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Abstract. The scientific significance and relevance of the study stem from the
widespread adoption of generative artificial intelligence in international sales
systems, as well as the growing need for personalized communications amid the
complexity of global markets, multi-level decision-making processes, and increased
competitive pressure among companies. The purpose of the article is to consider
the theoretical and methodological basis of the influence of generative artificial
intelligence on the personalization of communication in international B2B sales,
including technological, organizational and strategic factors. The study used
methods of scientific literature analysis to study the current state of the problem
under study; generalization and systematization to present the results of scientific
research. Results. It is confirmed that generative artificial intelligence is a key
element in the evolution of companies’ personalized communication with
consumers, contributing to the transition from standardized messages to dynamic,
contextually adapted communication solutions. Using generative models to combine

customer data analysis with content creation that matches them improves the
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accuracy of communications in international B2B markets. It is shown that the use
of intelligent algorithms to automate and scale personalized messages helps
overcome communication barriers arising from cultural, linguistic, and industry
differences across markets. It is determined that the implementation of generative
artificial intelligence shifts the seller’s function from operational to strategic and
consultative, thereby adding value to the customer. It is found that ethical, legal, and
information risks reduce the effectiveness of personalized communication and
require regulation at the institutional and managerial levels. Conclusions.
Generative artificial intelligence forms new approaches to communication between
entities in international B2B sales, combining technology with human knowledge
and values. It has been shown that businesses using generative artificial intelligence
in their sales strategies can improve communication, provided that ethical standards,
legal requirements, and long-term goals of cooperation are met.

Keywords: digital business transformation, intelligent communication
systems, customer-centric strategy, customer relationship management, business
communication automation, customer data analysis, doing business in different

cultures, strategic sales, and global B2B markets.
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AHoTtanisi. HaykoBa 3HauyIicTh Ta aKTyaJbHICTh JTOCHII)KEHHS 3YMOBJIEHO
IIUPOKUM BIPOBA/KEHHSM TE€HEPATUBHOIO IITYYHOIO IHTEJIEKTY B CHCTEMI

MDKHAPOJHUX MPOJIaXiB, a TaKOX 3pPOCTAHHSIM NOTpeOU B MEPCOHATI30BAHHUX
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KOMYHIKaIlisIX B YMOBaX YCKJAJHEHHsS IJIOOaJbHUX PHUHKIB, 0araTropiBHEBOCTI
MPOIIECIB MPUUHATTS YOPABIIHCHKUX PIIIEHb 1 MOCUJIEHHS KOHKYPEHTHOTO TUCKY
MDK KoMmmaHissMu. Merta craTrTri — pO3MIAHYTH TEOPETHKO-METOJO0JIOTIUHE
HNIAIPYHTS BIUIMBY TE€HEPATUBHOIO INTYYHOrO IHTEJNEKTY Ha MEpPCOHAII3AIII0
KOMYHIKallii B MDKHapoJHMX Tpoaaxkax B2B, Bkiiouaroyum TEXHOJOT1YHI,
opraHizailiifHi Ta cTpateriudi (akrtopu. B mgocmigkeHHI BUKOPUCTAaHO MeTOAU
aHaji3y HayKOBOi JIiTEepaTypHu — I BUBUYEHHS MOTOYHOI'O CTaHy AOCIIIXKYBaHOI
npoOJieMH; y3arajdbHEHHS Ta CUCTeMaTHu3alii — JJisl IPeACTaBICHHS pe3yJbTaTiB
HayKoBoro nomyky. PesyabraTm. [linTBepakeHO, 10 T'€HEPATUBHUM IITYyYHUN
IHTENIEKT € KJIOUYOBHM €JIEMEHTOM B €BOJIIOIII MEepPCOHATI30BaHOT KOMYHIKAIIi
KOMMAaHIA 31 CHOXKHMBayaMHu, SIKUM CHOpUsi€ TMEePeXoAy BiJl CTaHAAPTHU30BAHUX
NOBIJOMJIEHb 1O JWHAMIYHUX, KOHTEKCTYaJIbHO AaJalTOBAaHUX KOMYHIKaLIHHHUX
pimieHb. BUKOopuCTaHHSA reHepaTUBHUX MOJAENEH Ul MOEIHAHHS aHali3y JaHHX
KJIIEHTIB 31 CTBOPEHHSM KOHTEHTYy, IO BIAMOBIJAE IM, IOKpally€ TOYHICTh
KOMYHIKalliii Ha MibkHaponHux puHkax B2B. IlokazaHo, 1o 3acTocyBaHHs
PO3YMHHUX QJITOPUTMIB JJIsI aBTOMATH3allil Ta MaciTaOyBaHHS NMEPCOHATI30BAHUX
MOB1JIOMJICHb JIOTIOMAarae 1moJiojaTi KOMYHIKalliitH1 0ap’epu, 110 BUHUKAIOTh Yepe3
KyJbTYypHI, MOBHI Ta Taly3€Bl BIJIMIHHOCTI Ha pHUHKax. Bu3HaueHo, 11O
BIPOBA/IP)KEHHS TEHEPATUBHOTO IITYYHOI'O 1HTEJIEKTY 3MiHIOE (DYHKIIIIO MPOJABIIS 3
olepaliifHOI Ha CTPATEriyHy Ta KOHCYJIbTaTUBHY, CIPUSIOYH JOJABaHHIO LIIHHOCTI
JUTSL KJTieHTa. BUsBIEHO, 1110 €TUYHI, TPaBOB1 Ta 1HPOPMAIIIHI PUBHKU 3HUKYIOTh
e(EeKTUBHICTh MEpCOHaNI3alli KOMYHIKalii Ta MNOTpeOylTh pPEryJIlOBaHHS Ha
IHCTUTYLIITHOMY Ta yIPaBIIHCHKOMY piBHSX. BUCHOBKH. ['eHEepaTUBHUI IITYYHUI
IHTEJNEKT OpMy€e HOBI MIAXOAU 10 CIUIKYBaHHS MK Cy0’ €KTaMH y MI>KHApOJHHUX
npoaaxax B2B, moeaHyroun TEXHOJOTIT 3 JIOJACBKUMHU 3HAHHSMHU Ta IIIHHOCTSIMH.
[loka3aHo, 1110 BUKOPHUCTaHHS OI13HECOM T'€HEPATUBHOIO IITYYHOrO IHTEIEKTY Y
CBOIX CTpaTerifix MNpoAaXiB JO3BOJISIE IOKPAUIUTH KOMYHIKALI 33 YMOBHU
JOTPUMAaHHA €TUYHUX CTAHAAPTIB, MPABOBUX BUMOI Ta JOBIOCTPOKOBHUX LJIEH
CHiBHpAaIll.
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KuarouoBi caoBa: mudpoBa Ttpanchopmaliis Oi3HeCy, IHTENEKTyalbHI
CUCTEMU KOMYHIKaIlii, KJIIEHTOOPIEHTOBAHA cTpaTeris, yIpaBJiHHSI
B3a€MOBIIHOCMHAMHU 3 KJII€HTaMM, aBTOMaTHu3allis Ol3Hec-KOMYHIKallii, aHami3
JAHUX TPO KIIEHTIB, BeICHHS O13HECY B PI3HUX KYJIbTypaxX, CTpaTeriyHl Mpoaaxi,

riobanpHi puHku B2B.

Statement of the problem. The relevance of the study lies in revealing the
contradiction between the growing need of international B2B markets for deeply
personalized, context-dependent communication and the limited capabilities of
traditional sales management tools to provide it. This means that communication
strategies must be adapted to the individual needs and expectations of each business
partner. At the same time, the active use of generative artificial intelligence in
international sales is currently scattered, with insufficient theoretical understanding
of how it affects personalization, which complicates its implementation and
distribution in the international sales market.

As data volumes increase, communication cycles accelerate, and the need for
relevant and valuable customer interactions grows, it is increasingly important for
companies to find new personalization tools that can combine scalability with a
personalized approach. In this context, generative artificial intelligence is not only a
technological solution but also a strategic resource that affects the competitiveness
of companies engaged in international B2B sales. The research presented examines
how generative artificial intelligence is changing communication in international
B2B sales and highlights the organizational, ethical, and managerial aspects of its
use.

Analysis of recent research and publications. A review of modern research
shows the growing scientific interest in the digital transformation of business, the
intellectualization of management processes, and the personalization of
communication. For example, in the study by V. Levit [1], emphasis is placed on the

influence of ESG strategies on the formation of brand value in territories, thereby

https://a-economics.com.ua/index.php/home/about ISSN 3041-2129

YBech KOHTEHT JlilieH30BaHo 3a ymoBaMmu Creative Commons BY 4.0 International license


https://creativecommons.org/licenses/by/4.0/

CURRENT ISSUES OF
W EcONOMIC SCIENCES

indirectly highlighting the importance of intangible factors and strategic
communication in a competitive environment, particularly in conditions of the
digitalization of the economy. The work of D. Kyiashko [2] is devoted to the
development of hybrid frameworks for multimodal systems based on artificial
intelligence agents, which creates a methodological basis for the use of intelligent
agents in complex business communication and analytical systems. A. V. Yutkina’s
study [3] considered the influence of omnichannel distribution models on the
economic indicators of companies, which is important for understanding the
transformation of communication channels and interaction with customers in the
digital environment.

The works of Y. Hasenko [4] focus on implementing MRP systems to
improve inventory management efficiency, demonstrating the general trend towards
automating decision-making and integrating digital technologies into business
processes, including the B2B sector. Y. Tytarenko’s research [5], devoted to
neuropsychological reactions to video content in consumer behavior, reveals
behavioral and cognitive aspects of content perception relevant to the formation of
personalized communication strategies in digital marketing. The work of
A. O.Ilyina [6] analysed the human capital management system, which allows
considering generative artificial intelligence as a factor in transforming personnel
roles and managerial competencies in modern organizations.

The scientific work of S. Melnychenko [7] on strategic management focuses
on the relationship between management decisions and organizational success,
which is conceptually important for understanding the impact of intelligent
technologies on international B2B sales strategies. In the article by V. Medvetska
[8], the application of artificial intelligence algorithms to financial diagnostics and
strategic sales management in B2B retail was investigated, thereby directly
confirming the potential of intelligent systems to support decision-making and
personalize management processes. The study by I. Petrova, I. Diachuk and

S. Zaitsev [9] focuses on the role of companies’ activity in social networks in the
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formation of trust in the B2B services market, emphasizing the importance of digital
communication and trust as key factors in effective interaction between business
partners. Author K. Buzymska [10] notes that the effectiveness of marketing
communication policy largely depends on the company's ability to adapt its
approaches to the specifics of a particular market.

In the article by T. O. Muzychenko, O. A. Skorba, and A. A. Shevchuk [11],
artificial intelligence is considered as a tool for optimizing business processes in e-
commerce, which confirms the potential of automated solutions to increase the
efficiency of operational activities, but the emphasis is mainly on transactional
processes, and not on strategic communications in B2B sales. I. V. Bielkin’s
research [12] is devoted to the automation of marketing processes using artificial
intelligence and demonstrates the possibilities of algorithmisation of analytics,
segmentation and content management, which creates prerequisites for
personalization of communications, but does not reveal the specifics of generative
models as a separate class of tools. In the article by T. Pshenychna [13], the impact
of artificial intelligence on the effectiveness of digital marketing in business
processes is analysed, which allows for assessing the general economic effects of
digital solutions; however, the international dimension of B2B interaction and the
peculiarities of intercultural communication remain outside the focus of the study.

It is also advisable to take into account the findings of A. Shatun [14], which
reveals the sociocultural factors of trust formation in East Asian business networks,
is fundamentally important for understanding the specifics of intercultural
interaction and personalization of communication in international B2B relations in
the context of digital transformation. In another study [15], the author substantiates
approaches to optimizing global supply chains based on models of friendly and
regional localization of production, which allows us to consider intellectual and
analytical tools, in particular digital and Al solutions, as factors in increasing the
sustainability, manageability, and strategic coherence of international B2B

communications.
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The work of K. S. Kupriienko [16] focuses on the opportunities, challenges
and future trends of using artificial intelligence in digital marketing, which is
conceptually essential for understanding the evolution of communication
technologies. Still, it does not detail the mechanisms by which generative artificial
intelligence influences the personalization of business communication in complex
B2B chains. The research of V. Khrapkina and A. Seneliuk [17] revealed the
potential of personalizing the customer experience in CRM systems using artificial
intelligence technologies, which is directly related to the management of
relationships with corporate customers; however, generative tools are considered
mainly as an auxiliary element, without an in-depth analysis of their impact on
strategic communication in international B2B sales.

Highlighting previously unresolved parts of the general problem. Despite
active research on digital business transformation and the use of artificial
intelligence in management and marketing, a number of aspects of personalized
communication in international B2B sales remain insufficiently studied. In
particular, in scientific works, the focus on the analytical and automation functions
of artificial intelligence prevails, while the specifics of the influence of generative
models on the formation of individualized communication messages in complex
B2B interactions are only partially revealed. The issues of combining the
technological capabilities of generative artificial intelligence with organizational
processes in international sales, and the role of the human factor in ensuring trust
and long-term partnership, remain insufficiently researched. There is also a limited
number of works that systematically analyze the ethical, legal and intercultural
challenges of applying generative artificial intelligence in the international B2B
environment. The lack of generalized models for integrating generative artificial
intelligence into personalized communication strategies complicates the practical
use of these technologies.

Formulation of the goals of the article (statement of the task). The purpose

of the article is to conduct a thorough study of the impact of generative artificial
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intelligence on the personalization of communication in international B2B sales,
taking into account technological, organizational and strategic aspects.

In accordance with the goal, the following tasks were set: to consider
theoretical and methodological approaches to the use of generative artificial
intelligence in international B2B communications; to investigate how this affects the
personalization of communication in international B2B sales; characterize the main
limitations and risks of its use in the international business world and propose
promising ways of developing generative artificial intelligence.

Presentation of the main research material. The theoretical and
methodological foundations for the use of generative artificial intelligence in
international B2B communications are laid at the intersection of theories related to
digital business transformation, customer relationship management, and
personalized marketing. Digital communications in international B2B sales have
shifted from standardized information channels aimed at a wide audience to
integrated ecosystems based on data analysis, multi-channel interactions, and
messages that can be tailored to different business situations. The growing
popularity of customer relationship management (CRM) systems, marketing
analytics, automated sales management platforms, and digital communication
channels has enabled businesses to shift from reactive to proactive and predictive
communication models. In this new environment, the ability of companies to quickly
navigate complex datasets on customers, markets, and the competitive environment
is very important. Thus, the need to integrate generative artificial intelligence into
international sales stems from the increase in data volume, complex decision-making
chains in the B2B sector, and higher communication quality standards, which
complicate the process of constructive interaction with an international audience [9,
p. 221].

The role of generative artificial intelligence in business communications is
that algorithmic models can not only analyze data but also create new content

tailored to specific tasks, audiences, and communication situations. Generative
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artificial intelligence differs from traditional analytics tools in that it combines text,
visual and multimodal messaging that can be used at different stages of the B2B
sales process, from first contact to nurturing long-term partnerships. Such systems
can automatically create business proposals, personalized letters, presentations and
negotiation scripts. They can also help with analytical solutions by summarizing
market data and customer behavior. In the context of business communications,
generative artificial intelligence can be considered from the perspectives of its level
of autonomy, degree of integration with corporate information systems, and
functional purpose, in particular as a tool for facilitating communication, automating
content, or strategically predicting the consequences of communication.
Personalization of communication in international B2B sales is a strategic
factor that makes interactions between companies more effective, as it directly
affects trust, involvement, and willingness to cooperate over the long term [10,
p. 126]. In complex B2B markets, where decisions are made collectively and the
sales process spans many stages, implementing generative artificial intelligence is
particularly difficult. This process involves taking into account components such as
industry specifics and company culture, differences between countries, and
perceptions of marketing messages. Generative artificial intelligence creates a
methodological basis for the implementation of deep personalization, combining the
analysis of big data with the generation of relevant communication messages in real
time, which helps to move from the use of templates for communication to the use
of dynamic interaction models that are based on the specific needs of each customer.
Personalization, augmented by generative artificial intelligence, is emerging as a
component of strategic management in international B2B communications,
integrating technological advances with communication skills and establishing new
perspectives for developing strong partnerships in the global business environment.
In today’s B2B world, customer data is highly complex. These may include
details about the industry, the partner company’s organizational structure, past

contacts, behavior patterns, and the customer’s willingness to make a decision.
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Generative artificial intelligence can not only collect and analyze this data, but also
transform it into relevant, contextually verified communication messages [11].
Traditional analytics tools mostly help with audience segmentation, but generative
models can create content specific to certain companies, procurement roles, and even
individual stakeholders. This makes B2B communication much more accurate and
persuasive.

One of the important functional advantages of generative artificial intelligence
is its ability to automate and change content for international B2B sales [12, p. 596].
Previously, creating content required significant time and resources. Now,
generative artificial intelligence allows to scale personalized communication by
automatically creating and localizing content without losing its strategic integrity.
This helps the company develop a unified way to communicate worldwide while
adapting to local markets. Table 1 shows the relationship between the technological
capabilities of generative artificial intelligence and its impact on communication
processes in an international context.

Table 1
The main areas of influence of generative artificial intelligence on the

personalization of international B2B communications

Direction of use General Impact on Examples of generative
of generative characteristics | personalization of | artificial intelligence tools

artificial of the process B2B and their functionality

intelligence communication
Generative artificial
intelligence as part of CRM
Integration of In-depth pllatforhms (Salesfprce
. Einstein GPT, Microsoft

Analysis of structured and understanding of Copilot for Sales) allows for

customer data

unstructured data
about customers
and sales markets

the needs and
context of
decision-making

generalizing the history of
interaction, predicting
customer needs, and
generating insights for
personalized communication

Fast generation of
communication
messages

Content creation
according to the
role, industry and
stage of the sale

Increasing the
relevance and
persuasiveness of
messages

Large language models such
as ChatGPT, Claude, and
Gemini allow the automatic
creation of e-mails,
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Direction of use General Impact on Examples of generative
of generative characteristics | personalization of | artificial intelligence tools
artificial of the process B2B and their functionality
intelligence communication

commercial proposals,
presentations and sales
scripts, taking into account
the B2B context

Cultural and

Localization of
content in

Reduction of

Generative multilingual
models, in particular DeepL
Write, GPT-based

accordance with | communication translation tools, provide
language . L . o
. national and barriers in translation and stylistic
adaptation : . . i
professional international sales | adaptation of messages,
norms taking into account cultural
and industry specifics
Chatbots and generative
Scaling of Increasine the assistants (HubSpot Al
personalized & Drift, Intercom Fin) provide

Automation of
communication

contacts in a
multi-channel

efficiency and
speed of
interaction

automated personalized
interaction with customers at

various stages of the B2B
sales funnel

environment

Source: summarized on the basis of [11-15]

Generative artificial intelligence is also significantly changing the roles of
salespeople and the way they interact with customers. If earlier the seller was the
main source of information and personalization in international B2B sales, today
many everyday communication tasks are performed by modern intelligent systems.
This does not reduce the importance of the human factor, but only shifts the focus
to the strategic, consultative and analytical roles of the salesperson. Salespeople are
increasingly working in cross-functional teams that bring together marketers,
analysts and managers to make decisions and create long-term value. Generative Al
provides information and ensures consistent communication throughout the sales
process. As a result, personalized communication in international B2B sales
becomes a system that combines the technological capabilities of generative
artificial intelligence with the professional knowledge of sellers, companies’

strategic goals, and consumer expectations.
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The active use of generative artificial intelligence for personalized
communication in international B2B sales faces certain limitations and risks of its
implementation due to the institutional and social dynamics of the global business
space.

Thus, the use of generative models in business communication is associated
with a number of ethical, legal, and informational risks, which are especially
important in international cooperation. Ethical issues arise from the opaque use of
artificial intelligence, the avoidance of responsibility for generated content, and the
potential for manipulation in personalized communications. The use of generative
artificial intelligence without regard for ethical principles in international B2B
relations, where trust and reputation are highly important, can undermine the
development of long-term cooperation between partners. Note that the use of
generative artificial intelligence in international sales also entails significant
regulatory and informational risks. In particular, legal risks arise from different
regulatory frameworks governing data processing, intellectual property, and the
protection of confidential information across jurisdictions, which prevent the
standardization of a company’s B2B communication practices on a global scale.
Informational challenges include the risk of spreading false or contextually incorrect
messages and the potential for leaking confidential business information during
automated content generation [16—17].

Note that, in today’s globalized, complex B2B markets, there are still
significant limitations to personalized communication enabled by generative
artificial intelligence. The implementation of multi-level processes, the involvement
of various stakeholders, and the extended sales cycle reduce the effectiveness of
universal algorithmic solutions, since even a high level of personalization may not
account for elements of informal interaction, such as interpersonal trust, implicit
agreements, or expectations of strategic partners. Also, the dependence of generative
artificial intelligence on the quality of input data limits its use in situations where

information 1is scattered, outdated or unevenly distributed among market

https://a-economics.com.ua/index.php/home/about ISSN 3041-2129

YBech KOHTEHT JlilieH30BaHo 3a ymoBaMmu Creative Commons BY 4.0 International license


https://creativecommons.org/licenses/by/4.0/

CURRENT ISSUES OF
WJ ECONOMIC SCIENCES

participants. This leads to the creation of personalized communications that, at first
glance, correspond to the client’s profile but, in fact, do not add any value to the
business partner [18, p. 126]. Table 2 shows the main problems and risks of using
generative artificial intelligence in international B2B communications.

Table 2

Limitations and risks of using generative artificial intelligence in international B2B

communications
Key risks and General characteristics Impact on B2B communication
limitations between companies
The opacity of generative artificial
Ethical intel}igenge algorithms, the . Decreasing the level of trust
manipulative nature of personalized between business partners
messages
Legal Differences.in regulgtory regimes and Compligatiqns of global o
data protection requirements standardization of communication
Informational Inaccur'acy, contextua 1 inconsistency Reputational and financial losses
or possible data manipulation
The complexity of the process of The practical component of
Organizational | artificial intelligence integrating into | personalization effectiveness is
existing sales processes limited

Source: created based on [18-22]

Even with the above limitations, the use of generative artificial intelligence
creates new opportunities for qualitative changes in international B2B sales.
Improvements in generative artificial intelligence algorithms, hybrid interaction
models that combine human and artificial intelligence, and clear rules for the use
and implementation of algorithmic tools help businesses create more balanced and
responsible ways to personalize communications. In future international B2B sales
models, generative artificial intelligence is expected to function as an intelligent
partner that enhances analytical and communication decisions without supplanting
the strategic role of humans. This will create the conditions for a transition from
technology-driven personalization to value-driven communication, where
personalized messages are combined with long-term goals of cooperation and

sustainable development in international business relations.
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Conclusions. The study showed that generative artificial intelligence serves
as a system-forming element in the evolution of communication personalization in
international B2B sales, integrating analytical capabilities to process large data sets
with the ability to generate contextually adapted communication content. It is noted
that the integration of generative artificial intelligence transforms traditional B2B
communication models, contributing to a transition from standardized, reactive
interaction methods to dynamic, proactive, and client-oriented strategies.

It has been established that the effectiveness of generative artificial
intelligence in international B2B sales is limited by ethical, legal, and informational
risks, as well as by the challenges of integrating such technologies into existing
organizational and management frameworks. The generalization of the research
results indicates that generative artificial intelligence does not supplant the strategic
role of humans in B2B communications; rather, it transforms it by emphasizing the
analytical, consultative, and value-oriented dimensions of customer interaction.
Thus, the personalization of communication in international B2B sales is gradually
becoming more difficult and requires the use of modern technological tools. New
technologies must meet the long-term goals of partnership cooperation and the rules
of responsible use of Al.

The future of research lies in determining how well generative artificial
intelligence performs across different parts of international B2B markets and in

building models for its use in strategic sales management.
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