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Abstract: This article examines the influence of agentic artificial intelligence (Al) on en-
trepreneurial marketing information processes. It provides a structured, conceptual over-
view of the technological, organizational, and cultural requirements necessary for entre-
preneurs to utilise agentic Al effectively. The study is based on a comprehensive literature
review of scientific publications and selected sources from consultancies and institutions.
After presenting an overview of the foundations of information processes, the article con-
ceptualizes the basis of agentic Al in the management of information processes and its im-
plications for entrepreneurship. Furthermore, the paper synthesizes existing research on
the management of marketing-related information processes and the impact of agentic Al
on entrepreneurship. Finally, the article discusses the impact of agentic Al on marketing.
This article contributes to a deeper understanding of how agentic Al transforms market-
ing-related information processes in entrepreneurial contexts.
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INTRODUCTION

Al agents are not a new phenomenon. They have been around since the 1990s.
When cloud technologies became available via the internet, the concept of agentic
Al arose (Voudouris, 2025). In this article, the term agentic Al is understood as a
system that is able to steer and execute tasks autonomously with limited human
intervention towards objectives.

Unlike generative Al, agentic Al enables entrepreneurs to delegate complex dig-
ital tasks to autonomous systems. Consequently, even micro-enterprises may gain
access to capabilities that were previously available mainly to larger enterprises (Shay
et al, 2025). This development represents a new stage in the digital transformation
process, as agentic Al can plan, reason, and independently perform information pro-
cesses (Siebert, 2025) and this 24/7, which saves time for customers (Harris, 2025).
It is estimated that productivity could increase by between 20% and 60% through the
use of agentic Al (Sukharevsky et al., 2025). However, companies face the challenge
of meeting the particular expectations of their customers (Kshetri, 2025).

Around 82%, or approximately 2.6 million, of all companies in Germany are
classified as micro-enterprises (Destatis, 2026). These are defined as companies
with fewer than ten employees and an annual turnover or balance sheet total of
no more than two million euros, in line with the definition used by the European
Union Commission (European Union Commission, 2003 ). It is worth mentioning
that around 50% of entrepreneurs are self-employed and have no employees (Insti-
tut fiir Mittelstandsforschung, 2026).
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This article contributes to a deeper understanding of agentic Al in entrepre-
neurship by developing a conceptual framework. The framework integrates defined
and optimized information processes with agentic Al mechanisms, entrepreneurial
governance, marketing execution, and enhanced information-process effectiveness.

RESEARCH METHODOLOGY

This article rests upon a comprehensive literature search, which can be consid-
ered appropriate due to the dynamic development of the field. It focuses on under-
standing the role of information processes in agentic Al within entrepreneurship in
order to support future research. It was derived from a broader database as part of an
ongoing doctoral research project. As shown in Table 1, the review is based on sci-
entific books and papers and on publications from consultancies and institutions.
Sources were selected because of their relevance to information processes, agentic
Al, entrepreneurship, and marketing. Most of them were published in English and
between 2024 and 2026.

Table 1. Reviewed literature

Characteristic Category Number
Source Scientific books and papers 21
Publications from consultancies and institutions 18
Language Published in English 28
Published in German 11
o Up to 2023 10
Publication Year 3024 t0 2026 29
Total reviewed literature 39

The analysis was structured in three steps. Firstly, the relevant literature on the
foundations of information processing, agentic Al in the management of information
processes, and entrepreneurial marketing was identified and selected on the basis of
thematic fit, conceptual relevance, and publication quality. Secondly, a review of the
extant literature was conducted and the findings were grouped in accordance with the
main themes of this paper, namely information processes, agentic Al mechanisms, en-
trepreneurship, marketing execution, and organizational requirements. Finally, the au-
thor synthesized the results in order to identify recurring concepts, connections, and
implications for marketing in entrepreneurship. DeepL. Write was used for language
correction and stylistic improvement; the intellectual content remains the author’s own.

RESULTS

Foundations of information processes

Data consist of characters, which are symbols. When placed in a rule-based
context, they form meaningful data (Krcmar, 2015). Raw data alone have no mean-
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ing and become information after being interpreted (Elliot et al., 2024), which can
differ depending on the person and the context (Heinzl et al., 2024).

Information is an intangible resource for a company and possesses certain char-
acteristics. It can be duplicated at low cost and shared. Furthermore, its value does
not decrease with use (Krcmar, 2015). Processing can be executed manually or au-
tomatically and is called an information system. The conversion of information in-
cludes the steps of recording, structuring, and transforming data (Ali, 2023).

Information systems support decision-making processes, steering, and con-
trolling. When components of an information system exchange information, com-
munication begins (Krcmar, 2015). The design of processes has a significant influ-
ence on the organizational structure of a company, and vice versa (Farina, de Fitima
Pina, 2025).

Foundations of agentic Al in management of information processes

and implications in entrepreneurship

Agentic Al collects, processes, interprets, and acts upon information. There-
fore, its entrepreneurial value depends on the quality and structure of the under-
lying information processes. The management of a company determines the fun-
damental framework of an organization, which includes the business process, data
model (Krcmar, 2015) and the identification of which manual tasks can be auto-
mated (Fischer et al,, 2023). One option is the use of agentic Al (Huang, 2025).

According to the European Union (2025), these are software systems that inter-
act autonomously with virtual environments and are not directly controlled by hu-
mans. They are organized systems consisting of a program (Russell, Norvig, 2022).
They collect data, process it, and produce an outcome (Ertel, 2025). In addition,
they are capable of evaluating situations and reaching a conclusion (Jager, Jensen,
2025). The integration of agentic Al into the workflow of a company impacts the
organization and its business processes profoundly (Huang, 2025). It changes sys-
tems from reactive to active with the capability of reasoning and adapting (Jiger,
Jensen, 2025) and includes platforms and tools (Thibaud et al., 2025). Agentic Al
combines one or more Al agents (den Hamer et al., 2025).

Figure 1 illustrates the information processing organization within an agentic
Al system incorporating Al agents. The workflow involves input going to the Large
Language Model (LLM) to generate output. There is also a retrieval process involv-
ing queries and results, as well as tools for calling and responding, and a memory
function involving reading and writing. Al agents can use external tools and resourc-
es. They can also plan final goals and break these down into smaller, more manage-
able tasks. Agents can collaborate with specialised agents and reflect on their own
output.
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Fig. 1. Agentic AI workflow and Al agent architecture
(adapted from Ranjan/Chembachere/Lobo, 202S)

Entrepreneurship is the ability to not only identify opportunities, but also
realize them and achieve economic success (EU, 2007). The implementation of
business opportunities is approached in three principal ways (Kriedel, 2017). The
first is the classical causation process, which begins with the identification of an op-
portunity arising from information asymmetries and alternative interpretations of
market situations (Shah, Tripsas, 2007). This is followed by effectuation processes
involving a given set of means, from which entrepreneurs derive multiple potential
opportunities (Sarasvathy, 2001). Finally, there are bricolage processes, which build
on readily available resources that entrepreneurs can combine in creative ways to
achieve their goals (Baker, Nelson, 2005). Economic success is not primarily de-
rived from innate personality traits, but rather from competencies such as personal,
action, subject-specific, methodological, and social and communicative compe-
tence (Kriedel, 2017).

The findings suggest that agentic Al may support all three entrepreneurial ap-
proaches. The utilization of information analysis in the identification of business
opportunities may facilitate the classical causation process. Furthermore, within
the effectuation process, agentic AI may support the generation and evaluation of
multiple business opportunities based on a given set of means. Finally, within the
bricolage approach, agentic Al may facilitate the creative recombination of available
resources in order to develop new solutions and business opportunities.

To use agentic Al it is recommended to reorganize company processes, and
connect systems, and make memory available, as well as up-to-date data (Ranjan et
al,, 2025). Furthermore, stakeholders like clients or regulators expect transparency
of processes (Fuchs, 2025). Entrepreneurs who recognize and leverage the potential
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of agentic Al will be better positioned to adapt to changing market environments. In
order to realize their full potential, companies must adopt comprehensive strategies
that integrate infrastructure, talent development, and organizational culture (Ran-
jan et al,, 2025).

Managing marketing-related information processes and the impact

of agentic Al on entrepreneurship

Marketing is defined as “the activity, set of institutions, and processes for cre-
ating, communicating, delivering, and exchanging offerings that have value for cus-
tomers, clients, partners, and society at large” (American Marketing Association,
2007). Beginning in the 2000s, marketing has been transformed fundamentally as a
result of technological innovations like the internet (Wecke, 2024).

The modern marketing process contains six steps. As shown in Figure 2, it be-
gins with the initial step of gathering, analyzing, and evaluating information to as-
sess the market position of the enterprise. The second step is the definition of the
long-term marketing objectives and, after that, continues with the development of
the marketing strategy. This is followed by the fourth step, which involves creating
the marketing mix for the business based on the available information. This involves
defining the product, price, place, and promotion processes. The fifth step involves
orchestrating the implementation of the defined marketing activities, including as-
signing responsibilities and coordinating processes and departments within the or-
ganization. The final step is controlling with the support of an information system
(Meffert et al., 2024).
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Fig. 2. Marketing process

Agentic Al can autonomously perform process steps such as trend identifica-
tion, customer segmentation, personalized content creation, dynamic pricing, re-
al-time customer support, and selecting the most promising communication chan-
nels. This enables the entrepreneur to focus more on strategy instead of spending
time on repetitive tasks (Fuchs, 2025).

A simple example is the processing of marketing information for a social media
post. As shown in Figure 3, whether the machine answers the question "Find my
best-performing blog posts from last quarter and draft social media updates for each’
depends on whether itis a chatbot or an Al agent. The chatbot provides instructions
on the steps that the human must follow to complete the task. By contrast, an Al
agent carries out the process. The process starts with searching for information con-
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nected to the analytics Application Programming Interface (API) in order to access
the database (DB) and find relevant metrics such as clicks. After this, it analyses the
information of the top posts. Then, the Al agent connects to the relevant blog post
in the Content Management System (CMS) and drafts the social media posts. The
final step in this marketing-related information process is to schedule the post for
the optimal time on the chosen social media channel. Therefore, agentic Al can pro-
cess tasks without involving humans (Mindstream, Futurepedia, 2026).

CHATBOT AI AGENT
-provides information- -executes workflow autonomously-
Prompt: “Please, find my best-performing Prompt: “Please, find my best-performing
posts from last month from my blog and posts from last month from my blog and

draft a summary of each® draft a summary of each“
Answer: Connect to analytics API

,Here is how you can do that:
Go to your analytics dashboard
Filter for last month‘s posts
Sort by pageviews and engagement
For each post, draft social updates
Include post links and hashtags

ere is an example template ...*

Analyse top posts

Draft social media posts

Schedule posts

az) 20 g 29 ) =

Fig. 3. Process step comparison chatbot and Al agent
(adapted from Mindstream & Futurepedia, 2026)

Al represents a paradigm shift in the organization and management of market-
ing-related information processes in entrepreneurship. When implemented effec-
tively, it offers substantial growth potential (Kumar et al., 2024). Entrepreneurial
firms can gain a competitive advantage through strategic analysis, hyper-personali-
zation, customer experience, smart automation of information processes, and exe-
cution processes (Fuchs, 2025).

As presented in Table 2, the results of the literature review indicate that agentic
Al exerts a primary influence on entrepreneurship through its effect on information
processes. The enhancement of information acquisition, processing, interpretation,
and execution facilitates the execution of more effective marketing activities. Fur-
thermore, technological capabilities alone are insufficient. It is becoming increas-
ingly apparent that organizational readiness, entrepreneurial competencies, and
human oversight remain significant prerequisites for the successful implementation
of the processes.
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Table 2. Main findings of the literature review

Dimension Main findings Implications for. entrepre-
neurship
. Information supports decision-making, | Better information quality
Information . . /
and enables steering and control can improve entrepreneurial
processes -
processes decisions
Acts autonomously towards defined ob- Increased automation,
Agentic AI | jectives, and can execute information-re- |  speed, and scalability of
lated tasks business processes
Agentic Al supports personalisation, Improved marketing execu-
Marketing customer interaction, and process auto- | tion may contribute to com-
mation petitive advantages
Successful implementation requires or- | Entrepreneurial competen-
Entrepreneur- S : . R :
shi ganizational, technological, and human | cies remain critical despite
P capabilities automation

Agentic Al enhances entrepreneurial marketing not only by generating con-
tent or automating specific tasks. The core of its contribution is the transformation
of information processes in terms of their organization and management. Never-
theless, it is only in the context of clearly defined information processes, technical
accessibility, entrepreneurial governance, and strategic alignment with marketing
execution that this transformation can generate value.

Consequently, as shown in Figure 4, it can be concluded that the effective defi-
nition and optimization of information processes are of critical importance. These
form the basis to make use of the potential of agentic Al, which leads to marketing
execution and produces an outcome. It is part of the responsibility of the entrepre-
neur to define the goals and provide the oversight with his expertise.

Human governance
Entrepreneurial goals, expertise, oversight, ethical control

Agentic AT Marketing Outcome
Input mechanism executlo.n _ Improved
Defined, optimised ’ Retrieval, . Segcn;;?etﬁ'{lon, . mfgggtsl;m-
h b . )
lnf;(;rggégn ﬁiiS%Tgﬁiégﬁl communication, effectiveness and
’ feedback sales support, marketing
follow-up performance

Fig. 4. Framework for the use of agentic Al in entrepreneurial marketing

DISCUSSION

Al is considered a major transformation and organizational paradigm shift
since the Industrial Revolution, when 90% of people worked in agriculture and,
17 decades later, only 4% did. However, it is predicted that the change in office
work will happen faster with agentic Al, and that companies will have to move
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quickly in order to survive (Sukharevsky et al., 2025).

The results suggest that agentic Al should not be considered only a techno-
logical topic. The successful adoption of such technologies is determined by the
interaction between technological capabilities, organizational structures, and entre-
preneurial capabilities. This underscores the necessity of incorporating both tech-
nological opportunities and organizational challenges when implementing agentic
Al in the context of entrepreneurial marketing.

As aresult, agentic Al does support entrepreneurs in their marketing processes
with low effort. However, it is still their responsibility to define the goal and strate-
gy, as well as to evaluate the results. Furthermore, this technology consumes a high
volume of energy, which could lead to limited growth (Schmiedchen et al., 2026).

Moreover, if information processing is scalable and machines generate far more
social media posts, concerns arise as to whether humans will be able or willing to
read them or remain interested (Schmiedchen et al., 2026).

CONCLUSION

Data alone have no meaning. They become valuable when they are interpreted,
a process known as information. This information is processed by machines and
humans, leading to an information system. The design of the system influences or-
ganizational structure, which in turn influences the system.

Marketing has evolved from simple exchange processes into a systematized dis-
cipline centered on understanding and meeting market needs.

Agentic Al as a concept has gained in importance since 2024 due to the techno-
logical development of large language models. It encompasses tools and platforms
that are based on Al agents.

The term entrepreneurship can be defined as the competence to recognize
business opportunities and use them. With agentic Al, the potential of marketing
processes can be transformed through the reorganization of existing processes. If
done in an effective way, this leads to new growth opportunities. Based on the liter-
ature review, there are three main conclusions:

1. Firstly, entrepreneurial firms that use agentic Al for marketing purposes can
gain a competitive advantage in terms of strategic analysis, hyper-personalization,
customer experience, and automation.

2. Secondly, entrepreneurs require process knowledge, implementation skills,
and platform literacy in order to define relevant tasks, integrate systems, and evalu-
ate outcomes.

3. Thirdly, entrepreneurial culture plays a critical role, particularly with respect
to transparency, human oversight, and accountability in Al-driven decision-making
processes.

This article makes a contribution to a more profound understanding of the im-
pact of agentic Al on marketing-related information processes in entrepreneurship.

Overall, the results suggest that agentic Al transforms the management of mar-
keting-related information processes in entrepreneurship. To successfully imple-
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ment these technologies in entrepreneurship depends, on the one hand, on indi-
vidual skills and, on the other hand, on entrepreneurial competencies. In addition,
leadership and defined information processes are important, too.
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N3KYCTBEH MHTEAEKT HA BA3ATA HAATEHTH -
AKTYAAEH AHAAU3 HA BAMSIHUETO MY BbPXY
OPTAHU3UPAHETO U YIIPABAEHUETO HA ITPOLJECUTE,
CBBbP3AHU C MAPKETHMHTOBATA MHOOPMAILIVA
BIIPEAIIPUATHUATA

Pestome: B masu cmamus ce paseAexnoa 6AUSHUEMO HA A2eHMeH U3KYCIBEH UHMEAEKM
(M) supxy mapkemunzosume un$opmayuonHu npoyecu 6 npednpuemasecmsomo. Ts
npedocmass cmpyKmypupan, KOHYenmyaier npezaed Ha MexHOAOUHUME, 0p2aHy-
3AYUOHHUME U KYAMYPHUME USUCKBAHUS, HeobXodumu Ha npednpuemauume 3a edex-
mueromo usnorssare na azenmuus MH. H3caedsarnemo ce ocH08ABA HA U3HepnameeH
npezaed HA HAYHHAMA AUMEPAMYPA, BKAIOHBALY HAY4HU NYOAUKAYUL U nOOOPAHY U3-
mouHuyy om KoHcyamanmeku $upmu u uncmumyyuu. Caed kamo npedcmass 063op Ha
OCHOBUME HA UHPOPMAYUOHHUME NPOYECU, CMAMUIMA KOHYeNmyaiusupa 0CHosUme
Ha azenmnuus U 6 ynpassenuemo Ha uHPOpMayuoHHUme npoyecu u He2o8urme nocie-
Juyu 3a npednpuemanecmsomo. Oceer mMosa CMAMULMA CUHMESUPA CHUYECTNBYBALfU-
me U3CAe6aHUs OMHOCHO YNPABAEHUEMO HA UHPOPMAYUOHHUIME NPOLECU, CBBP3AHL C
mapkemunza, u 6v30deiicmeuemo na azenmuus MU evpxy npednpuemauecmsomo. Ha-
kpas, cmamusma o6ceuda 6v3deiicmeuemo Ha azenmuus MU evpxy mapkemunea.
Tasu cmamus donpuracs 3a no-3adeabouero pazbupare Ha mosa kax azenmuusm HH
MPaHCHOPMUPA UHPOPMAYUOHHUIME NPOYECH, CBBP3AHU C MAPKEMUH2A 8 npednpuema-
“ecKu KOHmexcm.

Karouosu dymu: undopmayuonnu npoyecu; npednpuema4ecrmeo; MapKemuHz08a uH-
popmayus; azenmen U3Kycmeer uHmMeAeKm
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