
tional approaches to customer segmentation, predictive 
analytics, content creation, and personalization (Bruyn 
et al., 2020; Z. M. Wang et al., 2024). AI-powered tools 
enable marketers to process vast datasets to inform real- 
time, data-driven decisions, enhancing both operational 
efficiency and tailored customer experiences (Peterson 
& Dover, 2014). Studies such as Kaplan and Haenlein 
(2019) demonstrate that AI’s influence extends beyond 
customer engagement to areas like professional net-
working and career-building, facilitating connections, 
internships, and employment opportunities on plat-
forms like LinkedIn.

As AI continues to permeate the industry, the 
demand for marketing professionals with proficiency 
in AI tools and methodologies is rapidly growing. 
Industry leaders increasingly view AI not merely as 
a tool but as a strategic enabler of marketing innovation 
(Chaffey & Ellis-Chadwick, 2019; Priyanga, 2023). This 
section synthesizes existing research on AI’s role in 
marketing, explores the importance of prompt engi-
neering, and presents relevant educational theories 
that support the integration of prompt engineering 
into marketing education. By anchoring the discussion 
in both technological and pedagogical contexts, this 
review provides a foundation for the development of 
a conceptual framework.

AI in Marketing

AI has revolutionized marketing by enabling high levels 
of personalization, increased efficiency, and data-driven 
decision-making (Davenport et al., 2020; Huang & Rust,  
2021). These technologies allow for comprehensive ana-
lysis of consumer behavior, market trends, and cam-
paign effectiveness (Davenport et al., 2020; Priyanga,  
2023). Machine learning algorithms further enhance 
predictive analytics, helping marketers anticipate custo-
mer needs and personalize offerings accordingly 
(Chaffey & Ellis-Chadwick, 2019; Mauro et al., 2022).

Large Language Models, such as Gemini and GPT-4, 
have significantly expanded AI’s applications in market-
ing (Elhajjar et al., 2020; Mauro et al., 2022). These 

models support a range of tasks including content gen-
eration, customer service automation, and interactive 
marketing campaigns, making them invaluable for per-
sonalized, adaptive communication (Chen et al., 2024). 
Their ability to perform sentiment analysis also allows 
marketers to assess consumer perceptions and refine 
customer experience strategies (Dwivedi et al., 2021; 
B. Liu, 2012). Frameworks like RoleLLM illustrate how 
LLMs can assume predefined roles, improving contex-
tual interactions and enhancing AI-driven personaliza-
tion efforts (Z. M. Wang et al., 2024).

Despite these advantages, the use of AI also intro-
duces ethical and operational challenges. Issues such as 
algorithmic bias, lack of transparency, and accountabil-
ity continue to concern practitioners, particularly given 
the “black box” nature of LLMs (Maheswari, 2023; 
Torkestani et al., 2024). As these models are trained on 
vast datasets that may contain embedded societal biases, 
they risk reinforcing stereotypes or spreading misinfor-
mation (Dwivedi et al., 2021; Mehrabi et al., 2021). 
Responsible AI use therefore requires marketers to care-
fully manage these tools with an awareness of their 
ethical implications (Jobin et al., 2019).

Prompt Engineering and Its Role in Marketing

Prompt engineering has emerged as a critical practice 
in optimizing the performance of AI models, espe-
cially LLMs, across various marketing tasks 
(Reynolds & McDonell, 2021; Sahoo et al., 2024). 
Effective prompt engineering can enhance content 
quality, accuracy, and relevance, which are crucial 
for maintaining brand integrity and customer trust 
(Shin et al., 2020). RoleLLM, for instance, illustrates 
how LLMs can adopt predefined roles to provide 
more contextually appropriate responses, thus enhan-
cing the model’s role-playing and scenario-based 
interactions, a critical aspect for personalized market-
ing strategies (Z. M. Wang et al., 2024). In addition to 
standard prompting approaches, advanced techniques 
such as Chain-of-Thought prompting and Self- 
Refinement prompting are employed to handle com-
plex tasks involving reasoning and iterative refine-
ment (Madaan et al., 2023; Wei et al., 2024; Zhang 
et al., 2024). These methodologies underscore the 
increasing importance of prompt engineering as mar-
keters seek to maximize the value of AI outputs.

The quality of AI-generated outputs is highly depen-
dent on the prompts provided. Ambiguous or poorly 
constructed prompts can lead to irrelevant or incorrect 
responses, limiting the effectiveness of AI applications 
in marketing (Shin et al., 2020). Conversely, well- 
designed prompts can enhance the accuracy, relevance, 
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and creativity of AI outputs, making prompt engineer-
ing a vital skill for professionals working with AI tech-
nologies (Heston, 2023).

In the context of LLMs, advanced prompting techni-
ques have been developed to improve the reasoning 
capabilities and output quality of AI models. These 
techniques enable models to handle complex tasks that 
require multi-step reasoning, context understanding, 
and error correction (Wei et al., 2024). As AI models 
become more sophisticated, the importance of master-
ing prompt engineering increases, particularly for fields 
like marketing that rely heavily on effective communi-
cation and data interpretation.

Key Prompt Engineering Techniques
Prompt engineering encompasses a range of techniques 
that can be applied to enhance the performance of AI 
models in marketing contexts. Some of the key techni-
ques include:

Chain-of-Thought (CoT) Prompting is a technique 
that guides AI models to generate intermediate reason-
ing steps before arriving at a final answer (Wei et al.,  
2024). By prompting the model to “think step by step,” 
CoT helps in breaking down complex problems into 
simpler components, improving accuracy in tasks such 
as arithmetic reasoning, logic puzzles, and open-domain 
question answering (Kojima et al., 2022). In marketing 
applications, CoT can enhance the model’s ability to 
analyze complex data sets, develop marketing strategies, 
and generate detailed customer insights. For example, 
when assessing market trends, CoT prompting can help 
the AI model systematically evaluate various factors 
influencing consumer behavior, leading to more 
nuanced analyses.

Self-Refinement Prompting allows AI models to 
iteratively improve their outputs based on self- 
generated feedback. The model first produces an initial 
response, then evaluates its own answer to identify 
errors or areas for improvement and refines the output 
accordingly. This process continues until the model 
reaches a satisfactory solution (Madaan et al., 2023). 
This technique is particularly useful in marketing sce-
narios where initial strategies or content drafts require 
refinement. For instance, in content marketing, an AI 
model can generate a draft article and then refine it to 
enhance clarity, engagement, and alignment with brand 
messaging. Self-Refinement promotes higher quality 
outputs and reduces the need for extensive human 
editing.

Cumulative Reasoning (CR) Prompting introduces 
a collaborative framework involving three key roles: 
proposer, verifier, and reporter. The proposer suggests 
potential solutions, the verifier evaluates these 

suggestions for accuracy and feasibility, and the reporter 
compiles the verified reasoning steps into a coherent 
final answer. This structured approach enhances the 
model’s problem-solving capabilities by ensuring each 
step is scrutinized and validated (Zhang et al., 2024). In 
marketing, CR prompting can be applied to strategic 
decision-making processes. For example, when develop-
ing a new marketing campaign, the AI model can pro-
pose ideas, evaluate their potential impact, and compile 
a strategy that has been thoroughly vetted. This method 
reduces the likelihood of errors and enhances the quality 
of marketing plans.

Role-Specific Prompting (RoleLLM) framework 
(Z. M. Wang et al., 2024) highlights the importance of 
role-specific prompting, where models can be guided to 
assume various roles within a marketing context, such 
as customer service representatives or strategic advisors. 
This technique is particularly valuable in personalized 
marketing, as it allows for tailored interactions that 
align closely with brand identity and customer 
expectations.

Decomposition Techniques further enhance the 
reasoning abilities of AI models by explicitly breaking 
down complex tasks into manageable sub-tasks (Khot 
et al., 2022). Methods such as Decomposed 
Prompting, Plan-and-Solve Prompting, and Tree-of- 
Thought Prompting enable models to handle intricate 
problems by addressing each component systemati-
cally. Decomposed Prompting involves dividing 
a complex task into simpler sub-tasks and assigning 
them to the model or specialized handlers (Khot et al.,  
2022). This modular approach improves both accu-
racy and efficiency in problem-solving by allowing 
each sub-task to be managed independently, thereby 
reducing the potential for errors and enhancing the 
overall quality of the output. Plan-and-Solve 
Prompting introduces a planning phase before the 
model attempts to solve a problem, which signifi-
cantly reduces errors in reasoning steps (Wang et al.,  
2023). By devising a comprehensive plan, the model 
can better organize its approach to complex tasks, 
ensuring that each step is logically sequenced and 
thoroughly considered. This structured methodology 
enhances the model’s ability to navigate and resolve 
multifaceted issues effectively. Tree-of-Thought 
Prompting enables the model to explore multiple rea-
soning paths in a structured, tree-like manner (Yao 
et al., 2023). This technique allows for backtracking 
and reassessment, mimicking human problem-solving 
methods. By evaluating various potential solutions 
simultaneously, the model can identify the most effec-
tive strategies and adapt its approach based on the 
outcomes of different reasoning paths. In the context 
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of marketing education, teaching these decomposition 
techniques can significantly aid students in under-
standing how to tackle complex marketing challenges. 
By systematically breaking down problems, exploring 
various solutions, and selecting the most effective 
strategies, students can develop a more analytical 
and structured approach to marketing. This not only 
enhances their problem-solving skills but also pre-
pares them to apply advanced AI-driven techniques 
in real-world marketing scenarios.

Prompt Engineering in Marketing Education
The rapid integration of artificial intelligence into 
marketing underscores the need for a workforce 
skilled in both foundational marketing principles 
and advanced AI technologies (Huang & Rust, 2022). 
Although tools like ChatGPT are increasingly central 
to marketing practices, a significant gap remains 
between the skills typically taught in marketing pro-
grams and the competencies now demanded by the 
industry (Ferrell & Ferrell, 2020; Peterson & Dover,  
2014). Integrating prompt engineering into marketing 
curricula offers a way to bridge this divide, equipping 
students to effectively leverage AI tools across key 
marketing functions such as content creation, custo-
mer engagement, and campaign management (Tafesse 
& Wood, 2024).

Advanced prompting techniques are particularly 
valuable for cultivating critical thinking and problem- 
solving abilities, skills that are essential for interpreting 
complex market data, crafting adaptive strategies, and 
responding to dynamic marketing conditions (Heston,  
2023). These competencies empower students not only 
to generate content using AI but also to refine and tailor 
outputs to align with strategic objectives in areas like 
digital marketing, search engine optimization (SEO), 
and customer relationship management (Tafesse & 
Wien, 2024). Prompt engineering, in particular, enables 
students to modify tone, adjust relevance, and enhance 
creativity, capabilities that are vital for producing per-
sonalized content and fostering meaningful customer 
interactions.

Furthermore, teaching prompt engineering creates 
a valuable opportunity to address ethical considerations 
related to AI use in marketing (Jobin et al., 2019). As 
LLMs can unintentionally reproduce biases embedded 
in their training data, marketers must be equipped to 
recognize and mitigate the ethical risks of automated 
decision-making. Embedding discussions of AI ethics 
and responsible design into the prompt engineering 
curriculum helps students develop a conscientious and 
transparent approach to using AI. Research highlights 

that AI literacy involves not only technical proficiency 
but also an understanding of how prompt design influ-
ences output and perpetuates bias, reinforcing the need 
for ethical awareness in AI-driven marketing (Tafesse & 
Wien, 2024).

Despite its clear benefits, integrating prompt engi-
neering into marketing education presents several chal-
lenges. Many faculty members currently lack expertise 
in AI technologies, pointing to the need for professional 
development and cross-disciplinary collaboration with 
fields such as computer science (Bruyn et al., 2020). In 
addition, curricular reform is necessary to strike 
a balance between traditional marketing instruction 
and emerging technological competencies, ensuring 
that students graduate with a comprehensive, future- 
ready skill set.

Educational Theories Relevant to Prompt 
Engineering Integration

To effectively integrate prompt engineering into mar-
keting education, it is essential to ground pedagogical 
approaches in established educational theories. These 
theories provide insights into how students learn best, 
guiding the development of curricula and instructional 
strategies.

Constructivism posits that learners actively construct 
knowledge through experiences rather than passively 
absorbing information (Piaget, 1954). Learning is seen 
as an active, contextualized process of constructing 
meaning based on individual experiences and interac-
tions with the environment.

In the context of prompt engineering, constructivism 
supports the idea that students learn most effectively by 
engaging directly with AI tools and technologies. By 
experimenting with crafting prompts and observing 
the outcomes, students construct an understanding of 
how prompts influence AI outputs. This hands-on 
engagement encourages deeper comprehension and 
retention of knowledge.

Kolb’s (1984) Experiential Learning Theory builds 
upon constructivism by outlining a cyclical process 
that involves four stages: concrete experience, reflective 
observation, abstract conceptualization, and active 
experimentation. Students first have a concrete experi-
ence, then reflect on that experience, develop abstract 
concepts based on their reflections, and finally, actively 
experiment with these new concepts. In prompt engi-
neering education, this cycle can be operationalized by 
having students engage in crafting prompts (concrete 
experience), reflect on the effectiveness of their prompts 
(reflective observation), derive principles of effective 
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prompt engineering (abstract conceptualization), and 
apply these principles in new contexts (active experi-
mentation). This cyclical process promotes continuous 
learning and improvement, which is essential in 
a rapidly evolving field like AI.

Social constructivism, advanced by Vygotsky (1978), 
emphasizes the fundamental role of social interaction in 
the development of cognition. Vygotsky introduced the 
concept of the Zone of Proximal Development (ZPD), 
which is the distance between what learners can do 
independently and what they can achieve through col-
laboration with more knowledgeable others. 
Incorporating social constructivism into prompt engi-
neering education involves collaborative learning activ-
ities where students work together on prompt crafting 
tasks, share insights, and provide feedback to one 
another. This social interaction facilitates deeper under-
standing as students benefit from diverse perspectives 
and collective problem-solving. Peer learning and group 
projects can enhance students’ abilities to tackle com-
plex prompt engineering challenges.

Connectivism, proposed by Siemens (2005), is 
a learning theory for the digital age, emphasizing the 
role of technology and networks in the learning process. 
It suggests that knowledge is distributed across 
a network of connections, and learning consists of the 
ability to construct and traverse those networks.

Prompt engineering requires students to interact 
with various AI platforms, digital resources, and online 
communities. Connectivism supports the integration of 
these technological tools into learning, highlighting the 
importance of networked learning environments. By 
engaging with AI technologies and connecting with 
peers and experts online, students develop the skills to 
navigate and leverage complex information networks, 
which is crucial in the context of AI and marketing.

Ethical Considerations in AI and Marketing 
Education

The integration of artificial intelligence into marketing 
practices raises significant ethical considerations that 
must be addressed within educational frameworks. 
Critical issues such as data privacy, algorithmic bias, 
transparency, and accountability are essential to ensure 
that AI is utilized responsibly and ethically in marketing 
contexts (Jobin et al., 2019).

Data Privacy
With AI systems processing vast amounts of personal 
data, safeguarding customer privacy becomes para-
mount. Educators must emphasize the importance of 
complying with data protection regulations, such as the 

General Data Protection Regulation (GDPR), and instill 
best practices for handling sensitive information. This 
includes teaching students about data encryption, 
secure data storage, and the ethical implications of 
data misuse. By prioritizing data privacy, future market-
ers can build trust with consumers and maintain the 
integrity of their marketing strategies.

Algorithmic Bias
AI models have the potential to inadvertently perpetu-
ate biases present in their training data, leading to dis-
criminatory outcomes (Mehrabi et al., 2021; Torkestani 
et al., 2024). It is essential to educate students about the 
existence and impact of algorithmic bias and provide 
them with methods to identify and mitigate such biases. 
This involves understanding the sources of bias, evalu-
ating model fairness, and implementing strategies to 
reduce bias in AI applications. By addressing algorith-
mic bias, educators can help students develop fair and 
inclusive marketing practices that avoid reinforcing 
societal inequalities.

Transparency and Accountability
The “black box” nature of many AI models poses sig-
nificant challenges for transparency and accountability 
(Maheswari, 2023). Educators should promote the 
development of explainable AI practices, ensuring that 
students understand how AI decisions are made and the 
importance of being able to explain these decisions to 
stakeholders. Encouraging students to consider the 
implications of AI-driven decisions on various stake-
holders fosters a sense of responsibility and ethical 
accountability. Additionally, integrating lessons on 
model interpretability and ethical decision-making fra-
meworks can empower students to create more trans-
parent and accountable AI systems in their marketing 
endeavors.

By integrating ethical considerations into prompt 
engineering education, students are better prepared to 
navigate the complex moral landscape of AI in market-
ing, fostering trust and integrity in their professional 
practices.

Gaps in Current Marketing Education

Despite the transformative influence of artificial intelli-
gence on the marketing landscape, a significant gap 
persists in how marketing education addresses AI lit-
eracy and related skill development (Huang & Rust,  
2022; Kaplan & Haenlein, 2019). Many academic pro-
grams remain rooted in traditional marketing princi-
ples, often overlooking the technological proficiencies 
required in today’s AI-driven industry. As a result, 
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graduates may enter the workforce lacking the compe-
tencies needed to harness AI tools effectively, which 
could hinder innovation, reduce competitiveness, and 
widen the disconnect between academic preparation 
and industry demands. Compounding this issue is the 
limited attention given to ethical considerations sur-
rounding AI in current curricula. Without a solid 
grounding in the ethical implications of AI, such as 
data privacy, algorithmic bias, and transparency, stu-
dents are inadequately prepared to navigate the moral 
complexities they are likely to face in professional set-
tings (Jobin et al., 2019). There is a clear need for 
comprehensive, forward-looking curricula that inte-
grate technical AI skills with ethical awareness, all 
within an educational framework designed to enhance 
student learning outcomes. The literature affirms the 
growing importance of AI and prompt engineering in 
modern marketing. Advanced prompting techniques 
improve the performance of LLMs by enabling the gen-
eration of more accurate, relevant, and creative content. 
These capabilities have clear applications across market-
ing domains, from content strategy to customer engage-
ment. Educational theories such as constructivism, 
experiential learning, social constructivism, and con-
nectivism offer valuable guidance for integrating 
prompt engineering into marketing education. These 
theories advocate for pedagogical approaches that 
emphasize active participation, collaboration, and tech-
nology-rich learning environments, conditions well- 
suited to developing AI-related competencies. 
Crucially, incorporating ethical considerations into 
instruction ensures that students are not only techni-
cally capable but also socially responsible in their use of 
AI. By embedding discussions on data governance, fair-
ness, and accountability within AI-focused modules, 
educators can prepare students to lead with integrity 
in a field where technological and ethical challenges 
frequently intersect. The identified gaps in marketing 
education underscore the urgency of developing 
a conceptual framework to guide the integration of 
prompt engineering into academic programs. Such 
a framework should be rooted in educational theory, 
attuned to ethical concerns, and responsive to evolving 
industry needs. Ultimately, equipping students with 
these capabilities is essential for preparing a future- 
ready workforce capable of thriving in the AI- 
enhanced marketing ecosystem.

Methodology

This study adopts a qualitative research methodology 
grounded in an integrative literature review to examine 

the significance of teaching prompt engineering to mar-
keting students and to identify the essential techniques 
and competencies they should acquire. The integrative 
literature review is particularly well-suited for synthe-
sizing knowledge on emerging topics, as it facilitates the 
incorporation of diverse perspectives and supports the 
development of new conceptual frameworks (Torraco,  
2005). By including studies employing a range of meth-
odological approaches, this strategy enables 
a comprehensive and nuanced understanding of prompt 
engineering’s role in marketing education.

Integrative Literature Review

Data Collection and Selection
The integrative literature review followed a systematic 
and rigorous process of identifying, selecting, and ana-
lyzing relevant literature to ensure a comprehensive 
examination of the research questions. Data collection 
commenced with an extensive search across major aca-
demic databases, including Google Scholar, arXiv, 
JSTOR, EBSCOhost, IEEE Xplore, and ScienceDirect. 
The search covered publications from 2014 to 2024, 
capturing a decade of scholarship to encompass both 
foundational studies and recent advancements in the 
field.

Search terms included combinations of keywords 
such as “prompt engineering,” “marketing education,” 
“AI in marketing,” “advanced prompting techniques,” 
“curriculum development,” “teaching strategies,” “Large 
Language Models,” and “AI literacy.” This broad and 
inclusive search strategy aligned with the principles of 
integrative reviews, which emphasize diversity in source 
types and perspectives (Whittemore & Knafl, 2005).

To ensure the relevance and quality of the literature, 
titles and abstracts were screened based on predefined 
inclusion and exclusion criteria. Inclusion criteria 
focused on peer-reviewed publications that explored 
AI applications in marketing, prompt engineering tech-
niques, or educational strategies. Studies had to be pub-
lished in English and offer empirical findings or 
theoretical insights pertinent to the research objectives. 
Exclusion criteria eliminated non-academic sources, 
non-English publications, and articles unrelated to mar-
keting or education disciplines.

An initial pool of 512 articles was identified. After 
removing duplicates, 380 articles remained for abstract 
and title screening. Based on this review, 68 articles were 
deemed potentially significant and selected for full-text 
analysis. These articles were evaluated for methodologi-
cal rigor, clarity of findings, and relevance to the inte-
gration of prompt engineering into marketing 
education. This process resulted in a final selection of 
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36 key articles (see Table 1), each contributing mean-
ingfully to the research objectives.

To further refine the analysis and highlight high- 
impact contributions, current Google Scholar citation 
counts (as of March 2025) were retrieved for each of the 
36 selected articles. Citation counts ranged from 7 to 
over 12,000, with an aggregate total exceeding 62,100 
citations. Highly cited works often focused on advanced 
prompting methods, such as chain-of-thought reason-
ing (Wei et al., 2024) and sentiment analysis (B. Liu,  
2012), reflecting their foundational influence on AI and 
LLM research. For instance, Wei et al. (2024) recorded 
12,407 citations, while B. Liu (2012) had over 11,000. In 
contrast, emerging or domain-specific studies in mar-
keting education, such as Acar (2024) and Tafesse and 
Wien (2024), typically had fewer than 100 citations, 
underscoring their novelty and niche focus. This cita-
tion analysis highlighted both established knowledge 
and areas where further exploration is needed, particu-
larly regarding the integration of advanced prompting 
techniques and ethical considerations into marketing 
curricula.

Unlike systematic literature reviews, which often 
apply strict inclusion protocols and may exclude studies 
based on methodological variance, the integrative 
review approach embraces a wide range of research 
designs and epistemological orientations. This metho-
dological inclusivity enhances the depth and breadth of 
analysis by allowing for a more holistic synthesis of 
insights (Torraco, 2005). It was particularly well-suited 
to this study’s goals of identifying interdisciplinary con-
nections and informing the development of 
a conceptual framework. The thematic coding process, 
supported by this diverse literature base, ultimately pro-
duced five core themes central to understanding the role 
of prompt engineering in marketing education.

Data Analysis and Synthesis

The selected articles were analyzed using thematic ana-
lysis, following the six-phase framework developed by 
Braun and Clarke (2006). This method enabled the 
identification of meaningful patterns and recurring 
themes across the literature, providing a rich and 
nuanced synthesis of the data. Additionally, citation 
analysis was used as a secondary lens, allowing us to 
prioritize discussion of highly cited and influential 
works within the field.

Phase one involved familiarization with the data 
through multiple readings of each article. During this 
stage, initial impressions and observations were 
recorded, supporting the development of a deep, 

contextual understanding of each study’s contributions 
and relevance.

In phase two, initial codes were generated by system-
atically identifying and highlighting salient features of 
the data that addressed the core research questions. 
Codes included categories such as “enhancing AI out-
puts,” “prompt engineering techniques,” “educational 
challenges,” “AI literacy in marketing,” and “curriculum 
integration strategies.” These codes captured essential 
ideas, concepts, and trends that appeared consistently 
across the reviewed literature.

During phase three, related codes were grouped into 
broader candidate themes, and all relevant data excerpts 
were collated under each. Initial thematic maps were 
created to visualize how codes clustered into coherent 
themes, revealing key patterns in how prompt engineer-
ing was discussed in the context of marketing education.

In phase four, the themes were reviewed, refined, and 
revised to ensure internal consistency and distinctive-
ness. This involved assessing whether the themes accu-
rately reflected the underlying data and whether they 
were meaningfully differentiated from one another. In 
some cases, themes were merged, restructured, or split 
to improve clarity and alignment with the research 
objectives.

Phase five focused on defining and naming the final 
themes. Each theme was clearly articulated with 
a defined scope, supported by illustrative data excerpts 
and theoretical grounding. The finalized thematic map 
(see Figure 1) identified five overarching themes that 
represent the central findings of the analysis:

(1) The Critical Role of Prompt Engineering in 
Modern Marketing: This theme encapsulates 
how prompt engineering enhances AI capabil-
ities, addresses limitations of AI models, and 
empowers marketers with essential AI literacy 
skills.

(2) Key Prompt Engineering Techniques for 
Marketing Students: This theme identifies and 
analyses techniques such as Chain-of-Thought 
prompting, Self-Refinement prompting, 
Cumulative Reasoning prompting, and decom-
position techniques relevant to marketing 
education.

(3) Challenges in Integrating Prompt Engineering 
into Marketing Education: This theme explores 
obstacles such as lack of faculty expertise, curri-
culum overload, rapid technological changes, 
and resource constraints.

(4) Strategies for Effective Integration: This theme 
offers practical solutions, including interdisci-
plinary collaboration, professional development 

10 M. S. TORKESTANI ET AL.



for faculty, curriculum design adjustments, and 
industry partnerships.

(5) Implications for Marketing Education: This 
theme discusses the broader impact of inte-
grating prompt engineering, such as prepar-
ing students for the future workforce, 
enhancing competitive advantage, promoting 
ethical AI use, and advancing marketing 
practice.

In phase six, the analysis was structured around the 
finalized themes, integrating evidence from the litera-
ture to substantiate and elaborate on each. This stage 
involved synthesizing insights across studies into 
a cohesive and analytically rich narrative aligned with 
the study’s research objectives. The thematic structure 
provided a clear framework for presenting the findings, 
enabling a comprehensive exploration of prompt engi-
neering’s role in marketing education (see Table 2).

Ensuring Rigor and Validity

To enhance the credibility and reliability of the findings, 
multiple validation strategies were employed through-
out the research process. Triangulation was used by 
cross-verifying insights across a range of sources and 
studies, ensuring that conclusions were consistently 
supported by evidence from diverse authors and con-
texts (Denzin, 2009). For example, the significance of 
Chain-of-Thought prompting was corroborated by stu-
dies from both Wei et al. (2024) and Kojima et al. 
(2022), reinforcing the robustness of this finding.

Peer debriefing was also conducted, involving discus-
sions of preliminary results and interpretations with 
academic colleagues specializing in marketing educa-
tion. This process offered critical feedback, contributed 
to the refinement of the thematic analysis, and helped 
mitigate potential researcher bias. Additionally, reflex-
ivity was maintained throughout the study, with 
ongoing reflection on the researcher’s own assumptions, 
perspectives, and potential influences on the analysis 
(Malterud, 2001). By actively acknowledging and 
addressing personal biases, the researcher aimed to 
enhance the transparency, rigor, and trustworthiness 
of the study’s conclusions.

Analysis and Results

The comprehensive literature review and thematic ana-
lysis conducted in this study have generated valuable 
insights into the significance of teaching prompt 

engineering to marketing students, as well as the key 
techniques and competencies they need to develop. 
Guided by the methodology outlined earlier, the analy-
sis followed a systematic process of literature selection, 
thematic coding, and synthesis. The findings are orga-
nized around five critical themes that emerged from the 
data: the critical role of prompt engineering in modern 
marketing, key prompt engineering techniques relevant 
to marketing education, challenges in integrating these 
techniques into the curriculum, strategies for effective 
implementation, and Implications for Marketing 
Education. Each theme is explored in detail in the fol-
lowing sections, with supporting evidence drawn from 
the literature and aligned with the study’s research 
objectives.

Theme 1: The Critical Role of Prompt Engineering in 
Modern Marketing

The analysis of the selected literature highlights the 
pivotal role of prompt engineering in enhancing the 
effectiveness of AI models across marketing applications 
(Reynolds & McDonell, 2021; Vlačić et al., 2021; Zaman,  
2022). Well-designed prompts enable AI systems to 
generate outputs that are more accurate, contextually 
relevant, and creatively aligned with marketing objec-
tives, attributes critical for tasks such as content crea-
tion, customer engagement, and data analysis (Liu et al.,  
2023; Ma & Sun, 2020). Research consistently demon-
strates that high-quality prompts significantly improve 
the performance of AI tools, strengthening marketing 
strategies that depend on personalized communication 
and sentiment analysis (Kaplan & Haenlein, 2019; 
Tafesse & Wood, 2024). For instance, precisely engi-
neered prompts enhance the responsiveness and rele-
vance of AI-powered customer service chatbots, leading 
to more helpful and satisfying user experiences (Adam 
et al., 2020).

Beyond improving output quality, prompt engineer-
ing also addresses common limitations of AI models, 
including hallucinations and reasoning errors (Madaan 
et al., 2023; Waaler et al., 2024; Wei et al., 2024). 
Techniques such as Chain-of-Thought prompting and 
Self-Refinement prompting guide models through step- 
by-step reasoning and iterative self-correction, enhan-
cing the reliability of AI-generated responses in com-
plex marketing tasks (Fu et al., 2022; Kojima et al.,  
2022). These advanced methods contribute to more 
dependable AI performance and are increasingly 

MARKETING EDUCATION REVIEW 11



Fi
gu

re
 1

. T
he

m
at

ic
 M

ap
 o

f I
de

nt
ifi

ed
 T

he
m

es
 a

nd
 S

ub
-T

he
m

es

12 M. S. TORKESTANI ET AL.



Ta
bl

e 
2.

 T
he

m
at

ic
 A

An
al

ys
is

 o
f P

re
vi

ou
s 

W
or

ks
M

ai
n 

Th
em

e
Su

b-
Th

em
es

Su
pp

or
tin

g 
Re

fe
re

nc
es

1.
 T

he
 C

rit
ic

al
 R

ol
e 

of
 P

ro
m

pt
 E

ng
in

ee
rin

g 
in

 
M

od
er

n 
M

ar
ke

tin
g

●
En

ha
nc

in
g 

AI
 C

ap
ab

ili
tie

s
●

Ad
dr

es
si

ng
 A

I L
im

ita
tio

ns
 

an
d 

Er
ro

rs
●

Em
po

w
er

in
g 

M
ar

ke
te

rs
 

w
ith

 A
I L

ite
ra

cy

Re
yn

ol
ds

 a
nd

 M
cD

on
el

l (
20

21
); 

W
hi

te
 e

t 
al

. (
20

23
); 

P.
 L

iu
 e

t 
al

. (
20

23
); 

W
ei

 e
t 

al
. (

20
24

); 
M

ad
aa

n 
et

 a
l. 

(2
02

3)
; H

ua
ng

 a
nd

 R
us

t 
(2

02
1)

; 
D

av
en

po
rt

 e
t 

al
. (

20
20

); 
Ta

fe
ss

e 
an

d 
W

oo
d 

(2
02

4)
; K

ap
la

n 
an

d 
H

ae
nl

ei
n 

(2
01

9)
; Z

am
an

 (2
02

2)
; F

ra
iw

an
 a

nd
 K

ha
sa

w
ne

h 
(2

02
3)

2.
 K

ey
 P

ro
m

pt
 E

ng
in

ee
rin

g 
Te

ch
ni

qu
es

 fo
r 

M
ar

ke
tin

g 
St

ud
en

ts
●

Ch
ai

n-
of

-T
ho

ug
ht

 
Pr

om
pt

in
g

●
Se

lf-
Re

fin
em

en
t 

Pr
om

pt
in

g
●

Cu
m

ul
at

iv
e 

Re
as

on
in

g 
Pr

om
pt

in
g

●
D

ec
om

po
si

tio
n 

Te
ch

ni
qu

es
●

Pl
an

-a
nd

-S
ol

ve
 

Pr
om

pt
in

g
●

Ro
le

-P
la

yi
ng

 P
ro

m
pt

in
g

W
ei

 e
t a

l. 
(2

02
4)

; M
ad

aa
n 

et
 a

l. 
(2

02
3)

; Z
ha

ng
 e

t a
l. 

(2
02

4)
; K

ho
t e

t a
l. 

(2
02

2)
; Z

. M
. W

an
g 

et
 a

l. 
(2

02
4)

; Y
ao

 e
t a

l. 
(2

02
3)

; Z
ha

ng
 e

t a
l. 

(2
02

4)
; 

S.
 L

ee
 a

nd
 K

im
 (2

02
3)

; N
in

g 
et

 a
l. 

(2
02

4)
; T

af
es

se
 a

nd
 W

ie
n 

(2
02

4)
; T

af
es

se
 a

nd
 W

oo
d 

(2
02

4)
 (L

. W
an

g 
et

 a
l.,

 2
02

3)
;

3.
 C

ha
lle

ng
es

 in
 In

te
gr

at
in

g 
Pr

om
pt

 
En

gi
ne

er
in

g 
in

to
 M

ar
ke

tin
g 

Ed
uc

at
io

n
●

La
ck

 o
f F

ac
ul

ty
 E

xp
er

tis
e

●
Cu

rr
ic

ul
um

 O
ve

rlo
ad

●
Ra

pi
d 

Te
ch

no
lo

gi
ca

l 
Ch

an
ge

s
●

Re
so

ur
ce

 C
on

st
ra

in
ts

●
Et

hi
ca

l 
an

d 
Re

sp
on

si
bl

e 
AI

 U
se

●
N

ee
d 

fo
r 

Pr
ac

tic
al

 
Ex

pe
rie

nc
e

Fe
rr

el
l a

nd
 F

er
re

ll 
(2

02
0)

; P
et

er
so

n 
an

d 
D

ov
er

 (2
01

4)
; D

w
iv

ed
i e

t 
al

. (
20

21
); 

H
ua

ng
 a

nd
 R

us
t 

(2
02

1)
; E

lh
aj

ja
r 

et
 a

l. 
(2

02
0)

; B
ar

cl
ay

 (1
99

5)
; 

Br
uy

n 
et

 a
l. 

(2
02

0)
; J

ob
in

 e
t a

l. 
(2

01
9)

; P
. L

iu
 e

t a
l. 

(2
02

3)
; A

ca
r (

20
24

); 
Ka

pl
an

 a
nd

 H
ae

nl
ei

n 
(2

01
9)

; D
av

en
po

rt
 e

t a
l. 

(2
02

0)
; T

af
es

se
 a

nd
 

W
ie

n 
(2

02
4)

4.
 S

tr
at

eg
ie

s 
fo

r 
Eff

ec
tiv

e 
In

te
gr

at
io

n
●

Pr
of

es
si

on
al

 
D

ev
el

op
m

en
t 

fo
r 

Fa
cu

lty
●

In
te

rd
is

ci
pl

in
ar

y 
Co

lla
bo

ra
tio

n
●

Cu
rr

ic
ul

um
 

D
es

ig
n 

an
d 

In
te

gr
at

io
n

●
In

du
st

ry
 P

ar
tn

er
sh

ip
s

●
Ex

pe
rie

nt
ia

l 
Le

ar
ni

ng
 

O
pp

or
tu

ni
tie

s
●

Co
nt

in
uo

us
 

Cu
rr

ic
ul

um
 

Ev
al

ua
tio

n

Fe
rr

el
l a

nd
 F

er
re

ll 
(2

02
0)

; H
ua

ng
 a

nd
 R

us
t 

(2
02

1)
; Z

ha
ng

 e
t 

al
. (

20
24

); 
Pe

te
rs

on
 a

nd
 D

ov
er

 (2
01

4)
; R

ey
no

ld
s 

an
d 

M
cD

on
el

l (
20

21
); 

D
av

en
po

rt
 e

t 
al

. (
20

20
); 

Zh
an

g 
et

 a
l. 

(2
02

4)
; T

af
es

se
 a

nd
 W

ie
n 

(2
02

4)
; P

et
er

so
n 

an
d 

D
ov

er
 (2

01
4)

; J
ob

in
 e

t 
al

. (
20

19
); 

Ac
ar

 (2
02

4)
; 

Ka
pl

an
 a

nd
 H

ae
nl

ei
n 

(2
01

9)
; D

w
iv

ed
i e

t 
al

. (
20

21
)

5.
 Im

pl
ic

at
io

ns
 fo

r 
M

ar
ke

tin
g 

Ed
uc

at
io

n
●

Pr
ep

ar
in

g 
St

ud
en

ts
 

fo
r 

th
e 

Fu
tu

re
 W

or
kf

or
ce

●
En

ha
nc

in
g 

Co
m

pe
tit

iv
e 

Ad
va

nt
ag

e
●

Pr
om

ot
in

g 
Et

hi
ca

l A
I U

se
●

A
dv

an
ci

ng
 

M
ar

ke
tin

g 
Pr

ac
tic

e

Ba
rc

la
y 

(1
99

5)
; D

oe
 (2

02
3)

; H
ua

ng
 a

nd
 R

us
t 

(2
02

1)
; J

ob
in

 e
t 

al
. (

20
19

); 
M

us
ta

k 
et

 a
l. 

(2
02

1)
; Z

ha
ng

 e
t 

al
. (

20
24

); 
Ka

pl
an

 a
nd

 H
ae

nl
ei

n 
(2

01
9)

; T
af

es
se

 a
nd

 W
ie

n 
(2

02
4)

; V
la

či
ć 

et
 a

l. 
(2

02
1)

MARKETING EDUCATION REVIEW 13



recognized as essential for marketing professionals 
working with generative tools (Tafesse & Wien, 2024).

The growing adoption of AI in marketing has also 
intensified the need for AI literacy among marketers, 
including a solid understanding of prompt engineering 
principles. As such, educational frameworks are begin-
ning to emphasize the development of these skills, aim-
ing to equip future professionals with the ability to 
responsibly and effectively leverage AI’s capabilities 
(Fraiwan & Khasawneh, 2023; Huang & Rust, 2022).

Theme 2: Key Prompt Engineering Techniques for 
Marketing Students

The thematic analysis identified several advanced 
prompting techniques that are particularly relevant to 
marketing education. Each technique enhances the rea-
soning abilities of AI models and improves the quality of 
outputs in marketing applications, while simultaneously 
fostering critical skills in students (see Table 3). Chain- 
of-Thought prompting supports complex problem- 
solving by guiding AI models through a series of inter-
mediate reasoning steps before arriving at a final output 
(Wei et al., 2024). This technique is especially valuable 
for marketing students as it mirrors strategic tasks that 
require multi-step analysis, such as market segmenta-
tion, customer journey mapping, and campaign plan-
ning. Engaging with CoT prompting encourages 
students to break down complex marketing problems 
systematically, promoting deeper analytical thinking 
and enabling more robust, logically constructed AI- 
generated solutions (Kaplan & Haenlein, 2019). Self- 
Refinement prompting enables AI models to iteratively 

assess and improve their responses based on self- 
generated feedback (Madaan et al., 2023). This techni-
que is highly applicable to content creation tasks, where 
initial drafts must be refined to ensure alignment with 
brand voice and audience engagement goals. Teaching 
Self-Refinement prompting encourages reflective think-
ing, enabling students to critically evaluate AI outputs, 
identify areas for improvement, and guide iterative 
refinements, skills essential for maintaining quality 
and consistency in marketing communications 
(Tafesse & Wood, 2024). Cumulative Reasoning 
prompting introduces a structured, collaborative rea-
soning process in which the AI assumes roles such as 
proposer, verifier, and reporter (Zhang et al., 2024). This 
framework aligns well with real-world marketing team 
dynamics, where collaboration, peer review, and valida-
tion are crucial. CR prompting equips students with 
tools to improve accuracy, reduce errors, and support 
decision-making in strategy development, while also 
reinforcing teamwork and accountability (Wong & 
Liem, 2022). Decomposition techniques, including 
Decomposed Prompting and Plan-and-Solve prompt-
ing, allow AI models to manage complex tasks by break-
ing them into smaller, more manageable sub-tasks 
(Khot et al., 2022; Fu et al., 2022; Yao et al., 2023). 
These techniques are particularly suited for multifaceted 
marketing initiatives, such as multi-channel campaigns 
or product launches. Teaching decomposition techni-
ques encourages students to adopt a structured, mod-
ular approach to problem-solving, tackling each 
component individually before integrating them into 
a comprehensive marketing solution (Tafesse & Wien,  
2024). Plan-and-Solve prompting enhances structured 

Table 3. Overview of Advanced Prompting Techniques
Technique Description Marketing Applications Key References

Chain-of- 
Thought 
Prompting

Guides LLMs to generate intermediate reasoning steps, 
enhancing problem-solving by breaking down tasks into 
logical sequences.

Market analysis, strategic planning, and 
data interpretation tasks.

Wei et al. (2024); Kojima et al. 
(2022); Tafesse and Wood 
(2024)

Self- 
Refinement 
Prompting

Enables LLMs to iteratively improve their responses based on 
self-generated feedback, enhancing accuracy and quality.

Content creation, copywriting, and 
campaign messaging refinement.

Madaan et al. (2023); Zhang et al. 
(2024); Tafesse and Wien 
(2024)

Cumulative 
Reasoning 
Prompting

Involves roles like proposer, verifier, and reporter within 
LLMs to collaboratively solve problems and reduce errors.

Collaborative strategy development, 
decision-making processes.

Zhang et al. (2024); L. Wang et al. 
(2023); Tafesse and Wood 
(2024)

Decomposition 
Techniques

Breaks down complex questions into simpler sub-tasks that 
can be addressed individually, improving manageability 
and accuracy.

Multi-component campaign planning, 
customer journey mapping.

Fu et al. (2022); Khot et al. (2022); 
Z. M. Wang et al. (2024); Yao 
et al. (2023)

Plan-and-Solve 
Prompting

Introduces a planning phase prior to task execution, helping 
LLMs organize their approach to complex tasks and 
reducing reasoning errors.

Long-term marketing strategy, complex 
campaign planning, decision-making 
frameworks.

L. Wang et al. (2023); Tafesse and 
Wien (2024)

Role-Playing 
Prompting

Enhances LLMs’ role-specific response generation, 
facilitating customer-centric marketing by adopting 
distinct personas.

Customer  
segmentation, targeted content 
creation, personalized customer 
interactions.

Z. M. Wang et al. (2024); S. Lee 
and Kim (2023)

14 M. S. TORKESTANI ET AL.



thinking by introducing a planning phase before 
attempting task execution (L. Wang et al., 2023). This 
approach is ideal for marketing students working on 
complex, long-term strategies or campaign planning, 
where foresight and sequencing are essential. By adopt-
ing this technique, students learn to articulate clear 
objectives and develop methodical plans of action, skills 
that directly translate to effective campaign manage-
ment and strategic alignment. Role-Playing prompting 
enables AI models to assume distinct personas, such as 
a customer, marketer, or brand representative, and pro-
duce role-specific outputs (S. Lee & Kim, 2023; L. Wang 
et al., 2023). This technique is particularly useful in 
customer-centric marketing scenarios, including perso-
nalized messaging, targeted engagement, and persona- 
based strategy development. For students, practicing 
Role-Playing prompting cultivates empathy, customer 
insight, and the ability to craft authentic, contextually 
appropriate marketing communications.

Theme 3: Challenges in Integrating Prompt 
Engineering into Marketing Curriculum

The integration of prompt engineering into marketing 
education presents a range of complex and multifaceted 
challenges (see Table 4). One of the most significant 
barriers is the limited faculty expertise in AI and prompt 
engineering across many marketing departments 
(Heston, 2023). Many marketing educators lack formal 
training in advanced AI technologies, making it difficult 
to confidently teach the technical and conceptual nuan-
ces of prompt engineering. Addressing this gap necessi-
tates targeted faculty development initiatives and 
interdisciplinary collaboration, particularly with com-
puter science or data science departments. However, 

these efforts require institutional investment, strategic 
planning, and long-term commitment.

Another major challenge is the already saturated 
nature of marketing curricula, which are densely packed 
with essential foundational topics. Introducing prompt 
engineering risks overburdening both the curriculum 
and students’ cognitive load. Effectively incorporating 
these new technological competencies requires careful 
curriculum redesign, one that maintains focus on core 
marketing principles while integrating AI-related con-
tent in a streamlined and pedagogically coherent man-
ner (Peterson & Dover, 2014; Saban et al., 2001).

Resource limitations further complicate implementa-
tion. A robust prompt engineering curriculum often 
depends on access to specialized tools, platforms, and 
software, resources that may be financially or logistically 
out of reach for many institutions (Davenport et al.,  
2020; Huang & Rust, 2021). Institutions must consider 
issues of equity and access, ensuring that all students 
and faculty can meaningfully engage with the technol-
ogy regardless of budget constraints.

The rapid pace of AI development also poses 
a critical challenge. As AI tools and capabilities evolve 
rapidly, curriculum content must be continuously 
updated to reflect current industry practices and inno-
vations. This dynamic landscape places additional pres-
sure on faculty to remain up to date with technological 
advancements and demands frequent curriculum 
review cycles, adding to institutional workload and 
resource demands (Dwivedi et al., 2021; Zhang et al.,  
2024).

Equally important are the ethical implications of 
integrating AI into marketing education. As AI 
increasingly shapes consumer interactions and mar-
keting decisions, students must be equipped to navi-
gate concerns such as data privacy, algorithmic bias, 

Table 4. Challenges and Proposed Solutions for Curriculum Integration
Challenges Proposed Solutions Supporting References

Lack of Faculty 
Expertise

- Provide professional development and AI training for faculty 
- Encourage interdisciplinary collaboration with computer 
science departments

Doe (2023); Bruyn et al. (2020); Huang and Rust (2021); Ferrell and 
Ferrell (2020);

Curriculum Overload - Integrate AI topics into existing courses rather than adding 
new ones 
- Prioritize essential skills and streamline content

Peterson and Dover (2014); Reynolds and McDonell (2021); Tafesse 
and Wien (2024)

Rapid  
Technological 
Changes

- Establish continuous curriculum review processes 
- Engage faculty in ongoing research and professional 
networks to stay updated

Dwivedi et al. (2021); Zhang et al. (2024); Kaplan and Haenlein 
(2019); Tafesse and Wood (2024)

Resource Constraints - Utilize open-source AI tools and platforms 
- Seek industry partnerships for resources, tools, and 
practical experiences for students

Barclay (1995); Huang and Rust (2021); Davenport et al. (2020); 
Zhang et al. (2024)

Ethical and 
Responsible AI Use

- Incorporate ethics training into AI-related courses 
- Emphasize transparency, fairness, and accountability in AI 
practices

Jobin et al. (2019); P. Liu et al. (2023); Acar (2024); Kaplan and 
Haenlein (2019)

Need for Practical 
Experience

- Establish industry partnerships for internships and real-world 
projects 
- Implement case-based learning to simulate real marketing 
challenges

Davenport et al. (2020); Elhajjar et al. (2020); Tafesse and Wien 
(2024)
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and the ethical accountability of automated systems 
(Acar, 2024; Jobin et al., 2019). Embedding ethical 
considerations into prompt engineering education 
ensures students develop a responsible, critical 
understanding of AI. This ethical grounding pro-
motes transparency, fairness, and accountability in 
future marketing practices, aligning student compe-
tencies with both industry expectations and societal 
norms (Kaplan & Haenlein, 2019).

Finally, the need for experiential learning oppor-
tunities presents an additional challenge. While the-
oretical instruction in prompt engineering is 
foundational, practical, hands-on experience is 
essential for skill development. Providing such 
experiences often requires strategic partnerships 
with industry to facilitate internships, live case stu-
dies, and project-based learning. These collabora-
tions allow students to apply prompt engineering 
techniques in authentic, dynamic marketing contexts 
(Davenport et al., 2020; Elhajjar et al., 2020). 
However, establishing and maintaining such partner-
ships, and ensuring consistent, high-quality experi-
ences for students, demands sustained institutional 
coordination and effort.

In addressing these challenges, educational institu-
tions must design prompt engineering instruction 
that is technologically current, ethically responsible, 
and pedagogically grounded. A balanced, well- 
supported integration strategy will ensure students 
are equipped not only with cutting-edge AI skills 
but also with the critical and ethical frameworks 

necessary for success in the evolving marketing 
landscape.

Theme 4: Strategies for Effective Integration

The literature offers several strategic approaches for 
effectively integrating prompt engineering into market-
ing curricula (see Table 5), addressing challenges related 
to faculty expertise, curriculum constraints, and limited 
institutional resources (Elhajjar et al., 2020; Heston,  
2023; Huang & Rust, 2021; Mustak et al., 2021; 
Puntoni et al., 2021; Salchenberger, 1989).

One of the most widely endorsed strategies is inter-
disciplinary collaboration. By fostering partnerships 
between marketing departments and disciplines such as 
computer science or AI, institutions can enrich market-
ing curricula with technical expertise and broaden stu-
dents’ exposure to AI concepts. Joint courses, co-teaching 
models, and interdisciplinary workshops provide oppor-
tunities for students to engage with diverse perspectives 
and benefit from integrated, cross-functional learning 
environments (Bruyn et al., 2020; Davenport et al., 2020).

Equally essential is faculty development. Institutions 
are encouraged to invest in training programs, seminars, 
and self-paced resources that equip marketing educators 
with foundational AI knowledge and prompt engineer-
ing techniques. Supporting faculty engagement in 
research on AI applications in marketing can also culti-
vate a culture of innovation and ensure teaching 
remains current with industry advancements (Ferrell 
& Ferrell, 2020; Heston, 2023).

Table 5. Strategies for Effective Integration of Prompt Engineering into Marketing Curriculum
Strategy Description Implementation Approaches Key References

Professional 
Development 
for Faculty

Provide faculty with necessary training in AI and 
prompt engineering to ensure effective 
teaching.

Workshops and training programs, ongoing research 
opportunities, attendance at AI-focused conferences.

Huang and Rust (2021); 
Heston (2023); Bruyn 
et al. (2020)

Interdisciplinary 
Collaboration

Foster collaboration between marketing and 
computer science or AI departments to 
enhance curriculum content.

Co-teaching models, joint courses, collaborative projects 
between departments.

Davenport et al. (2020); 
Saban et al. (2001); 
Huang and Rust (2022)

Curriculum 
Design and 
Integration

Seamlessly integrate AI and prompt engineering 
concepts into existing courses to avoid 
curriculum overload.

Incorporate prompt engineering topics into digital 
marketing and analytics courses, use project-based 
learning for contextual application.

Peterson and Dover 
(2014); Reynolds and 
McDonell (2021)

Industry 
Partnerships

Collaborate with industry to provide students 
with real-world AI and prompt engineering 
experiences.

Internships, guest lectures, industry-sponsored projects, 
and mentorship from practitioners using AI in 
marketing.

Elhajjar et al. (2020); 
Davenport et al. (2020)

Experiential 
Learning 
Opportunities

Use project-based learning and case studies to 
provide practical prompt engineering 
experience.

Engage students in AI-driven marketing simulations, 
analyze real-world case studies, and create 
assignments focused on prompt engineering tasks 
relevant to the industry.

Huang and Rust (2021); 
Mustak et al. (2021); 
Heston (2023)

Ethical AI Use and 
Responsible 
Practices

Emphasize  
ethical considerations in prompt engineering 
and AI applications to promote responsible 
practices.

Integrate modules on AI ethics, discuss bias and fairness, 
ensure transparency in AI-driven decisions, and 
encourage students to approach AI with 
accountability.

Jobin et al. (2019); Acar 
(2024); Kaplan and 
Haenlein (2019)

Continuous 
Curriculum 
Evaluation

Regularly review and update course content to 
keep up with the rapid evolution of AI 
technologies.

Establish periodic curriculum reviews, incorporate 
feedback from faculty, students, and industry experts 
to align content with current AI advancements.

Dwivedi et al. (2021); 
Zhang et al. (2024)
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Curriculum design and integration play a critical role 
in embedding AI and prompt engineering without over-
loading existing programs. Rather than developing 
entirely new courses, institutions can incorporate 
prompt engineering modules or exercises into existing 
classes, such as digital marketing, marketing analytics, 
or strategy. This approach provides contextual relevance 
and supports progressive skill development, aligning 
with curricular efficiency and pedagogical coherence 
(Huang & Rust, 2021; Peterson & Dover, 2014).

Providing students with experiential learning oppor-
tunities is another key strategy. Internships, project- 
based learning, and partnerships with AI-driven mar-
keting firms allow students to apply their skills in real- 
world settings. These engagements not only strengthen 
practical competencies but also bridge the gap between 
academic learning and industry expectations. 
Collaborations with businesses further increase student 
motivation and provide insight into how prompt engi-
neering is applied within professional marketing envir-
onments (Tafesse & Wien, 2024).

In addition, integrating a strong ethical focus into AI 
education is essential. Marketing students must be 
trained to consider the implications of AI-driven deci-
sion-making, including issues related to bias, data priv-
acy, and algorithmic accountability. Embedding 
discussions around transparency, fairness, and respon-
sible AI use into coursework fosters critical awareness 
and prepares students to navigate the ethical complex-
ities of AI-integrated marketing practices (Jobin et al.,  
2019; Tafesse & Wood, 2024).

Given the rapid evolution of AI, it is also vital for 
institutions to adopt mechanisms for continuous curri-
culum evaluation. Regular updates to course content 
ensure alignment with current technologies and indus-
try trends. Establishing feedback loops involving stu-
dents, faculty, and industry stakeholders enables 
responsive curriculum adjustments, allowing programs 
to remain dynamic and future-ready (Dwivedi et al.,  
2021; Zhang et al., 2024).

Taken together, these strategies offer a multifaceted 
approach to embedding prompt engineering into mar-
keting education. When implemented thoughtfully, 
they can help institutions build AI literacy, foster ethical 
awareness, and prepare students to thrive in increas-
ingly AI-driven marketing environments.

Theme 5: Implications for Marketing Education

The integration of prompt engineering into marketing 
education carries far-reaching implications that extend 
beyond curricular enhancement. It signifies 

a transformative shift in how institutions prepare stu-
dents for the future workforce, strengthen their own 
strategic positioning, promote ethical AI practices, and 
contribute to the evolution of marketing as a discipline.

Preparing Students for the Future Workforce
In an era where artificial intelligence underpins many 
aspects of marketing strategy, equipping students with 
prompt engineering skills is increasingly essential for 
professional success. Research by Huang and Rust 
(2022) and Tafesse and Wood (2024) underscores that 
proficiency in prompt engineering empowers students 
to effectively utilize tools such as Large Language 
Models for content creation, customer engagement, 
data interpretation, and personalization. Mastery of 
advanced prompting techniques enables students to 
generate more accurate, contextually relevant, and crea-
tive outputs, positioning them as agile, innovative con-
tributors in an AI-driven job market. This not only 
enhances individual employability but also builds 
a workforce capable of adapting to rapid technological 
shifts and driving marketing innovation at scale.

Enhancing Competitive Advantage of Educational 
Institutions
For educational institutions, integrating prompt engi-
neering represents a strategic opportunity to differenti-
ate their programs and demonstrate leadership in 
future-focused marketing education. Mustak et al. 
(2021) note that institutions embracing technological 
innovation are more likely to attract students seeking 
programs aligned with industry needs. Curricula that 
include AI literacy and prompt engineering also support 
the development of strong industry partnerships, facil-
itating internships, collaborative research, and hands-on 
learning experiences. These relationships deepen the 
practical relevance of academic programs and enhance 
institutional reputation. As a result, institutions can 
improve enrollment, unlock funding opportunities, 
and solidify their standing in both academic and profes-
sional circles.

Promoting Ethical AI Use in Marketing
The ethical use of AI is a critical consideration in mod-
ern marketing education. Integrating prompt engineer-
ing provides a valuable platform for engaging students 
with pressing ethical issues such as data privacy, algo-
rithmic bias, transparency, and accountability (Jobin 
et al., 2019). Embedding these themes into instruction 
equips students with the tools to identify and mitigate 
biases in AI outputs, understand the responsible use of 
consumer data, and recognize the importance of trans-
parency in automated decision-making. Promoting 
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a culture of ethical awareness and accountability pre-
pares students to make informed, values-driven deci-
sions that align with legal standards and societal 
expectations, building public trust and enhancing orga-
nizational reputation.

Advancing Marketing Practice Through Innovation
A marketing workforce trained in prompt engineer-
ing is well-positioned to drive innovation and effi-
ciency in the application of AI tools. As Vlačić et al. 
(2021) explain, prompt engineering allows marketers 
to tailor AI responses to specific audience segments, 
enhancing personalization and customer engagement. 
Mastery of prompting techniques facilitates the devel-
opment of sophisticated strategies leveraging AI’s 
capabilities in segmentation, automation, and predic-
tive analytics. These advancements improve market-
ing outcomes while fostering a culture of 
experimentation and continuous improvement. 
Organizations benefit from enhanced agility, strategic 
differentiation, and the ability to deliver exceptional 
customer experiences through more nuanced and 
data-driven campaigns.

Overall, the integration of prompt engineering into 
marketing education is not merely a curricular innova-
tion, it is a strategic imperative. For students, it 
enhances employability and prepares them to lead in 
an AI-augmented profession. For institutions, it offers 
a path to increased relevance, engagement, and reputa-
tion. From an ethical standpoint, it ensures that future 
marketers are equipped to navigate the complexities of 
AI use responsibly. Most importantly, it empowers the 
industry by cultivating a generation of marketing pro-
fessionals who can harness AI not just for efficiency, but 
for meaningful, forward-thinking innovation. These 

implications underscore the critical importance of 
adopting prompt engineering education to meet both 
current demands and future challenges in the marketing 
landscape.

Conceptual Framework for Integrating Prompt 
Engineering into Marketing Education

The integration of prompt engineering into marketing 
education requires a comprehensive, strategically 
designed framework that responds to the multifaceted 
challenges identified through thematic analysis. 
Grounded in established educational theories, including 
constructivism, experiential learning, social constructi-
vism, and connectivism, the proposed conceptual fra-
mework (see Figure 2) provides a structured and 
pedagogically sound approach to preparing marketing 
students for success in an AI-driven industry. The fra-
mework consists of five interrelated components: foun-
dational knowledge in AI and marketing, skill 
development in prompt engineering, curriculum inte-
gration and design, faculty development and interdisci-
plinary collaboration, and ethical and responsible AI 
use. Each component is directly informed by the themes 
identified in the analysis, ensuring that the framework is 
not only academically grounded but also practically 
responsive to the needs of students, educators, and 
institutions navigating the evolving landscape of AI- 
integrated marketing education.

Description of the Conceptual Framework

The proposed conceptual framework comprises five 
interrelated components designed to support the effec-
tive integration of prompt engineering into marketing 

Foundational 
Knowledge in AI and 

Marketing

Skill Development in 
Prompt Engineering

Curriculum 
Integration and 

Design

Faculty Development 
and Interdisciplinary 

Collaboration

Ethical and 
Responsible AI use

Figure 2. Conceptual Framework for Integrating Prompt Engineering into Marketing Education
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education. Each component aligns with findings from 
the thematic analysis and is underpinned by established 
educational theories, ensuring both academic rigor and 
practical relevance.

Foundational Knowledge in AI and Marketing
Establishing a strong foundation in both AI and core 
marketing principles is essential for students to 
meaningfully engage with prompt engineering. This 
component introduces fundamental AI concepts, 
such as machine learning, natural language proces-
sing, and the functionalities of Large Language 
Models like GPT-4, within the context of marketing 
applications. Students learn how these technologies 
are applied in areas such as customer segmentation, 
predictive analytics, and personalized content crea-
tion. This foundation directly supports Theme 1, 
which emphasizes the critical role of prompt engi-
neering in modern marketing (Reynolds & 
McDonell, 2021; Tafesse & Wood, 2024). This com-
ponent is grounded in constructivist learning theory 
(Piaget, 1954), which posits that learners build new 
knowledge by connecting it to existing cognitive 
structures. By relating AI concepts to familiar mar-
keting strategies, educators facilitate meaningful and 
integrative learning. For example, students might 
analyze how AI-driven market research enhances 
traditional survey techniques, deepening their under-
standing through comparative learning.

Skill Development in Prompt Engineering
Hands-on practice is critical to mastering prompt 
engineering. This component emphasizes experien-
tial learning through direct engagement with AI 
tools, allowing students to apply techniques such as 
Chain-of-Thought prompting, Self-Refinement 
prompting, Cumulative Reasoning prompting, 
Decomposition techniques, and Role-Specific 
prompting. These techniques enhance AI’s reasoning 
and output quality, particularly in content creation, 
strategy development, and personalization. This 
component responds to Theme 2, which highlights 
the need for practical training in key prompting 
techniques (Madaan et al., 2023; Z. M. Wang et al.,  
2024; Wei et al., 2024). It is guided by Kolb’s 
Experiential Learning Theory (1984), which empha-
sizes learning as a cyclical process of concrete 
experience, reflective observation, abstract concep-
tualization, and active experimentation. Through 
workshops, simulations, and iterative projects, stu-
dents gain firsthand experience with prompting, ana-
lyze their results, refine their strategies, and apply 
their insights across varied marketing contexts, for 

instance, by testing prompt effectiveness across cus-
tomer segments.

Curriculum Integration and Design
To ensure feasibility and relevance, prompt engineer-
ing must be seamlessly integrated into existing mar-
keting curricula. This component advocates for 
embedding prompting concepts and exercises into 
courses such as digital marketing, consumer behavior, 
and marketing analytics. Project-based assignments 
allow students to apply prompt engineering in realistic 
scenarios without overwhelming the curriculum. This 
approach addresses Theme 3, which identifies chal-
lenges related to curriculum overload and resource 
limitations (Ferrell & Ferrell, 2020; Peterson & 
Dover, 2014). The component is supported by social 
constructivist theory (Vygotsky, 1978), which empha-
sizes learning through collaboration and interaction. 
Group projects and peer-led workshops foster collec-
tive knowledge construction and contextual under-
standing. For example, teams might co-develop 
prompts for an AI-assisted campaign, share results, 
and collaboratively refine strategies based on feedback.

Faculty Development and Interdisciplinary 
Collaboration
Empowering educators with the necessary knowledge 
and tools is vital for the successful teaching of prompt 
engineering. This component includes professional 
development initiatives such as AI training workshops, 
collaborative seminars, and resource-sharing platforms. 
Additionally, fostering interdisciplinary collaboration 
with departments such as Computer Science or 
Information Systems enriches the learning environment 
and curriculum content. This strategy directly aligns 
with Theme 4, which calls for faculty upskilling and 
cross-departmental partnerships (Davenport et al.,  
2020; Huang & Rust, 2021). The theoretical foundation 
for this component is connectivism (Siemens, 2005), 
which views learning as a process of forming connec-
tions across knowledge networks. By building commu-
nities of practice among faculty and encouraging 
interdisciplinary knowledge exchange, institutions fos-
ter continuous learning and curricular innovation. 
Examples include co-taught AI-marketing modules 
and joint research on applied prompting strategies.

Ethical and Responsible AI Use
Developing students’ ethical awareness and critical 
thinking is essential in the context of AI-driven market-
ing. This component involves incorporating modules on 
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AI ethics that explore issues such as data privacy, algo-
rithmic bias, transparency, and accountability. Case stu-
dies, classroom debates, and reflective writing tasks help 
students evaluate the ethical dimensions of AI applica-
tions and consider their broader societal impact. This 
directly supports Theme 5, which emphasizes the need 
for ethically grounded AI education (Acar, 2024; Jobin 
et al., 2019). While not attributed to a single theory, this 
component aligns with educational frameworks focused 
on critical pedagogy and the development of moral 
reasoning. By engaging with real-world ethical dilem-
mas, such as biased algorithmic targeting or invasive 
personalization, students build the capacity to make 
informed, socially responsible decisions in their future 
marketing roles.

Integration of Educational Theories

The conceptual framework is underpinned by educa-
tional theories that enhance its pedagogical effective-
ness. Constructivism supports the foundational 
knowledge component by facilitating the construction 
of new understanding based on existing knowledge. 
Experiential learning theory informs the skill develop-
ment component, promoting learning through direct 
experience and reflection. Social constructivism under-
lies the curriculum integration component, emphasiz-
ing collaborative learning and knowledge construction 
through social interaction. Connectivism guides the 
faculty development component, highlighting the 
importance of networks and interdisciplinary connec-
tions in the learning process. The proposed conceptual 
framework offers a comprehensive and academically 
justified approach to integrating prompt engineering 
into marketing education. By addressing the critical 
components of foundational knowledge, skill develop-
ment, curriculum integration, faculty expertise, and 
ethical considerations, the framework directly responds 
to the themes identified in the analysis. Each component 
is carefully designed to tackle the specific challenges and 
leverage the opportunities highlighted in the study, 
ensuring that the integration of prompt engineering is 
both effective and sustainable.

Grounded in educational theories, the framework 
enhances pedagogical effectiveness by aligning with how 
students learn best. It facilitates active engagement, colla-
borative learning, and critical thinking, preparing students 
to excel in an AI-driven marketing landscape. By fostering 
faculty development and interdisciplinary collaboration, 
the framework also ensures that educators are equipped to 
deliver high-quality instruction and adapt to technological 
advancements. Ultimately, the integration of prompt 

engineering into marketing education, as guided by this 
framework, positions students and institutions at the fore-
front of innovation. It equips future marketers with the 
skills and ethical awareness necessary to harness AI tech-
nologies responsibly, driving progress in the industry and 
contributing to positive societal impacts.

Illustrative Case Study: Prompt Engineering 
Workshop at a Higher Education Institute

To illustrate the practical application of the conceptual 
framework and to provide insights into integrating 
prompt engineering into marketing education, 
a classroom workshop was carried out with MSc 
Digital Marketing students at a Higher Education 
Institute in October 2024. Although not originally con-
ceived as a research study, this classroom exercise 
demonstrates how prompt engineering techniques can 
be operationalized in an educational context, reflecting 
the proposed framework’s components in an authentic 
learning environment.

Workshop Context and Objectives

This classroom workshop activity was part of the post-
graduate MSc Digital Marketing program. The primary 
objectives were to enhance students’ understanding of 
artificial intelligence in marketing by providing founda-
tional AI concepts relevant to the field, to develop prac-
tical prompt engineering skills by having students craft 
effective prompts using advanced techniques, to inte-
grate prompt engineering into marketing tasks for real- 
world applicability, and to engage students in discus-
sions about ethical implications of AI in marketing. 
These objectives align with the proposed conceptual 
framework, focusing on foundational knowledge, skill 
development, curriculum integration, and ethical 
awareness.

Workshop Design and Implementation

The activity included fifty students, divided into ten 
groups labeled A to J. Each group was assigned typical 
digital marketing tasks, such as social media posts, blog 
articles, and e-mail marketing campaigns. Initially, the 
students created content based on their existing knowl-
edge of marketing. Following this initial phase, an 
instructional session introduced prompt engineering 
concepts and techniques. Students learned how to craft 
prompts for large language models, utilize advanced 
prompting strategies such as chain-of-thought and self- 
refinement prompting, and leverage generative AI tools 
like GPT-4 for content creation. They then revisited the 
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same tasks with these new techniques, enabling an 
informal comparison of content quality.

Instructional Feedback and Observations

To evaluate the effectiveness of this instructional exer-
cise, course-level feedback was gathered through 
a simple rating process on factors such as clarity of 
messaging, inclusion of key features, and the appropri-
ateness of style for the target audience. Students com-
pleted brief self- and peer evaluations designed 
primarily for pedagogical feedback, a common practice 
in classroom settings. These reflections helped students 
better understand how prompt engineering influenced 
their approach to content creation.

Summary of Outcomes

Overall, students produced more refined and relevant 
marketing outputs after learning prompt engineering 
techniques, reported higher satisfaction with the clarity 
and creativity of their content and felt better prepared to 
integrate AI tools into practical marketing tasks. This 
outcome aligns with the conceptual framework’s 
emphasis on skill development, curriculum integration, 
and ethical orientation. This successful classroom work-
shop activity suggests that teaching prompt engineering 
can enrich the learning experience and prepare students 
for AI-driven marketing challenges.

Limitations

Because this workshop was part of routine coursework 
rather than a formal research study, the observations 
reported here are generated from classroom feedback 
rather than findings from a research study designed to 
produce generalizable findings. Future formal investiga-
tions that require ethics approval and broader sampling 
could complement these preliminary insights with 
empirical evidence.

Discussion

The integration of prompt engineering into marketing 
education holds significant implications for educators, 
institutions, students, and the broader marketing pro-
fession. The findings of this study underscore the urgent 
need to embed advanced AI techniques within the cur-
riculum and reveal the transformative potential of such 
integration for the future of marketing practice. By 
aligning pedagogical strategies with the evolving tech-
nological and ethical demands of the industry, market-
ing education can cultivate graduates who are not only 

technically proficient but also ethically informed, stra-
tegically agile, and well-positioned to lead innovation in 
an AI-driven landscape.

Implications for Marketing Education

As artificial intelligence continues to reshape the mar-
keting landscape, traditional curricula may no longer be 
sufficient to prepare students for a technology-driven 
industry (Huang & Rust, 2021). The growing impor-
tance of prompt engineering in enhancing AI perfor-
mance within marketing contexts underscores the 
necessity of integrating this skillset into marketing edu-
cation. The conceptual framework developed in this 
study offers a structured, theoretically grounded 
approach to this integration, emphasizing five key com-
ponents: foundational AI and marketing knowledge, 
skill development, curriculum design, faculty expertise, 
and ethical considerations.

For educators, the integration of prompt engineering 
calls for a reevaluation of pedagogical strategies and 
curriculum content. Teaching these competencies effec-
tively requires faculty to build proficiency in emerging 
AI technologies, supported by ongoing professional 
development and interdisciplinary collaboration, parti-
cularly with departments such as computer science and 
information systems (Heston, 2023). The illustrative 
case study conducted as part of this research reinforces 
the value of experiential learning, showing that hands- 
on engagement with prompt engineering significantly 
enhances students’ content creation skills and overall 
confidence in applying AI tools.

Institutions that proactively adopt prompt engineer-
ing into their programs position themselves at the fore-
front of innovation in marketing education. Such 
initiatives can enhance institutional competitiveness by 
attracting students seeking future-ready curricula, 
strengthening industry partnerships, and elevating aca-
demic reputation. Guided by the proposed conceptual 
framework, institutions can integrate prompt engineer-
ing into existing marketing courses or develop dedicated 
modules that reflect current industry demands 
(Davenport et al., 2020; Mustak et al., 2021). This stra-
tegic approach ensures that students graduate with both 
technical fluency and ethical awareness, equipping them 
to succeed in and shape the future of AI-driven 
marketing.

Implications for Students

For students, acquiring prompt engineering skills opens 
new avenues for creativity, innovation, and strategic 
thinking within the marketing discipline (see 
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Figure 3). Mastery of advanced prompting techniques 
empowers students to harness AI tools effectively, 
enabling the development of targeted, data-driven stra-
tegies that enhance customer engagement and improve 
campaign performance. The illustrative case study 
demonstrated substantial improvements in students’ 
content creation capabilities following prompt engi-
neering instruction, affirming the practical value of 
integrating these skills into marketing education.

In parallel, the growing focus on the ethical implica-
tions of AI in marketing underscores the importance of 
training students in responsible AI use (Jobin et al.,  
2019). Embedding discussions of transparency, fairness, 
and bias mitigation within the curriculum ensures that 
future marketers are equipped to engage with AI tech-
nologies ethically and in alignment with societal expec-
tations. Addressing these considerations not only 
prepares students to comply with emerging industry 
standards (Acar, 2024) but also enhances their profes-
sional integrity and strengthens consumer trust, key 
assets in today’s marketing landscape.

Implications for the Marketing Industry

The marketing industry stands to benefit significantly 
from a workforce proficient in prompt engineering and 
broader AI literacy. Organizations that employ market-
ers skilled in advanced prompting techniques are better 
positioned to leverage AI for personalized campaigns, 
deeper customer engagement, and more insightful data 
analysis (Vlačić et al., 2021). When integrated effec-
tively, prompt engineering enables AI-driven marketing 
strategies to elevate the customer experience by deliver-
ing content that is highly relevant and tailored to indi-
vidual preferences.

Studies by Tafesse and Wien (2024) affirm that 
prompt engineering allows marketers to shape AI 

outputs with precision, ensuring alignment with brand 
voice and audience expectations. As brands increasingly 
strive for personalization at scale, the ability to custo-
mize AI responses becomes a critical differentiator. 
Professionals trained in advanced techniques, such as 
Chain-of-Thought prompting, Self-Refinement, and 
Role-Specific prompting, are likely to become invalu-
able to organizations seeking to navigate the complex-
ities of AI-enhanced marketing. Their expertise 
contributes to innovation, efficiency, and sustained 
competitive advantage.

Despite the growing integration of AI in business, 
a substantial skills gap remains. As discussed earlier 
(Mayer et al., 2025), many organizations remain far 
from AI maturity, reinforcing the need for prompt- 
engineering competencies in marketing. This discre-
pancy highlights a critical shortfall in skilled talent, 
particularly in marketing roles that require both tech-
nological fluency and strategic insight (Chui et al., 2023; 
Harkness et al., 2023). Advanced prompting techniques 
open pathways to hyper-personalization, creative inno-
vation, and strategic foresight, reinforcing the emerging 
concept of AI superagency, where human ingenuity and 
machine intelligence coalesce to drive performance 
(Mayer et al., 2025).

Moreover, D’Amico et al. (2025) argue that AI can 
act as a thought partner or research collaborator in 
strategic planning, provided that marketers are trained 
to frame questions effectively and guide model outputs 
with precision. This insight further underscores the 
importance of prompt engineering as a cornerstone of 
strategic competence in AI-powered marketing. By 
embedding prompt engineering into marketing educa-
tion and aligning it with pedagogical foundations, such 
as constructivism, experiential learning, social construc-
tivism, and connectivism, academic programs can better 
prepare students to unlock AI’s full potential while 

Enhanced AI Proficiency: Students become adept at leveraging AI tools effectively.

Improved Problem-Solving Skills: Ability to tackle complex marketing challenges with advanced 
techniques

Innovation and Advancement: Drives innovation in marketing strategies and practices.

Ethical Awareness: Promotes responsible and ethical use of AI in marketing practices.

Competitive Edge in Job Market: Graduates are more attractive to employers seeking AI-literate 
marketers.

Figure 3. Benefits of Teaching Prompt Engineering to Marketing Students

22 M. S. TORKESTANI ET AL.



promoting responsible, ethical, and innovative practice 
(Jobin et al., 2019).

Recommendations for Effective Integration

Educational institutions should conduct a strategic 
audit of existing marketing programs to identify 
entry points for embedding prompt engineering con-
cepts. Utilizing the conceptual framework developed 
in this study, institutions can either integrate prompt 
engineering into existing modules (e.g., digital mar-
keting, analytics, content strategy) or develop dedi-
cated elective courses. Emphasis should be placed on 
real-world applications and alignment with industry 
trends to ensure that students acquire market- 
relevant, applied skills. A structured and deliberate 
curriculum design will ensure students are well- 
equipped to tackle contemporary marketing chal-
lenges in AI-enhanced environments.

Curriculum Development and Design

Educational institutions should conduct a strategic 
audit of existing marketing programs to identify entry 
points for embedding prompt engineering concepts. 
Utilizing the conceptual framework developed in this 
study, institutions can either integrate prompt engineer-
ing into existing modules (e.g., digital marketing, analy-
tics, content strategy) or develop dedicated elective 
courses. Emphasis should be placed on real-world appli-
cations and alignment with industry trends to ensure 
that students acquire market-relevant, applied skills. 
A structured and deliberate curriculum design will 
ensure students are well-equipped to tackle contempor-
ary marketing challenges in AI-enhanced environments.

Faculty Development and Support

Investing in faculty training and support is essential for 
building institutional capacity. Universities should offer 
professional development opportunities, such as work-
shops, certifications, and learning communities, to 
equip educators with the knowledge and confidence to 
teach prompt engineering (Huang & Rust, 2021). 
Faculty engagement in AI-focused research, participa-
tion in conferences, and collaborations with technology 
experts should be actively encouraged. A culture of 
continuous professional learning will not only raise 
teaching quality but also promote innovation and 
responsiveness in program delivery.

Interdisciplinary Collaboration

To reflect the increasingly interconnected nature of 
marketing and technology, institutions should foster 
interdisciplinary collaboration between marketing and 
related departments such as computer science, data 
science, and information systems (Mustak et al., 2021). 
This can take the form of joint course offerings, co- 
teaching models, or collaborative research projects. 
These initiatives provide students with a more holistic 
understanding of AI’s role in marketing and prepare 
them to thrive in cross-functional, tech-integrated 
teams.

Experiential Learning Opportunities

Institutions should prioritize experiential learning by 
integrating project-based assignments, internships, 
simulations, and partnerships with industry into the 
learning experience. As demonstrated in the case 
study, hands-on engagement with prompt engineering 
techniques leads to noticeable improvements in student 
competence and confidence. By working on authentic 
tasks using real tools, students bridge the gap between 
theory and practice, gaining skills directly transferable 
to professional settings.

Ethical and Responsible AI Use

Given the increasing ethical scrutiny surrounding AI 
applications, marketing curricula should embed critical 
discussions on ethics, transparency, fairness, and 
accountability (Jobin et al., 2019). Educators must 
guide students in identifying potential biases in AI out-
puts, understanding the societal implications of auto-
mated decisions, and adopting responsible data 
practices. This ethical grounding ensures that graduates 
not only meet industry standards but also uphold social 
responsibility and consumer trust in their professional 
roles (Acar, 2024).

Continuous Curriculum Evaluation

To remain relevant amid rapid technological change, 
marketing curricula must undergo ongoing review and 
iterative refinement (Dwivedi et al., 2021). Institutions 
should establish mechanisms for continuous feedback 
from students, faculty, and industry stakeholders to 
inform curriculum updates. This responsive, dynamic 
approach ensures that programs remain aligned with 
evolving industry needs, technological innovations, 
and pedagogical best practices.
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Conclusion and Future Research

While this study provides valuable insights into the 
integration of prompt engineering within marketing 
education, several limitations must be acknowledged. 
The illustrative case study, although informative, was 
conducted with a single cohort at one higher educa-
tion institution, which may limit the generalizability of 
the findings. Furthermore, the evaluation focused on 
immediate outcomes, and long-term retention of 
prompt engineering skills was not assessed. Future 
research should consider longitudinal studies to exam-
ine the sustained impact of prompt engineering 
instruction on student competencies, employability, 
and career trajectories. Additionally, there is a need 
to explore how the proposed conceptual framework 
can be scaled and adapted across different educational 
contexts, including undergraduate programs, institu-
tions with varying resources, and international curri-
cula. Investigating cross-institutional implementations 
would help validate the framework’s applicability and 
uncover best practices. Further studies could also 
assess the perspectives of industry stakeholders, exam-
ining whether graduates proficient in prompt engi-
neering meet the expectations of employers and 
contribute to organizational AI readiness. The integra-
tion of prompt engineering into marketing education 
represents a critical step in preparing students for the 
evolving demands of an AI-driven industry. This 
study offers a comprehensive and academically 
grounded conceptual framework that addresses five 
key components: foundational AI and marketing 
knowledge, skill development in prompting techni-
ques, curriculum integration, faculty development, 
and ethical and responsible AI use. The classroom 
case study illustrates the practical benefits of this 
approach, demonstrating significant improvements in 
student engagement and output quality following 
instruction in advanced prompting strategies. By 
aligning educational content with technological inno-
vation and ethical awareness, institutions can enhance 
the relevance, impact, and competitiveness of their 
marketing programs. Students gain valuable, future- 
ready skills that increase their employability and capa-
city for innovation, while the marketing industry ben-
efits from a workforce capable of leveraging AI both 
effectively and responsibly. The successful integration 
of prompt engineering requires collaboration among 
educators, institutions, and industry stakeholders. 

Together, these actors can foster a learning environ-
ment that promotes continuous skill development, 
ethical reasoning, and applied innovation. This colla-
borative effort will enable marketing professionals to 
navigate AI complexities with confidence and integ-
rity, shaping the next era of marketing practice. 
Although many marketing curricula increasingly 
acknowledge the importance of AI, the concept of 
“AI superagency,” wherein humans and machines co- 
create value, remains underrepresented in most edu-
cational models. The findings of this study suggest 
that a systematic and theoretically informed integra-
tion of prompt engineering can significantly narrow 
the AI skills gap. Emphasizing experiential learning, 
ethical literacy, and interdisciplinary collaboration will 
better position graduates to harness AI technologies 
responsibly and strategically.

Future research could explore the longitudinal 
effects of prompt engineering education on graduate 
job performance, conduct cross-institutional compar-
isons, and evaluate evolving best practices as AI tech-
nologies advance. Given the rapid pace of AI 
development, regular curriculum review and industry 
engagement are essential. Ultimately, bridging the gap 
between cutting-edge AI capabilities and marketing 
education ensures that graduates are not only 
equipped to navigate the current landscape, but also 
to lead the transformation of marketing in the age of 
intelligent systems.
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