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[bookmark: _Toc159313747]Abstract
The investigation aim is to ascertain the impact of Artificial Intelligence (AI) on creative content production in digital marketing, with a specific focus on the film industry on popular social media platforms. The primary objective of this research is to gain a comprehensive understanding of the role of AI in digital marketing strategies in the film industry. The study specifically explores how AI technology can be utilized to enhance content creation and improve the overall marketing efforts of film companies. 
AI has become increasingly prevalent in the generation of creative content, offering considerable advantages in terms of speed, efficiency, and accuracy. It has been shown to significantly enhance the quality and innovation of content production. However, there are also legitimate concerns that the use of AI may lead to a reduction in the creativity and originality of content. By utilizing a mixed-methods approach that includes surveys and secondary research, this study aims to explore the effect of AI on the efficacy of social media marketing and business advertising strategies. 
The study's findings provide valuable insights into the role of AI in creative content production and its impact on the digital marketing industry on social media platforms. The research concludes that AI-generated creative content has the potential to revolutionize the way the film industry creates and promotes its content. However, it is important to consider the ethical implications of using AI in creative content production. This is particularly relevant in the context of the film industry where the authenticity and originality of creative content are crucial to its success.
The results of this research can help content creators, social media users and influencers, marketers, and other creators in the film industry to make informed decisions regarding the use of AI in content creation and advertising strategies. In addition, the research can assist in developing guidelines for the ethical use of AI in creative content production. 
The study provides a comprehensive analysis of the role of AI in digital marketing, with a particular emphasis on its potential to revolutionize the way the film industry creates and promotes its content. The results of this research have implications for the film industry and other industries that rely on digital marketing strategies to reach their target audiences.
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[bookmark: _Toc159313750]Chapter 1 - Introduction
With the rapid expansion of digital marketing within social media, the utilisation of artificial intelligence (AI) has become increasingly prevalent in the generation of creative content. The implementation of AI offers considerable advantages in terms of speed, efficiency, and accuracy, which can significantly enhance the quality and innovation of content production. However, there are legitimate concerns that the use of AI may lead to a reduction in the creativity and originality of content. 

This study aims to investigate these concerns and provide a comprehensive analysis of the impact of AI on creative content production in digital marketing, with a specific focus on the film industry on the popular social media platforms. Furthermore, this study will explore the effect of AI on the efficacy of social media marketing and business advertising strategies. 

The findings of this study will provide valuable insights into the role of AI in creative content production and its impact on the digital marketing industry on social media platforms. With the results of this research, industries and marketers can make informed decisions regarding the use of AI in content creation and advertising strategies.

To achieve this, a mixed-methods approach is used, which includes surveys and secondary research. The utilisation of both quantitative and qualitative data collection methods will provide a comprehensive understanding of the topic. In addition, a review of previous research on AI is conducted to provide a broader perspective on the field of digital marketing on social media.



0. [bookmark: _Toc159313751]Rationale
The primary objective of this research is to explore the potential influence AI-generated creative content in social media digital marketing advertising in the film industry, particularly in the context of creative content production, and to assess its impact on the quality and innovation of AI-generated creative content on social media in preparation to attract their target audience.
The continuous evolution of technology within the film industry has led to the widespread adoption of AI across multiple industries (Balakrishnan, Dahnil and Yi, 2014), including social media digital marketing and the use of deepfakes. However, despite its increasing popularity, the effects of AI on creative content production in digital marketing remain largely unknown. It is, therefore, the aim of this research to address this knowledge gap by examining the impact of AI on digital marketing and providing valuable insights into the potential benefits and drawbacks that come with its use.

0. [bookmark: _Toc159313752]Research Justification
The results of this research could be beneficial to content creators, social media users and influencers, marketers, and other creators in the film industry who are interested in leveraging AI to enhance their marketing efforts. Additionally, given the growing importance of digital marketing in today's business landscape, this research is timely and relevant. 
Aims and objectives are two terms that are often used interchangeably but they have a fundamental difference and will be utilised to demonstrate the influence of AI on digital marketing creation. 
0. [bookmark: _Toc159313753][bookmark: _Hlk149730111]Aims 
1. To develop a comprehensive understanding of AI in digital marketing strategies within the film industry
2. Examine the use of AI tools to enhance content creation compared to the human creative content production
3. Focus on the relevancy of the use of AI in relation to its use in advertising by the Film Industry, with its relevant effect on consumers

The primary objective of this research is to gain a profound and all-encompassing understanding of the impact of Artificial Intelligence on digital marketing strategies in the film industry. The study will specifically focus on exploring how AI technology can be utilized to enhance content creation and improve the overall marketing efforts of film companies. By investigating the various applications of AI in digital marketing, the research aims to identify the most effective AI-powered tools and techniques that can help the film industry to create more compelling and engaging advertising content that resonates with the target audience. In summary, this study seeks to provide a comprehensive analysis of the role of AI in digital marketing, with a particular emphasis on its potential to revolutionise the way the film industry creates and promotes its content.

0. [bookmark: _Toc159313754]Objectives
In the context of Film Industry advertising, it is important to consider the impact of AI on digital marketing. The use of mixed methodology methods can help to effectively understand this impact and provide accurate results. Furthermore, AI can be assimilated to enhance content creation by implementing marketing frameworks. By doing so, it is possible to improve digital marketing strategies within the Film Industry and create more effective advertising.

As companies increasingly pivot towards digital channels, it has become increasingly crucial to comprehensively grasp the role that Artificial Intelligence plays in the world of digital marketing. The adaption and incorporation of digital marketing on social media enables businesses to remain competitive and rapidly adapt to the constantly changing needs of their customers, who are increasingly expanding their use of social media. The utilisation of digital content creation and its efficacy within the realm of advertising, can be determined by significant factors, including the following objectives:
· To define and demonstrate how the impact of AI on Digital Marketing Strategies can be effective.
· To explore content analysis and data-driven content creation by using AI and its impact
· To assess the use of AI to enhance content creation through the implementation of the POEM marketing frameworks
· To apply the RACE Framework to analyse the Digital marketing strategies’ effectiveness in the UK Content creation industry

In order to achieve success in advertising, it is essential to focus on these essential elements. By ensuring that the advertisement is of high quality, innovative, has a significant impact on consumers, and is relevant to the target audience, advertisers can create a successful advertising campaign that will engage consumers and drive sales utilising Digital Marketing techniques.

The objectives are the foundation to establishing a wholistic approach and comprehension of this paper’s ideals and perspective on the utilisation of AI in the advertising within the film industry advertisement.

[bookmark: _Toc159313755]Chapter 2 - Literature Review
The literature review represents an integral component of this investigation, as it offers a comprehensive analysis of prior research pertaining to the use of AI in content production for social media digital marketing. The primary research will be systematically evaluated to ascertain whether AI has a discernible effect on social media digital marketing film industry advertisement. This analysis will be conducted in conjunction with secondary sources to gather data on the use of AI in content production, its impact on content quality and innovation, influence, relevancy and any concerns that may arise in relation to its use in content production for social media digital marketing.

The literature review will serve as the bedrock for this research, providing a detailed and exhaustive comprehension of the subject matter. It will identify gaps in knowledge and areas where further research is required. The analysis of both primary and secondary sources will provide a clear perspective on the impact of AI on content production for social media digital marketing in the film industry advertising. The findings will enable us to draw conclusions concerning the use of AI in content production and identify areas that require further study.

The digital creative content born from the utilisation of the growing technology of AI  where the use of AI is fundamentally unavoidable as evolutionary technology has become so ingrained that it has become rapidly integrated with various industries, improving modern content creation theories and methods. Creative digital content, a blend of modern information technology and cultural content, has evolved over time (Hsu and Liou, 2021).

According to the findings of research, although it mainly concentrates on the SEO, it does highlight the emergence of artificial intelligence has brought about a significant transformation in the marketing landscape and highlights the growing importance of incorporating AI-powered tools and strategies in efforts to remain competitive and relevant (Paradiso, 2016).

Conducted research highlighted the pressing need to embrace the growing reality of artificial intelligence and the importance to take proactive measures to leverage its full potential. This underscores the importance of recognising the transformative role of AI in multiple areas, where its impact is rapidly becoming more significant. As a result, it is imperative that organisations and individuals integrate AI into their operations and strategies, in order to remain competitive and relevant in the face of technological advances (van Esch and Stewart Black, 2021).


[bookmark: _Toc159313756]2.1	How can AI be effectively used to impact Digital Marketing Strategies?
The implementation of data collection and analysis can improve digital marketing strategy effectiveness, as the application of artificial intelligence technologies holds immense potential for revolutionizing the field of digital marketing. AI can be especially valuable is in the analysis of vast quantities of data to reveal valuable insights into consumer behaviour, allowing marketers deliver more targeted and personalised messaging to their intended audiences, thereby improving the effectiveness of marketing campaigns (Saura, 2023) 

There has been a considerable increase in investment towards social media and digital platforms due to the growth of digital marketing During the past decade. This shift has allowed businesses to target their campaigns more effectively, resulting in positive outcomes and often at a lower cost than traditional forms of media. As a result, it has become increasingly important for businesses to integrate digital marketing into their overall marketing strategy (Saura, 2023).

Programmatic Advertising denotes a marketing approach that entails embedding advertisements in various web pages. The core objective of this approach is to achieve impressions exclusively within a predetermined target audience. Such specificity ensures that ads only appear to a select group of individuals. An emerging strategy that has gained significant traction is Data Analysis, which involves extracting, measuring, and analysing vast troves of data to derive potential conclusions. This process has proven to be an effective tool for gaining insights into customer behaviour and preferences, which can then inform marketing and advertising decisions (Saura, 2023) 

Social Media Marketing involves strategies to increase impressions, website traffic and social media followers. It is an effective tool to enhance brand awareness, engagement, and customer loyalty. It requires leveraging social media platforms to promote products, build customer relationships and satisfaction. Effective Social Media Marketing can lead to long-term success in the digital world (Saura, 2023) 
The analytical aspect of artificial intelligence (AI) is characterised by its logical and intelligence-driven nature. It is an indispensable tool in decoding the behaviour of online customers, by analysing vast amounts of data gathered from past customer behaviour. Machine learning is currently employed to identify customer behaviour, evaluate the effectiveness of machine learning in digital marketing, and assess the ability of machines to handle various customer behaviours, choices, and emotions (Ullal et al., 2021).This in turn can inform the significant advantage of AI had in digital marketing automation of routine marketing tasks, such as email marketing and social media management, AI frees up valuable time and resources, allowing marketers to focus on more strategic initiatives. Additionally, the deployment of chatbots and virtual assistants can greatly enhance the customer experience by providing personalised support and assistance around the 

AI technology mimics human intelligence and includes semantic search, machine learning, and image/voice recognition. Marketers often promote the latest technologies and their applications (Nair and Gupta, 2021). Marketers frequently advertise the latest technologies and their uses. AI technologies, when applied in digital marketing, have the potential to furnish marketers with advanced tools to engage more efficiently with their target audiences and attain their business objectives.

The contrasting views and perspectives- Social media marketing 
The use of social media marketing in the film industry has seen an exponential rise over the past decade. With the advancement of AI, social media marketing has become a powerful tool for advertisers to reach out to their target audience. However, there are contrasting views and perspectives about the use of AI in social media marketing for film industry advertising.

According to a recent study, AI that was built based on algorithms that utilise keywords (Vuong et al., 2021). AI can help analyse social media data to identify target audience preferences and behaviours. This can help advertisers create targeted marketing campaigns that can improve the effectiveness of their advertising. On the other hand, some experts argue that the use of AI in social media marketing via influencers can lead to a decline in engagement levels stemming from their lack of knowledge (Sands et al., 2022).

Furthermore, the use of AI in social media marketing can also raise ethical concerns. Some critics argue that AI-powered advertising may lead to the creation of fake news, propaganda, and manipulation of public opinion. Therefore, it is essential to ensure that AI-powered social media marketing is used ethically and responsibly, as the surge in social media usage and the rise of AI-powered automated profiles exhibiting deviant behaviour have heightened cybersecurity concerns (Gera and Sinha, 2022).

In conclusion, the use of AI in social media marketing for film industry advertising has both advantages and disadvantages. While AI can improve the effectiveness of advertising by targeting the right audience, it can also lead to a lack of personalisation and raise ethical concerns. Therefore, it is crucial to use AI-powered social media marketing ethically and responsibly while ensuring that the advertising is personalised and engaging.

[bookmark: _Toc159313757]2.2	What is the impact of AI on digital marketing in terms of content analysis and data-driven content creation?

The impact of AI on digital marketing has been significant, particularly in terms of content analysis and data-driven content creation. AI tools and algorithms can analyse vast amounts of data and provide insights into audience preferences, behaviour, and engagement patterns. This information can be used to create more personalised content that resonates with specific target audiences (Haleem et al., 2022).

AI-powered content analysis can also help marketers to identify gaps in their content strategy and optimise their messaging for better results. By analysing customer feedback, search data, and other metrics, AI tools can help marketers identify the topics and formats that are most effective in engaging their audience.

Organisations can utilise AI to improve customer experience by providing tailored content and offers and excellent customer service to each consumer. Predictive marketing analytics is one method that firms use with AI, as it can reliably and adequately predict how performance will appear in the future, depending on a range of parameters. Understanding what individuals value most can help make more meaningful recommendations to them. However, most AI-based customisation solutions start from the top-down and are tailored to the individual rather than a whole group. The capacity to employ AI to forecast the success of marketing initiatives and better tailor user experiences is a vast technical trend that will continue for many years (Haleem et al., 2022).

The use of AI in digital marketing has enabled marketers to create more relevant and effective content that drives engagement and conversion rates. As AI technology continues to evolve, we can expect to see even more sophisticated tools and approaches that further enhance the impact of AI on digital marketing.

The contrasting views and perspectives- AI-Generated Content Creation 
It is worth noting that there are divergent views and perspectives regarding AI-generated content creation. While some regard it as a groundbreaking technology that has the capacity to expedite and simplify content creation, others are apprehensive about its impact on the creative process and the potential displacement of human writers. It is imperative to consider all aspects of this debate and carefully evaluate the benefits and drawbacks before arriving at a conclusion.
There is a growing interest and widespread knowledge regarding the impact of generative AI on the productivity and creative processes of content creators on online. Given the growing significance of video content in online consumer experiences, it is crucial to comprehend how generative AI will reshape online platforms and the creative industries at large. However, the use of AI-generated created content also raises concerns about its potential to perpetuate existing biases. If AI algorithms are not carefully designed and trained on diverse datasets, they may inadvertently replicate societal prejudices and reinforce stereotypes in the content they generate. Therefore, it is crucial to strike a balance between the creative potential of AI-generated creative content and ensuring that these technologies are developed and deployed with a keen awareness of their impact (Nikolaos Pellas, 2023).
The current state of research - Content creation in the film industry.
Recently there has been significant research on the topic of content creation in the film industry. This research has explored various aspects of the content creation process, including the use of technology and the impact of cultural factors.

The use of content creation in the Film industry is still evolving, while the visual and audio element of filmmaking have embrace the employment of AI content creation with CGI and the more recent Deepfakes, but it is definitely more ridged withing the realm of the writers, where defined limitations in Hollywood have been established (Writers Guild of America, 2023), Whereas the use of AI-generated content has been accepted more within the visual and sound genre of the filmmaking process. This can also apply to its employment in marketing, including advertising.

In 1984, James Cameron, the Oscar-winning director and writer from Hollywood, issued a warning about the potential risks of advancements in artificial intelligence. (CTVNews, 2023) Although his film The Terminator may be a hyperbolic view on the utilisation of AI, today, he concurs with experts in the AI field that such progress poses a significant threat to humanity.
The writing element is one which is more at war with the utilisation of AI for content creation. Content creation in the film industry is a complex process that involves both human creativity and technological tools. By understanding the impact of cultural factors and leveraging the power of AI, filmmakers can create compelling and engaging content that resonates with audiences. 


What is the current state of research of advertising content creation in the UK film industry?
Recently there has been significant research on the topic of content creation in the film industry. This research has explored various aspects of the content creation process, including the use of technology and the impact of cultural factors.

The use of artificial intelligence in content creation for the film industry. AI can be used to generate storylines and characters, but that human creativity is still essential in the final product. The use of AI to generate compelling visual imagery using CGI and the more recent Deepfakes in themselves revolutionised the industry enabling new ways of producing and editing the audio and visual content in advertising. These new and established technologies continue to revolutionise the production and editing of audio and visual content for advertising. Innovative tools are now available that enable advertisers to automate extreme modifications to ads, including altering a model's skin tone, age, or gender, or even replacing their entire body or voice and have the potential to bring about dramatic changes in the conception, production, editing, and targeting of advertisements. (Campbell et al., 2022)

The UK film industry has shifted the way it creates advertising and content in recent years. To maintain competitiveness and growth, the UK government plans to invest £150m in research labs across the country. These labs will use AI and advanced technology to develop special effects techniques for the film and TV production industry, ensuring innovative and immersive visual experiences for audiences. This investment is expected to play a pivotal role in the industry's future, enabling the UK film industry to remain at the forefront of global film production and cement its reputation as a world-class provider of cinematic entertainment. (Sweney and Sherwood, 2023)

As part of its efforts to bolster the creative economy, the UK government has announced a new scheme that seeks to leverage the country's reputation for producing world-class high-tech entertainment franchises such as Star Wars and Harry Potter. The scheme is aimed at further enhancing the UK's already formidable creative capabilities, which are vital to the country's economy and global standing. (Sweney and Sherwood, 2023). UK film studios are known for using more emotional creative content in their films and the use if the investment will allow the use of AI to create a more compelling creative content that evokes emotions such as nostalgia, happiness, and excitement. This can be transported into its marketing and advertising more effectively in capturing the audience's attention and creating a lasting impression.
[bookmark: _Toc159313758]2.3	How can the use of AI enhance content creation through the implementation of marketing frameworks?
AI-enhanced content creation using frameworks has become a popular approach in the advertising industry, as is at a crossroads of new opportunities and challenges. (Gao et al., 2023). AI-powered tools are now capable of generating high-quality content, including articles, social media posts, and product descriptions, in a fraction of the time it would take a human writer.
Targeting, Personalisation, Content Creation, and Ad Optimisation. By delving deep into these areas, we uncover the potential of AI in revolutionising the advertising sector. This marketing frameworks allows for content creation on the social media platforms and can aid in the generating human-like text, and has been used by various businesses, including Film Industry, however, some experts have raised concerns about the quality of the content generated by GPT-3, as it can sometimes produce biased or inaccurate information, although ChatGPT has significant potential to transform marketing and shape its future if certain ethical considerations. 
A content marketing company recently conducted an experiment applying ChatGPT to create promotional Twitter posts advertising. It revealed the potential of ChatGPT in transforming marketing and shaping its future. However, ethical considerations must be taken into account. ChatGPT, an AI-powered tool, has been found to generate erroneous, incomplete, misleading, biased, and detrimental information, instructions, or content, in addition to producing counterfeit outputs. As such, caution must be exercised when utilising the tool to ensure that its outputs are genuine and reliable. Overall, while ChatGPT has the potential to revolutionise marketing, its limitations must be taken into account when using it for promotional purposes (Gao et al., 2023).

Despite some concerns, the adoption of AI frameworks for content creation is anticipated to continue to expand in the future. This is due to the manifold benefits that AI can offer to the content creation process, such as enhanced efficiency, reduced costs, and increased consistency. From a technical perspective, the implementation of frameworks, the promotion of machine-readable formats, and a focus on the development of click dummies and user stories/journeys are deemed essential for achieving added value. (Blümmel et al., 2024)

· The contrasting views and perspectives- Content Creation 
AI-enhanced content creation is a rapidly growing field that has attracted lots of attention from both experts and non-experts. While some people see the benefits of AI-enhanced content creation, others have reservations about its impact on the quality and authenticity of content. In this section, we will examine the contrasting views and perspectives of AI-enhanced content creation.
AI-powered content creation can aid companies in producing top-quality and relevant content more quickly and efficiently. This is especially noticeable in the film industry, which is characterised by creativity, technicality, and constant evolution. Filmmaking is not just an art, but also a technical discipline that integrates literature, visual arts, music, and technology. It is an interdisciplinary field where creativity, technical skills, and adaptability are of utmost importance. The world is currently undergoing a unique technological revolution, which is driving the filmmaking industry's dynamism and continuous evolution. The rise of digital media, technological innovations and ever-changing audience preferences have presented new challenges and opportunities in the field of filmmaking. (Yang et al., 2023)
However, there are concerned that the use of AI in content creation could lead to a decline in the quality of content, as AI-generated content may lack the creativity and originality of human-generated content. Chatgbt has the capacity to create a film script in seconds, although the AI-generated content is often repetitive and lacks the nuance and subtlety that human writers bring to the table, and the WGA sought to impose limitations for it and other AI-driven content creation. (Scheiber and Koblin, 2023)

One of the challenges with AI-powered content creation is the potential for bias. As society becomes increasingly aware of how AI functions and the possibility of bias, organisations have uncovered numerous high-profile instances of bias in AI across a wide range of applications. This is because AI algorithms can be biased based on the data they are trained on. Consequently, AI-generated content may unintentionally reflect the biases of the data used to train the algorithm. This could have significant consequences, particularly in fields such as advertising and journalism, where accuracy and impartiality are paramount. It is worth noting that biases in search engine ad algorithms can further perpetuate gender bias in job roles. A study conducted by Carnegie Mellon University in Pittsburgh found that Google's online advertising system displayed high-paying positions to males more frequently than females. (IBM, 2023)

Despite the potential drawbacks, AI-enhanced content creation is likely to continue to grow in popularity. As AI technology continues to improve, it is likely that we will see more sophisticated and nuanced content generated by AI algorithms.

· The current state of research - Content creation in the film industry.
Recently there has been significant research on the topic of content creation in the film industry. This research has explored various aspects of the content creation process, including the use of technology and the impact of cultural factors.

The use of content creation in the Film industry is still evolving, while the visual and audio element of filmmaking have embrace the employment of AI content creation with CGI and the more recent Deepfakes, but it is definitely more ridged withing the realm of the writers, where defined limitations in Hollywood have been established (Writers Guild of America, 2023), Whereas the use of AI-generated content has been accepted more within the visual and sound genre of the filmmaking process. This can also apply to its employment in marketing, including advertising.

In 1984, James Cameron, the Oscar-winning director and writer from Hollywood, issued a warning about the potential risks of advancements in artificial intelligence. (CTVNews, 2023) Although his film The Terminator may be a hyperbolic view on the utilisation of AI, today, he concurs with experts in the AI field that such progress poses a significant threat to humanity.
The writing element is one which is more at war with the utilisation of AI for content creation. Content creation in the film industry is a complex process that involves both human creativity and technological tools. By understanding the impact of cultural factors and leveraging the power of AI, filmmakers can create compelling and engaging content that resonates with audiences. 


What is the current state of research of advertising content creation in the UK film industry?
Recently there has been significant research on the topic of content creation in the film industry. This research has explored various aspects of the content creation process, including the use of technology and the impact of cultural factors.

The use of artificial intelligence in content creation for the film industry. AI can be used to generate storylines and characters, but that human creativity is still essential in the final product. The use of AI to generate compelling visual imagery using CGI and the more recent Deepfakes in themselves revolutionised the industry enabling new ways of producing and editing the audio and visual content in advertising. These new and established technologies continue to revolutionise the production and editing of audio and visual content for advertising. Innovative tools are now available that enable advertisers to automate extreme modifications to ads, including altering a model's skin tone, age, or gender, or even replacing their entire body or voice and have the potential to bring about dramatic changes in the conception, production, editing, and targeting of advertisements. (Campbell et al., 2022)

The UK film industry has shifted the way it creates advertising and content in recent years. To maintain competitiveness and growth, the UK government plans to invest £150m in research labs across the country. These labs will use AI and advanced technology to develop special effects techniques for the film and TV production industry, ensuring innovative and immersive visual experiences for audiences. This investment is expected to play a pivotal role in the industry's future, enabling the UK film industry to remain at the forefront of global film production and cement its reputation as a world-class provider of cinematic entertainment. (Sweney and Sherwood, 2023)

As part of its efforts to bolster the creative economy, the UK government has announced a new scheme that seeks to leverage the country's reputation for producing world-class high-tech entertainment franchises such as Star Wars and Harry Potter. The scheme is aimed at further enhancing the UK's already formidable creative capabilities, which are vital to the country's economy and global standing. (Sweney and Sherwood, 2023). UK film studios are known for using more emotional creative content in their films and the use if the investment will allow the use of AI to create a more compelling creative content that evokes emotions such as nostalgia, happiness, and excitement. This can be transported into its marketing and advertising more effectively in capturing the audience's attention and creating a lasting impression.
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Paid
The Film Industry invests heavily in video advertising on terrestrial TV and streaming platforms, as well as on newspaper ads and traditional posters in-store and on billboards. Its social media presence is often regarded as a cost-effective advertising channel, except when it pays influencers and reviewers to produce content that generates excitement for their offerings. (Chaffey, 2019)
Owned
When you communicate using a digital channel you create and control and don’t have to pay for. Promotions that are delivered on paid and earned media can also be delivered for low-cost to prospects and customers. 
Owned digital media include,  film companies:
· website
· social network pages
· Email marketing or e-newsletter
In order to develop a comprehensive digital media plan, it is recommended to leverage content marketing to foster audience engagement across various platforms and cultivate repeat visitors and followers. Owned media should also be considered when forecasting annual digital marketing plans alongside paid and earned media to estimate website traffic, leads, and sales. The film industry can make use of its diverse owned platforms, both online and offline, such as e-commerce websites, social media, and retail stores, and integrate them through advertising campaigns to increase online traffic and drive customer engagement, resulting in an uptick in customer purchases. (Chaffey, 2019)
The film industry has become increasingly reliant on influencer marketing to generate custom through targeted audiences. Utilising social media platforms and affiliate marketing programmes, brands aim to increase awareness and promote their products through influencers' content. However, it is important to note that a poor customer service experience at any point in the customer journey can negatively affect the advocacy from satisfied customers, potentially damaging the brand's reputation.
Earned
Earned media can be seen as a result of various partnerships, such as publishers, bloggers, and other influencers, including customer advocates. These conversations can occur both online and offline, taking the form of reviews, recommendations, and word-of-mouth marketing. As such, brands must ensure that they provide a satisfactory customer experience to encourage advocacy and positive earned media. By doing so, they can cultivate a loyal customer base and generate organic growth through customer referrals. (Chaffey, 2019)
Media
In the realm of online communications, there exist a variety of techniques that utilise paid, owned, and earned media in order to achieve various goals. These may include:
· Raising brand awareness
· Promoting familiarity with a particular product or service
· Creating a favourable impression of the brand 
Ultimately, the Film Industry can utilise influencing prospective customers towards making a purchase either online or offline via more traditional media channels such as over the phone or in-store. (Chaffey, 2019)

To achieve these goals, the Film Industry can employ the six main channels actively used in digital marketing strategies are:
· Search engine marketing
· Social media marketing
· Email marketing
· Display advertising
· Public relations
· Partner marketing.

[bookmark: _Toc159313759] 2.4	How can we apply the RACE Framework to analyse the effectiveness of digital   marketing strategies in the film industry content creation?
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The RACE Framework, which stands for Reach, Act, Convert, Engage, is a useful framework for analysing the effectiveness of digital media strategies in the film industry.
The RACE marketing planning model is designed to offer companies a straightforward framework for developing a digital marketing or omnichannel communications plan that effectively engages online audiences and drives conversions to either online or offline sales. It follows the traditional marketing funnel approach, with the primary objective being to reach the target audience. The diagram illustrates the different goals that must be met along the way. (Chaffey, 2019)

Reach 
The term "Reach" refers to the process of maximizing the number of interactions with potential customers over a period of time by using various forms of media such as paid, owned, and earned media touchpoints. In order to achieve the desired cut-through effect, it is essential to employ inbound marketing techniques such as search, social media, content marketing, and customer-agreed email marketing. (Chaffey, 2019), so the use of social media platforms such as Facebook, Twitter, Instagram, and YouTube can be highly effective for promoting films. Social media has become a crucial marketing tool to target the younger generation of consumers. It indicates that the cyber world plays an important role in modern marketing, enabling marketers to reach customers faster and more efficiently. Digital marketing through social media can have a significant impact on the performance of films. With a well-crafted social media strategy, filmmakers can effectively reach a wider audience and generate much-anticipated hype around their films.
Act (short for interact)
For the Act stage, creating engaging, shareable, and interactive content can help encourage potential viewers to take action and watch the film. The Act stage is separate from conversion since encouraging interactions on websites and in social media is challenging given today's crowded and fragmented media landscape. For most businesses, the primary aim of Act is to generate online leads that can then be nurtured on the path to purchase. An example of this is the purchase of cinema tickets through online platforms (Chaffey, 2019), therefore, developing interactive experiences such as virtual reality experiences and creating trailers and behind-the-scenes footage can encourage viewers to take action and watch the film. 
Convert
In terms of Convert, making it as easy as possible for potential viewers to purchase tickets or rent the film is essential. Using online ticketing platforms such as Fandango or Atom Tickets can make it simple for viewers to buy tickets directly from the filmmaker's website or social media channels. This can help increase conversions and drive more revenue for the filmmaker. This can be enabled through social media marketing to entice customers to purchase reduced tickets by utilising advertised price-reducing vouchers online. (Chaffey, 2019)


Engage
Engage is a strategy that focuses on building long-term relationships with customers to increase their loyalty and encourage repeat purchases. This is achieved by using various communication channels such as your website, social media, email, and direct interactions to establish and maintain consistent contact with customers. The success of this strategy can be measured by the frequency of repeat sales and the level of engagement with your content on social media (Chaffey, 2019). Film companies can create a community around the film, which can help generate long-term engagement and loyalty. Hosting events, creating fan clubs, and engaging with viewers on social media can create a sense of community and encourage viewers to become advocates for the filmmaker's films. Therefore, it is essential to create a sense of community and encourage viewers to become advocates for the film and help generate buzz for future projects.
The RACE Framework can also be utilised with effectiveness when considering the Film Industry advertising content creation. When analysing the efficacy of advertising content creation in the film industry is supported by several academic sources. For example, in their study on digital marketing strategies, Chaffey and Ellis-Chadwick (2019) argue that the RACE Framework provides a structured approach to evaluating the effectiveness of digital marketing campaigns. Similarly, in their research on social media marketing, Alalwan et al. (2017) suggest that the RACE Framework can be an effective tool for evaluating social media marketing strategies by providing a clear and comprehensive assessment of key metrics at each stage of the customer journey.
It is crucial for businesses to keep track of the reach, act, conversion, and engagement metrics when advertising on social media. This is also supported by experts in the industry. For example, Sprout Social's report (2023) suggests that monitoring metrics like views, shares, and impressions can help businesses measure the effectiveness of their social media content and identify areas for improvement. Similarly, a report by Hootsuite (2023) recommends assessing engagement metrics such as likes, comments, and shares to determine the level of engagement with the content and the effectiveness of the call-to-action.


[bookmark: _Toc159313760]2.5	Literature Gap
A literature gap, or research gap, is an area that hasn't been studied much or needs more research. It's a question or problem that hasn't been solved by previous studies. Finding these gaps is important when doing research that adds new knowledge. There are different types of gaps, like theoretical, empirical, methodological, and contextual gaps. Identifying these can lead to new theories or research studies (Hassan, 2023).

The study of Artificial Intelligence's influence on creative content production in the digital market has become increasingly important in recent years. However, a significant gap in research exists regarding the generation of text and both 2D and 3D images using AI exclusively. Despite the growing interest in AI-generated creative content, there is a noticeable lack of comprehensive research on the subject.

It is essential to create visually appealing content that instantly captures the customers' attention and compelling writing that both enthral and entice its audience, as it is a critical aspect of digital marketing. With AI-generated images, it is possible to develop captivating writing, but it does depend on the AI’s understanding of the commands that it is given and the data previously stored to create gripping text and unique, eye-catching visuals that stand out from the competition. However, to ensure that these images effectively communicate the intended message, they must be carefully crafted and tested.

By exploring areas that lack comprehensive research, such as the generation of 2D and 3D images exclusively through AI, we can gain a more profound understanding of the impact of AI on creative content production in the digital market. This knowledge can help businesses create more effective marketing strategies that resonate with their target audience and drive sales.
[bookmark: _Hlk134017019]


[bookmark: _Toc159313761]Chapter 3 - Research Methodology
[bookmark: _Toc159313762]3.1	Introduction	
Research methodology refers to the systematic and structured approach used to conduct a study. It outlines how a researcher plans to carry out their research to ensure valid and reliable results that address the research aims, objectives, and research questions. (Indeed, 2023)
Specifically, it involves decisions on:
· What type of data to collect 
· qualitative or quantitative data
· Who to collect it from  
· the sampling strategy
· How to collect it 
· the data collection method
· How to analyse it 
· the data analysis methods
A good research methodology chapter or section in any formal piece of academic research, such as dissertation, thesis, or journal article, explains not just what methodological choices were made, but also why they were made. In other words, it should justify the design choices by showing that the chosen methods and techniques are the best fit for the research aims, objectives, and research questions. 
There are three types of research methodologies
· Quantitative
· Qualitative
· Mixed-method
These can be chosen based on the research objectives. Having a good research methodology in place has several advantages, such as helping other researchers who may want to replicate your research, providing a framework and guidelines for researchers to clearly define research questions, hypotheses, and objectives, and ensuring that the findings are valid and reliable and free from biases and errors.

[bookmark: _Toc159313763]3.2	Research design 
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(Source created by learner, 2024)

The layers of the Research Onion method are:
1. Research philosophy - This layer represents the researcher's worldview and approach to research. It includes the researcher's beliefs about the nature of knowledge, reality, and the role of the researcher in the research process.

2. Research approach - This layer represents the researcher's overall strategy for conducting research. It includes the researcher's choice of research methods, data collection techniques, and data analysis methods.

3. Research strategy - This layer represents the specific steps the researcher will take to conduct the research. It includes the research design, sampling strategy, and data collection methods.

4. Time horizon - This layer represents the time frame of the research. It includes the researcher's choice of cross-sectional or longitudinal research.

5. Data collection methods - This layer represents the methods used to collect data. It includes both primary and secondary data collection methods.

6. Data analysis methods - This layer represents the methods used to analyse the data. It includes both qualitative and quantitative data analysis methods.

7. Research ethics - This layer represents the ethical considerations of the research. It includes the researcher's responsibility to ensure that the research is conducted in an ethical manner, and that the rights of participants are protected (Dissanayake, 2023). 
The research methodology used in this dissertation was the layered approach of the Onion Research method. This method involves the gradual peeling of layers, beginning with the outermost layer of general research questions, followed by more specific research questions, and finally reaching the core of the research question. The outermost layer focused on investigating the impact of AI on digital marketing, while the subsequent layers delved deeper into the effect on creative content production within the film industry advertising. 
This method allowed for a comprehensive exploration of the research topic, as each layer built upon the previous one to ultimately answer the core research question. By using the Onion Research method, this dissertation was able to provide a detailed and nuanced analysis of the impact of AI on digital marketing within the film industry advertising context.
3.3 [bookmark: _Toc159313764]Conceptional Framework
The employment of a conceptual framework is utilised in the creation of a survey to ascertain the data primarily in a sample, which denotes findings that can be expanded to represent a demographic, which can then be analysed to determine if the criteria based on the research goals have been met or not (Swaen and George, 2022).
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[bookmark: _Toc159313765]3.4	Research Strategy
A research strategy is a systematic plan that guides a researcher through the stages of a study. It includes the overall research design, the sampling method, data collection and analysis methods, and the timeline for the study. The strategy should be designed to address the research question in the most efficient and effective way, considering the resources available.
The research strategy that was employed, incorporated the identified specific layers of the onion layer methodology, a diverse sample group incorporating 4 demographic areas, survey data collection, analysis of the received information within a specified timeframe that was conducive to the completion of the research.

[bookmark: _Toc159313766]3.5	Type of Investigation
Type of Investigation refers to the specific methods or techniques used to gather data in a study. These can vary widely depending on the field and the research question. For example, a fair test is a controlled experiment where only one variable is changed at a time. Identifying and classifying involves sorting objects or phenomena into categories based on their characteristics. Modelling involves creating a representation of a system or process, often using mathematical equations. Pattern seeking involves looking for trends or patterns in data. Researching involves gathering information from existing sources (Bhandari, 2022).	
The survey incorporates a mixed method style utilising both qualitative and quantitative questioning through 24 questions including 4 specifically designed as non-identifiable demographic information. The remaining questions concentrated on the respondents knowledge, employment and understanding of social media and the use of AI-generated creative content displayed in the advertisements posted by the film industry.
[bookmark: _Toc159313767]3.6	Choices	
In the context of research, choices refer to the decisions made about the type of research to be conducted. This could be qualitative research, which focuses on understanding subjective experiences and interpretations; quantitative research, which focuses on gathering numerical data and statistical analysis; or mixed methods research, which combines elements of both qualitative and quantitative research. The choice of research type depends on the research question, the available resources, and the researcher’s expertise and preferences.
A mixed method approach was applied as it represented the most preferred use of obtaining the required information need in order to gain the information to state whether the hypothesis  detailing the impact of AI on creative content production within the film industry advertising taking into account the availability of the required resources. 
[bookmark: _Toc159313768]3.7	Time Horizon
The time horizon of a study refers to the period over which data is collected. A cross-sectional study collects data at a single point in time and provides a snapshot of the phenomena being studied. A longitudinal study, on the other hand, collects data over a period of time, allowing the researcher to observe changes and trends (Philips, Claxton and Palmer, 2008). The choice of time horizon depends on the research question and the nature of the phenomena being studied.
A Cross-sectional study was conducted due to the limited time constraints place on the research to obtain the required data for analysis and interpretation. 
[bookmark: _Toc159313769]3.8	Sample type
Survey sample type refers to the method used to select participants or respondents for a survey. There are different types of survey samples, including probability and non-probability sampling. Probability sampling involves selecting participants randomly from a population, which ensures that each member of the population has an equal chance of being selected. Non-probability sampling, on the other hand, involves selecting participants based on subjective criteria, such as convenience or availability. The sample type used in a survey can affect the accuracy and generalizability of the results obtained.
The research sample for this study will comprise 50 participants selected from the researcher's friends, family, and fellow students. The sample will be non-probability, given that it is based on convenience sampling and may not be representative of the larger population. Nonetheless, the selected participants will be diverse to enhance the validity of the findings. The demographic characteristics of the sample will include age 18 years and above, gender, employment status, and annual income.

[bookmark: _Toc159313770]3.9	Sample size
The sample size in academic research is of paramount importance as it directly impacts the reliability and validity of the study (Andrade, 2020).
1. Statistical Accuracy: A larger sample size generally leads to more accurate statistical estimates. This is because a larger sample is more likely to represent the diversity and variability in the population.
2. Precision of Estimates: The precision of a survey can also be increased with a larger sample size. A larger sample size can potentially enhance the precision of estimates, leading to a narrower margin of error.
3. Generalisability: The generalisability of the results regarding the larger population is another favourable result of bigger sample sizes. If the sample is representative, the findings can be generalised to the larger population.
4. Confidence in Results: A larger sample size can increase the confidence level of the study. This means that the probability that the study results apply to the larger population is higher.
5. Ethical Considerations: In research, it’s important to have a sample size that is not too large or too small. An overly large sample could inconvenience more participants than necessary, while a small sample could result in inconclusive results (Andrade, 2020).
However, it’s important to note that determining the appropriate sample size is a complex process that involves considering the research question, the variability in the population, the desired precision of the results, and the available resources.
This research will utilise a sample size of 50 participants, encompassing a wide spectrum of diversity across four demographic groups. While this approach ensures a broad representation, it may introduce potential errors in the final findings, although these would be accurate within the respondent sample groupings. Despite these limitations, the results derived could be instrumental in shaping social media marketing strategies. Specifically, they could influence the focus of the film industry when developing AI-generated creative content for their social media advertisements. This, in turn, could enhance public engagement and influence, thereby altering the landscape of social media advertising in the film industry.

[bookmark: _Toc159313771]3.10	Sampling method
The employment of Simple Random Sampling Method-Survey, is a crucial aspect that will be employed as it allows the drawing upon the inferences about the larger population from a smaller, more manageable sample (Baran and Jones, 2016). Therefore, the sample selection process must be conducted with utmost care, to ensure that the sample is indeed representative of the larger population. Additionally, the sample size must be large enough to yield statistically significant results, while at the same time, small enough to be manageable.

By selecting a representative sample of 50 or more, reliable and meaningful results can be obtained that can be extrapolated to the larger population, ensuring that the sample selection process is conducted with the utmost care and attention to detail while it is essentially undertaken.
1. Sample size 50 
1. Sample type survey questionnaire
1. Sample method online access/data result recording 

3.11 [bookmark: _Toc159313772]Mixed Method Qualitative and Quantitative
The research will adopt a mixed-methods approach to comprehensively investigate the dynamics of social media digital marketing. The information collected will be based around both qualitative and quantitative data collection utilising an analysis of recent, relative research of existing literature to identify the prevailing trends, practices, challenges, and opportunities in the field that affect the consumers reaction to the use of AI in the film industry’s advertising on social media. Furthermore, the research will gather quantitative data from a diverse selection of social media users to obtain a deeper understanding of their preferences, behaviours, attitudes, and perceptions regarding the use of digital marketing employed by the film industry. By integrating both qualitative and quantitative methods, this study endeavours to provide a nuanced and comprehensive analysis of social media digital marketing, which can inform the development of effective marketing strategies on the social media platforms (Baran and Jones, 2016).

[bookmark: _Toc159313773]3.12	Data collection method
There are differing types of surveys which can be access in person, on paper and digitally. The favoured software to produce the survey are Google Forms and Microsoft Forms. The preferred avenue to carry out the survey is digital, via a direct.  The demographic will be ranging from 18 years Types of Surveys, across a varied employment and income levels and genders.
· Cross-Sectional Surveys: These surveys collect data from a sample at a specific point in time, providing a snapshot of the population being studied.
· Longitudinal Surveys: These surveys collect data over a period of time to track changes or trends. They include trend surveys, panel surveys, and cohort surveys.
· Exploratory Surveys: These surveys are used when there are few or no earlier studies to refer to. The aim is to explore a new topic or idea.
· Descriptive Surveys: These surveys are used to describe characteristics of a large population, such as age, income, and education level.
· Causal Surveys: These surveys are used to investigate cause and effect relationships by changing variables. A causal survey is usually the final step in a series of surveys.

Deployment Methods
Surveys can be conducted online, via telephone, face-to-face, through mail, email, or on social media platforms. Each method has its own advantages and disadvantages, and the choice depends on factors such as the target population, the nature of the data being collected, and the available resources. (Hassan, 2022) 
The survey was conducted digitally via a direct link using Google Forms, as it is user-friendly and accessible through electronic devices. The survey was distributed through email and text messages to ensure maximum reach. To maintain ethical considerations, only adults were included in the survey, and no identifiable information was requested. The survey included four demographic questions pertaining to age, gender, employment status, and annual income.

[bookmark: _Toc159313774]3.13	Ethical considerations
Key ethical considerations for the proposed research that were contemplated when creating the survey in consideration of the participants are:
· Fairness in Selection 
· Avoid bias in participant selection.
· Representativeness
· Ensure the sample is representative of the larger population.
· Informed Consent
· Participants should voluntarily agree to participate.
· Privacy and Confidentiality
· Respect participants’ privacy and keep their data confidential.
· Risk of Harm
· Avoid exposing participants to any harm.
· Benefit-Risk Ratio
· The benefits of the research should outweigh any risks.
· University Ethical Review Board Approval
· Obtain approval from an ethical review board. (Bell, Bryman and Harley, 2019)

The research in question poses no apparent ethical concerns, as the data collected will remain anonymous. However, to gather more precise information on consumer preferences, it was considered to request a larger sample size, but constraints were paramount in the final decision to obtain the necessary information. It is important to note that the gathered information will not be displayed or published in its entirety. The aim is, and was, to publish only the results to gain a better understanding of the target audience.

	
[bookmark: _Toc159313775]3.14	Research limitations and Accessibility issues

Research limitations may be due to bias in multiple areas of research, which is highlighted by the sample size of 50, as it may not be representative of the larger population. This could limit the study’s statistical power and increase the margin of error (Bhandari, 2020). 

Sampling Bias: If the sample isn’t diverse, the results may be skewed. For instance, if tech-savvy individuals or those with higher income are more likely to respond, the results may not accurately reflect the broader population.

Self-Selection Bias: This occurs when individuals with stronger opinions or interest in the topic are more likely to participate, potentially skewing the results.

Response Bias: The phrasing and order of questions can influence responses. Additionally, respondents may not fully understand the questions or may not answer truthfully, particularly for sensitive topics like income and employment.

Limited Demographics: The survey focuses on age, gender, income, and employment. However, other demographic factors like education level, location, or cultural background could also influence the knowledge and use of AI-generated content.

Technology Limitations: Not all respondents may be comfortable with using Google Surveys or have reliable internet access. This could exclude certain demographics and introduce bias.

Understanding of AI: People’s understanding of “AI-generated creative content” can vary widely, which might affect how they respond to the survey. This could impact the results.


[bookmark: _Toc159313776]Chapter 4: Data analysis and discussion
[bookmark: _Toc159313777]4.1 	Introduction	
This analysis of a survey conducted with a sample size of 50 participants and 24 quantitative and qualitative questions, focusing on AI-generated content in social media advertisements in the film industry. The survey  was aimed to understand the perception and impact of AI-generated content on the audience’s engagement and interaction with film promotions on various social media platforms. The participants represent a diverse demographic, providing a broad perspective on the topic. The analysis will delve into the participants’ preferences, their frequency of social media usage, and their views on AI-generated content in film advertising. The insights derived from this survey will shed light on the effectiveness of AI in social media advertising within the film industry and offer guidance for future strategies. Please note that the results are based on a limited sample size and may not fully represent the wider population. The following sections will detail the survey findings and their implications.

[bookmark: _Toc159313778]4.3 	Data analysis plan
A Data Analysis Plan (DAP) serves as a comprehensive guide that delineates the approach to organising and analysing research data. It is formulated subsequent to the research protocol and prior to the initiation of any statistical analysis. The DAP plays a pivotal role in transforming broad research questions into actionable steps and testable hypotheses. 

The DAP typically encompasses the following components:
Research Objectives and Hypotheses
These should be articulated clearly and adhere to the SMART criteria, i.e., they should be Specific, Measurable, Attainable, Realistic, and Time-bound.
Dataset 
A detailed description of the dataset to be utilised for statistical analysis is required, including information on how to access it, the measures taken for quality control, and the software in which it is stored.
Inclusion and Exclusion Criteria 
The criteria listed below determine which aspects of the dataset will be used for data analysis and guide the selection of variables included in the primary analysis. The key demographics that will be analysed alongside questions 5-24 are age and gender. These are important demographics that will be focused on throughout the analysis process, due to their strong links to the social media and film industry targeted audience and users.
Variables 
Every variable collected in the study should be explicitly stated. They should be categorised based on the level of measurement or the role the variable assumes in the study.
Statistical Software 
The software designated for data analysis should be specified, inclusive of the version number, year of release, and author or manufacturer.

The DAP is instrumental in ensuring research integrity and quality as it safeguards against data-driven results and enables the reproduction of analyses. It is noteworthy that an effective DAP should exhibit flexibility to accommodate alterations that may transpire during the research process.


[bookmark: _Toc159313779]4.4 	Survey analysis

Question 1- Age demographic data
	Age
	Number of Participants

	18 - 29
	16

	50 +
	16

	30 - 39
	11

	40 - 49
	7

	Grand Total
	50



This demographic data provides a broad age range, which can enhance the survey results' representativeness. However, the uneven distribution of participants across the age groups may introduce bias to the results. For instance, the views of the 40-49 age group may be underrepresented due to their smaller sample size. Therefore, it is crucial to consider this factor when interpreting the survey results to avoid drawing inaccurate conclusions.

Question 2- Gender demographic data
	Gender
	Number of Participants

	Female
	30

	Male
	19

	Transgender 
	1

	Grand Total
	50



This survey includes participants from three gender categories: Female, Male, and Transgender. The majority of participants are Female (30), followed by Male (19), and there is 1 Transgender participant.

The demographic data collected in the survey reflects the views of three different genders, which ensures that the survey results represent diverse gender perspectives. However, the number of participants in each group is not equal. Only 2% of the participants identified as transgender, 60% identified as female and 38% identified as contributors. As a result, it is possible that the views of the transgender group may be underrepresented due to their smaller number. It is important to keep this in mind when interpreting the survey results.
Question 3- Employment demographic data
		What is your employment status?
	Number of participants


	Employed
	33

	Unemployed
	9

	Student
	5

	Retirement 
	1

	Apprenticeship 
	1

	Retired
	1

	Grand Total
	50






The majority of the survey participants at 66% are employed, with 4% that are retired and 2% is an apprentice.  This data provides a snapshot of the employment demographic of the survey participants. It shows that a significant majority of the participants are employed. However, it’s important to note that the sample size is relatively small (50 participants), so these results may not be representative of a larger population.

Question 4- Annual income demographic data
	Annual Income
	Number pf participants


	Up to £9,999
	13

	£10,000 - 19,999
	8

	£20,000 -  £29,999
	8

	£30,000 -  £39,999
	6

	£40,000 - £49,999
	6

	£50,000+

	9

	Grand Total
	50



The table you provided shows the annual income distribution of 50 participants from a survey. Here's a breakdown: 

Up to £9,999: The majority of the participants, 26% (13 out of 50), earn up to £9,999 annually.
£10,000 - £19,999: 16% (8 out of 50) of the participants fall into this income bracket.
£20,000 - £29,999: Another 16% (8 out of 50) earn between £20,000 and £29,999.
£30,000 - £39,999: 12% (6 out of 50) of the participants earn between £30,000 and £39,999.
£40,000 - £49,999: Another 12% (6 out of 50) earn between £40,000 and £49,999.
Over £50,000: 18% (9 out of 50) of the participants earn over £50,000 annually.

This data presents an analysis of the annual income demographics of the sample survey participants revealing a range of income levels, with the majority earning up to £9,999 annually. However, it is crucial to note that the sample size is relatively small, comprising only 50 participants. Therefore, these results may not be generalisable to a larger population, and further research is necessary to confirm their validity. Nonetheless, the findings could still provide valuable insights into the income distribution of the surveyed sample and inform policy decisions that aim to address income inequality and promote economic growth.

Question 5

	
	Which Social Media Platforms do you use the most often?

	Age
	YouTube
	Instagram
	Facebook
	TikTok
	Twitter
	Total

	18 - 29
	3
	4
	3
	5
	1
	16

	50 +
	8
	3
	4
	1
	
	16

	30 - 39
	3
	5
	1
	1
	1
	11

	40 - 49
	2
	2
	1
	1
	1
	7

	Grand Total
	16
	14
	9
	8
	3
	50



	Which Social Media Platforms have you used?
	Gender

	
	Female
	Male
	Transgender
	Total

	YouTube
	3
	6
	1
	10

	Facebook, Twitter, Instagram, YouTube, TikTok
	5
	2
	
	7

	Instagram
	5
	1
	
	6

	Facebook
	4
	2
	
	6

	TikTok
	2
	3
	
	5

	Facebook, Twitter, Instagram, YouTube
	2
	
	
	2

	Facebook, Instagram, YouTube
	1
	1
	
	2

	Facebook, Instagram, YouTube, TikTok
	2
	
	
	2

	Instagram, YouTube
	
	1
	
	1

	Twitter
	1
	
	
	1

	Facebook, YouTube
	1
	
	
	1

	Twitter, Instagram, YouTube, TikTok
	1
	
	
	1

	Twitter, Instagram, YouTube
	1
	
	
	1

	Facebook, Twitter, YouTube, TikTok
	1
	
	
	 

	Twitter, YouTube, TikTok
	
	1
	
	1

	Facebook, Twitter
	
	1
	
	1

	Instagram, TikTok
	
	1
	
	1

	Facebook, YouTube, TikTok
	1
	
	
	1

	Grand Total
	30
	19
	1
	50



With 16 out of 50 participants using it the most often, YouTube is the most popular platform across all age groups. This makes it a versatile platform for film advertisements. Instagram, has 14 out of 50 participants, is also notable, especially among the younger demographic (18-29). This suggests that Instagram could be an effective platform for advertising films targeted at a younger audience. Facebook and TikTok social media platforms are also used by a significant number of participants, indicating potential advertising opportunities.
The gender based table represents more male respondents (19) than female (30) or transgender (1). This could influence the type of films advertised on these platforms, depending on the target audience.
These tables provide valuable insights for the film industry to optimize their social media advertising strategies. By focusing on these platforms and understanding their user demographics, they can reach a broader audience effectively. However, it’s important to note that these results are based on a small sample size (50 participants), so they may not be representative of a larger population.







Question 6
	Gender
	Which Social Media Platforms do you use the most often?

	
	YouTube
	Instagram
	Facebook
	TikTok
	Twitter
	Total

	Female
	10
	10
	4
	3
	3
	30

	Male
	5
	4
	5
	5
	
	19

	Transgender 
	1
	
	
	
	
	1

	Grand Total
	16
	14
	9
	8
	3
	50



	Age
	Which Social Media Platforms do you use the most often?

	
	YouTube
	Instagram
	Facebook
	TikTok
	Twitter
	Total

	18 - 29
	3
	4
	3
	5
	1
	16

	50 +
	8
	3
	4
	1
	
	16

	30 - 39
	3
	5
	1
	1
	1
	11

	40 - 49
	2
	2
	1
	1
	1
	7

	Grand Total
	16
	14
	9
	8
	3
	50



The research details that 32% preferred YouTube as the most popular social media platform, making it an adaptable platform for film advertisements across all age groups and genders. Instagram was the second most preferred platform with 28% of participants using it the most, especially among females and the 30-39 age group. This suggests that Instagram could be an effective platform for advertising films aimed at a younger and predominantly female audience. Facebook and TikTok also show potential for advertising opportunities as a significant number of participants use these platforms. TikTok, in particular, is more popular among the 18-29 age group, making it an effective platform for reaching younger audiences.

The gender distribution shows that 60% of the participants were female, 38% were male, and 2% identified as transgender. This distribution could influence the type of films advertised on these platforms, depending on the target audience.

Based on these findings, the film industry can optimise their social media advertising strategies by focusing on these popular platforms and understanding their user demographics. However, the study's small sample size suggests that these results may not be representative of a larger population, so further research may be necessary to validate these findings.

Question 7
	Gender
	How often do you use Social Media?

	
	7 days
	4 days
	5 days
	2 days
	6 days
	1 day
	3 days
	Total

	Female
	13
	7
	2
	4
	1
	2
	1
	30

	Male
	10
	2
	5
	2
	
	
	
	19

	Transgender 
	
	
	
	
	1
	
	
	1

	Grand Total
	23
	9
	7
	6
	2
	2
	1
	50




	
	How often do you use Social Media? (Days

	Age
	7 days
	4 days
	5 days
	2 days
	6 days
	1 day
	3 days
	Total

	18 - 29
	11
	
	2
	1
	2
	
	
	16

	50 +
	5
	5
	2
	2
	
	2
	
	16

	30 - 39
	5
	3
	3
	
	
	
	
	11

	40 - 49
	2
	1
	
	3
	
	
	1
	7

	Grand Total
	23
	9
	7
	6
	2
	2
	1
	50



This data provides a breakdown of social media usage by age group. The younger demographic (18-29 years) shows a higher daily usage at 22%, while the older groups (30-39, 40-49, and 50+ years) have lower percentages. This indicates that films targeting a younger audience might benefit from more frequent advertising on social media platforms.

However, it’s important to note that while these trends provide a general guideline, the effectiveness of social media advertising in the film industry also heavily depends on other factors such as the content of the advertisements, the time they are posted, and the specific target audience of the film.






Question 8
	What is your opinion on the impact of social media?

	Gender
	Neutral
	Negative
	Positive
	Depends on what exactly you use it for.
	It has it benefits but I’ve seen social interaction decline as people are glued to their devices
	Total

	Female
	17
	7
	4
	1
	1
	30

	Male
	8
	5
	6
	
	
	19

	Transgender
	1
	
	
	
	
	1

	Grand Total
	26
	12
	10
	1
	1
	50




	What is your opinion on the impact of social media?
	Age
	Grand Total

	
	18 - 29
	30 - 39
	40 - 49
	50+
	

	Depends on what exactly you use it for.
	
	
	1
	
	

	It has it benefits but I’ve seen social interaction decline as people are glued to their devices
	
	
	
	1
	

	Positive
	6
	1
	1
	2
	2

	Negative
	1
	4
	2
	6
	4

	Neutral
	8
	6
	1
	10
	7

	Total
	15
	11
	5
	19
	50



The data suggests that the relationship between gender and opinions on social media does not imply causation because there is no definite cause and effect between the two variables, as even if a relationship is found between gender and opinions on social media, it doesn't necessarily mean that one causes the other. There could be other factors at play that influence both gender and opinions on social media. Therefore, it's important to interpret the results of such analyses with caution and avoid making causal claims based solely on the observed relationship gained from the supplied survey data.

The data indicates that there is a diverse range of opinions concerning the impact of social media on consumers. While the majority hold a neutral outlook, with the number of females doubling that of males, with the 50+ recording 10x that recorded for the 40-49 age group with the lowest neutral response. This suggests that the impact of social media does not intrude on their day-to-day life. The positive and negative impact is similar with males, unlike the female which state a more negative impact compared to the male responses. Additionally, only one female individual recognised the benefits of social media. It is evident that social media has both favourable and unfavourable outcomes for consumers, and it is crucial to be mindful of them when using this platform. 
Filmmakers can leverage social media platforms to reach a vast audience and promote their movies. Social media allows for personalised and targeted marketing campaigns that can generate interest and build anticipation for a movie. It also offers a cost-effective way to promote movies compared to traditional marketing methods. By using social media, filmmakers can create a direct connection with their audience, receive feedback, and adjust their marketing strategies accordingly. It is noteworthy for future advertising to be targeted to capture more of the male attention in a more impactful way, and incorporating the use of AI may alleviate the disconnect that they seem to display from the results gained from the data.

Question 9
	Do you use any AI options when using social media?

	Age

	
	18 - 29
	50 +
	30 - 39
	40 - 49
	Grand Total

	No
	6
	8
	6
	2
	22

	Yes
	5
	3
	3
	3
	14

	Sometimes
	5
	5
	2
	2
	14

	Grand Total
	16
	16
	11
	7
	50




	Gender
	Do you use any AI options when using social media?

	
	No
	Yes
	Sometimes
	Grand Total

	Female
	16
	6
	8
	30

	Male
	6
	8
	5
	19

	Transgender 
	
	
	1
	1

	Grand Total
	22
	14
	14
	50





	What is your opinion on the AI options available in social media?
	Age

	
	18 - 29
	50 +
	30 - 39
	40 - 49
	Grand Total

	Neutral


	7
	5
	3
	3
	18

	Intrusive


	4
	4
	6
	2
	16

	Helpful


	4
	5
	2
	2
	13

	N/A


	
	1
	
	
	1

	I think it is so helpful for generating text and ideas but the use of AI to create images of ones self is just scary and fake. It’s dangerous 


	1
	
	
	
	1

	It does not account for free thinking 


	
	1
	
	
	1

	Grand Total
	16
	16
	11
	7
	50


Understanding the varying adoption of AI options across different age groups and genders allows marketers to segment their audience more effectively. According to the data received 
the 50+ age group demonstrated a higher inclination toward using AI options. The younger age grouping was expected to receive a higher amount, as opposed to the actual data result. This demonstrates the upward trend of the 50+ age group accepting and utilising digital technology, which in turn can allow marketers to tailor ads related to AI-driven film recommendations or personalised content.
The Gender Differences indicate that there’s little disparity in their use of AI options, allowing the advertising content to concentrate on individuals targeted to recommend films based on viewing history, genre preferences, and similar user profiles. AI-powered recommendation engines can enhance social media advertising. 


Question 10

	What is your opinion on the AI options available in social media?


	

	Gender
	Neutral
	Intrusive
	Helpful
	N/A
	I think it is so helpful for generating text and ideas but the use of AI to create images of ones self is just scary and fake. It’s dangerous 
	It does not account for free thinking 
	Grand Total

	Female
	11
	10
	6
	1
	1
	1
	30

	Male
	6
	6
	7
	
	
	
	19

	Transgender 
	1
	
	
	
	
	
	1

	Grand Total
	18
	16
	13
	1
	1
	1
	50



The majority of responses have indicated a neutral opinion about AI options available in social media, indicating that they might not be fully aware of, or engaged with the available AI features. Other responses that reveal that AI is also deemed as intrusive are, suggesting that privacy and data security could be concerns. Additional respondents imply that AI is also seen as helpful, especially for generating text and ideas, indicating potential areas where AI can enhance user experience. In regards to the possibilities of social media marketing, strategies need to be implemented to address any negative concerns, enhance features that users find helpful, and improve user engagement with AI options.












Question 11
	Gender
	Which AI options have you used while using social media?

	
	Personalised recommendations
	Image recognition
	Automated messaging
	None
	Personalised recommendations, Automated messaging, Image recognition
	I don’t use it for social media but I use it for ideas, my business, and to generate text for specific scenarios and audiences
	Personalised recommendations, Automated messaging
	(Non-responsive)
	Automated messaging, Image recognition
	N/A
	Grand Total

	Female
	8
	9
	4
	4
	1
	1
	
	1
	1
	1
	30

	Male
	10
	2
	4
	1
	1
	
	1
	
	
	
	19

	Transgender 
	1
	
	
	
	
	
	
	
	
	
	1

	Grand Total
	19
	11
	8
	5
	2
	1
	1
	1
	1
	1
	50



	Age
	Which AI options have you used while using social media?
	Total

	18 - 29
	Automated messaging
	1

	
	I don’t use it for social media but I use it for ideas, my business, and to generate text for specific scenarios and audiences
	1

	
	Image recognition
	6

	
	None
	1

	
	Personalised recommendations
	6

	
	Personalised recommendations, Automated messaging, Image recognition
	1

	18 - 29 Total
	
	16

	50 +
	.
	1

	
	Automated messaging
	3

	
	Image recognition
	2

	
	N/A
	1

	
	None
	2

	
	Personalised recommendations
	6

	
	Personalised recommendations, Automated messaging, Image recognition
	1

	50 + Total
	
	16

	30 - 39
	Automated messaging
	4

	
	Image recognition
	1

	
	None
	2

	
	Personalised recommendations
	4

	30 - 39 Total
	
	11

	40 - 49
	Automated messaging, Image recognition
	1

	
	Image recognition
	2

	
	Personalised recommendations
	3

	
	Personalised recommendations, Automated messaging
	1

	40 - 49 Total
	
	7

	Grand Total
	
	50




This data shows a mixed response towards AI’s role in social media, with Personalised Recommendations being the most utilised option among the survey participants. A similar result can also be seen across all age and gender groups concerning Personalised Recommendations, demonstrating that its popularity crosses these barriers, signifying that it plays a popular role among this demographic when using social media AI options.
These results can be incorporated into developing increased audience engagement with AI options within the various social media platforms and be geared towards enhancing the user experience and participation and acknowledgement of social media advertising. 

Question 12

	Do you follow any film companies such as Sony, Disney, Universal, or Paramount?
	Age

	
	18 - 29
	50 +
	30 - 39
	40 - 49
	Grand Total

	No
	7
	13
	6
	4
	30

	Yes
	9
	3
	5
	3
	20

	Grand Total
	16
	16
	11
	7
	50



	Do you follow any film companies such as Sony, Disney, Universal, or Paramount?
	Gender

	
	Female
	Male
	Transgender
	Grand Total

	No
	21
	9
	
	30

	Yes
	9
	10
	1
	20

	Grand Total
	30
	19
	1
	50



The tables indicate that females are less likely to follow and thus be influenced by film companies such as Sony, Disney, Universal, or Paramount on social media, while others are more likely to follow and, in doing so, be aware of social media campaigns. And have the targeted marketing strategies tailored to appeal more to females to increase that demographic audience.
The data indicates that the 18 - 29 age group is more likely to follow these film companies, suggesting that marketing campaigns could be designed to cater more to this age group to keep them interested, but also tailored to attract the older age groups to increase their influence, with an intention to increase their revenue.

Question 13
	Do you pay attention to the advertisements that film companies post?
	Gender

	
	Female
	Male
	Transgender
	Grand Total

	Yes
	11
	13
	1
	25

	No
	19
	6
	
	25

	Grand Total
	30
	19
	1
	50




	Do you pay attention to the advertisements that film companies post?
	Age

	
	18 - 29
	50 +
	30 - 39
	40 - 49
	Grand Total

	Yes
	11
	5
	7
	2
	25

	No
	5
	11
	4
	5
	25

	Grand Total
	16
	16
	11
	7
	50



More males and the age group 18 – 29, pay attention to these advertisements. This suggests that the marketing strategies that are being employed are geared toward attracting the male audience, demonstrating a lack of consideration aimed at others, leaving the possibility to design more that could be tailored to be appealing and inclusive for their audience.
In terms of social media marketing for the film industry, these insights are crucial if they are to attract a more inclusive audience and increase their financial income.




Question 14
	Do you engage with, or consume the content that film companies share on their platforms?
	Gender

	
	Female
	Male
	Transgender
	Grand Total

	No
	18
	9
	1
	28

	Yes
	12
	10
	
	22

	Grand Total
	30
	19
	1
	50



	Do you engage with, or consume the content that film companies share on their platforms?
	Age

	
	18 - 29
	50 +
	30 - 39
	40 - 49
	Grand Total

	No
	7
	12
	6
	3
	28

	Yes
	9
	4
	5
	4
	22

	Grand Total
	16
	16
	11
	7
	50



Although the data suggests that engagement with film companies' posts is less than 50% of the respondents, it is attracting approximately 50% of males and 30% of females to engage with their content. This can be said to demonstrate that the content posted is more male-centric and should alter their digital media strategy to encompass a wider demographic target to increase their audience participation with their social media and other digital media content.
Gender-Based Engagement: More males than females reported engaging with the content. This suggests that marketing strategies could be tailored to appeal more to male audiences.
Age-based engagement of the 18-29 grouping is more likely to be positive, indicating that marketing campaigns are designed to cater more to this age group, leaving room to attract other age-based groups, with their participation approximately 50% less than the youngest age group.





Question 15
	Would  film companies' advertisements on social media  
influence your decision to watch a movie?
	Age

	
	18 - 29
	50 +
	30 - 39
	40 - 49
	Grand Total

	Yes
	13
	8
	10
	3
	34

	No
	3
	8
	1
	4
	16

	Grand Total
	16
	16
	11
	7
	50



	Would  film companies' advertisements on social media  
influence your decision to watch a movie?
	Gender

	
	Female
	Male
	Transgender
	Grand Total

	Yes
	19
	14
	1
	34

	No
	11
	5
	
	16

	Grand Total
	30
	19
	1
	50




More positive responses were recorded across all genders in relation to the influence social media advertising plays within the film industry on their audience's decision-making on viewing a movie, with 2/3 demonstrating their effectiveness. This also transpires within the age grouping of 18-29, 40-49 and 50+, where approximately 50% stated they were influenced by social media advertising in their decision to watch a movie. This was surpassed by the 30-39 group recorded that approximately 90% were definitely influenced by the film companies' social media advertising.
This influence should be developed to improve the influence in a positive direction, as the advertisements can also negatively impact decision-making and thus affect the audience's willingness to see a movie.




Question 16
	Can you tell if a film adverts wording content was created using AI-generated content?
	Age

	
	18 - 29
	50 +
	30 - 39
	40 - 49
	Grand Total

	No
	6
	12
	9
	3
	30

	Yes
	10
	4
	2
	4
	20

	Grand Total
	16
	16
	11
	7
	50



	Can you tell if a film adverts wording content was created using AI-generated content?
	Gender

	
	Female
	Male
	Transgender
	Grand Total

	No
	20
	10
	
	30

	Yes
	10
	9
	1
	20

	Grand Total
	30
	19
	1
	50



The data recorded survey results show that approximately 50% of males and 33% of females can identify AI-generated text content, while almost 2/3 of 18-29 stated that they can recognise AI-generated text content. This is the only demographic that this applies to demonstrating that more 18-29 males do not have difficulty distinguishing the AI-generated content. 
The findings indicate that AI-generated text can be identified, but it is not always distinguishable from text written by a human. As AI technology continues to advance, the ability to differentiate between the two should become more difficult. This should lead to an increase in AI-generated creative content being used in social media and produced at a quicker pace. 






Question 17
	Can you tell if a film advert's sound content was created using AI-generated content?
	Age

	
	18 - 29
	50 +
	30 - 39
	40 - 49
	Grand Total

	No
	8
	10
	8
	5
	31

	Yes
	8
	6
	3
	2
	19

	Grand Total
	16
	16
	11
	7
	50



	Can you tell if a film advert's sound content was created using AI-generated content?
	Gender

	
	Female
	Male
	Transgender
	Grand Total

	No
	22
	9
	
	31

	Yes
	8
	10
	1
	19

	Grand Total
	30
	19
	1
	50



The results detail how approximately 50% of males and 33% of females can identify AI-generated sound content, while an equal amount of the 18-29 group cannot recognise AI-generated text content as opposed to those that can. This is the only demographic that this applies to, while around 60% of all age groupings and genders demonstrate that they do have difficulty distinguishing the AI-generated content. 
The data suggests that sound created by AI can be recognised, but it may not always be distinguishable from natural sound. As AI technology progresses, it is expected that it will become increasingly hard to differentiate between the two types of sound. This will likely result in a rise in the use of AI-generated creative content in social media, and at a faster pace and lower cost than before.

One of the main advantages of using AI-generated sound is that it can be produced at a much easier without the variations in performance and speed to gain the required quality needed than human-generated sound. This is because AI-powered systems can analyse and interpret vast amounts of data in a matter of seconds, whereas a human would require significantly more time to complete the same task. making it a much more attractive option for limited budgets. As a result, we can expect to see an increase in the use of AI-generated content in various industries, including marketing, advertising.
Question 18
	Can you tell if a film advert's visual content was created using AI-generated content?
	Gender

	
	Female
	Male
	Transgender
	Grand Total

	Yes
	15
	11
	1
	27

	No
	15
	8
	
	23

	Grand Total
	30
	19
	1
	50



	Can you tell if a film advert's visual content was created using AI-generated content?
	Age

	
	18 - 29
	50 +
	30 - 39
	40 - 49
	Grand Total

	Yes
	11
	7
	5
	4
	27

	No
	5
	9
	6
	3
	23

	Grand Total
	16
	16
	11
	7
	50



According to the data, approximately 50% of males and 33% of females are able to identify AI-generated sound content. Additionally, it was found that an equal amount of the 18-29 group cannot recognise AI-generated text content as opposed to those that can. This data only applies to this specific demographic, while around 60% of all age groupings and genders demonstrate difficulty distinguishing AI-generated content. 

Based on these findings, it's apparent that sound created by AI can be recognised, but it may not always be distinguishable from natural sound. As AI technology continues to advance, it is expected that it will become increasingly difficult to differentiate between the two types of sound. This could result in a rise in the use of AI-generated creative content in social media, at a faster pace and at a lower cost than ever before.





Question 19
	Would you be able to tell if a film advert was created using AI-generated content?
	Age

	
	18 - 29
	50 +
	30 - 39
	40 - 49
	Grand Total

	Yes
	9
	7
	6
	3
	25

	No
	7
	9
	5
	4
	25

	Grand Total
	16
	16
	11
	7
	50



	Would you be able to tell if a film advert was created using AI-generated content?
	Gender

	
	Female
	Male
	Transgender
	Grand Total

	Yes
	15
	9
	1
	25

	No
	15
	10
	
	25

	Grand Total
	30
	19
	1
	50



The data suggests that the female gender is equally able to identify the use of AI-generated content in advertisements. The male gender results are similar to that recorded for the females. The findings documented within the age groups were found to have a greater positive response in the 18-29, 30-39 and 50+age groups with the 40-49 group showing similar responses for both the yes and no responses.
According to recent research, the use of AI-generated content has advanced to a level where it's becoming increasingly difficult to distinguish from human-made content. The study found that around 50% of respondents were unable to detect the difference. This, along with the growing availability and application of AI-generated content in advertising and other areas, suggests that the ability to recognise AI-generated content will reduce over time. With continual exposure to such content and advancements in technology, it is likely that it will become more challenging to distinguish between AI-generated and human-made content.   





Question 20
	Would you trust a film advert if you knew that it was partially created using AI-generated creation?
	Gender

	
	Male
	Female
	Transgender
	Grand Total

	Yes
	12
	12
	1
	25

	No
	7
	18
	0
	25

	Total
	19
	30
	1
	50



	Would you trust a film advert if you knew that it was partially created using AI-generated creation?
	Age

	 
	18 - 29
	30 - 39
	40 - 49
	50+
	Grand Total

	Yes
	7
	9
	3
	6
	25

	No
	9
	2
	4
	10
	25

	Total
	16
	11
	7
	16
	50



The data suggests that the female gender is equally able to identify the use of AI-generated content in advertisements. The male gender results are similar to that recorded for the females. The findings documented within the age groups were found to have a greater positive response in the 18-29, 30-39 and 50+age groups with the 40-49 group showing similar responses for both the yes and no responses.
According to recent research, the use of AI-generated content has advanced to a level where it's becoming increasingly difficult to distinguish from human-made content. The study found that around 50% of respondents were unable to detect the difference. This, along with the growing availability and application of AI-generated content in advertising and other areas, suggests that the ability to recognise AI-generated content will reduce over time. With continual exposure to such content and advancements in technology, it is likely that it will become more challenging to distinguish between AI-generated and human-made content




Question 21
	Would you trust a film advert if you knew that it was wholly created using AI-generated creation?
	Age

	
	18 - 29
	50 +
	30 - 39
	40 - 49
	Grand Total

	No
	12
	12
	2
	3
	29

	Yes
	4
	4
	9
	4
	21

	Total
	16
	16
	11
	7
	50



	Would you trust a film advert if you knew that it was wholly created using AI-generated creation?
	Gender

	
	Female
	Male
	Transgender
	Grand Total

	No
	20
	9
	
	29

	Yes
	10
	10
	1
	21

	Grand Total
	30
	19
	1
	50



The data suggests The transgender response is favourable, but More females than males reported not trusting AI-generated content, with females twice as likely to hold a cynical viewpoint. This suggests that females may be more sceptical or less familiar with AI-generated content, while the younger (18-29) and the older (50+) respondents are more sceptical, with the rest not trusting AI-created adverts. Trust increases slightly with age but remains low overall among the 30-39 and 40-49 age groups.
Based on the data, it appears that the film industry may need to adjust their social media advertising strategies in order to build trust among certain demographics. The data suggests that there may be some scepticism among certain groups towards AI-generated content. As such, it may be necessary for the film industry to create ads that resonate with viewers and feel authentic, regardless of their attitudes towards AI. This could involve incorporating more human elements into their ads or finding ways to build trust through transparency in the ad creation process. Ultimately, the goal should be to create effective ads that appeal to a wide range of viewers while also building trust and credibility.


Question 22
	Can AI enhance advertising and make it more persuasive and engaging?
	Age

	
	18 - 29
	50 +
	30 - 39
	40 - 49
	Grand Total

	Maybe
	8
	11
	7
	2
	28

	Yes
	6
	2
	4
	3
	15

	No
	2
	3
	
	2
	7

	Grand Total
	16
	16
	11
	7
	50

	
	
	
	
	
	

	
	

	Can AI enhance advertising and make it more persuasive and engaging?
	Gender

	
	Female
	Male
	Transgender
	Grand Total

	Maybe
	21
	7
	
	28

	Yes
	5
	9
	1
	15

	No
	4
	3
	
	7

	Grand Total
	30
	19
	1
	50



The data seems to support the view that the persuasive possibility of AI-enhancing advertising is one that creates a more positive and engaging advertisement, with only 13% of females and 16% of males giving a negative answer and only a positive response from the transgender. The 30-39 age group were the only age group that did not record a negative answer, leading to the belief that they all hold a positive view of the persuasive and engaging ability of AI in advertising.  Across all of the age groups, only 14% of respondents held a negative opinion of the persuasive and engaging nature of AI in advertising.
This bodes well for the future of AI-generated content in social media advertising, as AI has increasingly developed as a more acceptable inclusion of social media and life in general, while  AI and social media are continuing to revolutionise how we communicate with each other. 




Question 23
	[bookmark: _Hlk159166642]Would you recommend a film if you knew that the advert was partially created using AI-generated creation?
	Gender

	 
	Female
	Male
	Transgender
	Grand Total

	Maybe
	15
	8
	1
	24

	Yes
	9
	8
	0
	17

	No
	6
	3
	0
	9

	Grand Total
	30
	19
	1
	50



	
	
	
	
	
	
	
	
	

	[bookmark: _Hlk159164920]Would you recommend a film if you knew that the advert was partially created using AI-generated creation?
	Age

	 
	18 - 29
	50 +
	30 - 39
	40 - 49
	Grand Total

	Maybe
	9
	8
	6
	1
	24

	Yes
	4
	4
	5
	4
	17

	No
	3
	4
	0
	2
	9

	Grand Total
	16
	16
	11
	7
	50



According to the data, the support for the recommendation of film adverts that were partially created using AI-generated content was recorded with 20% of females and 26% of males unwilling with the transgender response recorded as positive. Across all the age groups, the negative or refusal to recommend film adverts partially created using AI-generated content was favourable with only 18% registering their unwillingness.  All demographic groups demonstrated some willingness, with only the 40 – 49 age group registering a higher number of ‘Maybe’ at 14%  and 57% as willing to recommend. All other age and gender demographic groupings registered a higher recording for ‘Maybe’ than ‘Yes’. 

This indicates that AI-generated content is gaining broader acceptance as a part of social media and advertising, which holds promising implications for the film industry's use of this technology in their social media advertising campaigns. As AI technology and social media platforms continue to advance, it is reasonable to expect this trend to expand and evolve. Even if the public knows that a film's advertisement was partially produced using AI-generated content, they may still be more likely to recommend the film. 

Question 24

	Would you recommend a film if you knew that the advert was wholly created using AI-generated content?
	Age

	 
	18 - 29
	50 +
	30 - 39
	40 - 49
	Grand Total

	Maybe
	8
	9
	5
	1
	23

	Yes
	6
	3
	5
	4
	18

	No
	2
	4
	1
	2
	9

	Grand Total
	16
	16
	11
	7
	50



	Would you recommend a film if you knew that the advert was wholly created using AI-generated content?
	Gender

	 
	Female
	Male
	Transgender
	Grand Total

	Maybe
	13
	9
	1
	23

	Yes
	9
	9
	0
	18

	No
	8
	1
	0
	9

	Grand Total
	30
	19
	1
	50




According to the data, the support for the recommendation of film adverts that were partially created using AI-generated content was recorded with 27% of females and 5% of males unwilling with the transgender response recorded as positive. Across all the age groups, the negative or refusal to recommend film adverts partially created using AI-generated content was favourable with only 18%, similar to that recorded for partially created using AI-generated creation, registering their unwillingness.  All demographic groups demonstrated some willingness to recommend registering 18% negative responses. Again, the 40 – 49 age group registered a higher number of ‘Maybe’ at 14% and equal 45% response for both ‘Maby and ‘Yes’ in the 30-39 age group as willing to recommend. All other age and gender demographic groupings registered a higher recording for ‘Maybe’ than ‘Yes’. 
These findings hold promising implications for the film industry's use of AI-generated content in their social media advertising campaigns. As AI technology and social media platforms continue to advance, it is reasonable to expect this trend to expand and evolve. Even if the public knows that a film's advertisement was completely produced using AI-generated content, they may still be more likely to recommend the film

[bookmark: _Toc159313780]4.5 	Discussion
Prior to completing the survey, the idea that the use of AI-generated creative content was not widely accepted and the use of it within the Film industry’s advertisements on social media was not attractive or indeed persuasive to the general public.
Despite the varying views, social media's potential for digital marketing in the film industry remains significant, especially with the advancements in the utilisation of AI software and programs both available online and downloadable, where images, text and video can be created from a simple command. Although there are many options, the human factor needs to address errors that AI can often produce in the finished product.
The findings gathered detailed that, although AI-generated creative content is seen by some with scepticism, there is a wider acceptance of its use in the advertisements within the film industry in social media posts. This can be utilised to form the basis for developing future marketing plan with the incorporation of targeted posts, to boost the visibility and interest of the direction of the film industry social media product advertisements.

[bookmark: _Toc159313781]Chapter 5: Conclusions and Recommendations
[bookmark: _Toc159313782]5.1	Conclusion	
The outcomes and conclusions drawn from the analysis of both primary and secondary research data illustrate the overall impact of AI-generated creative content in the film industry's social media advertising. This analysis is based on the investigated results and the effect they have on the respondents' perceptions of AI-generated creative content production. The analysed data indicates a significant impact that influences consumers on an individual level and within demographic groupings, particularly in terms of age and gender, of AI-generated creative content production within the context of film industry advertising.

The results gathered and analysed affirm that there is definitive value in the continued use of AI-generated creative content production, as the technology progresses in tandem with the acceptance and credibility of AI-generated creative content production. This can be attributed, in part, to the increased exposure of AI in a multitude of contexts, allowing AI to be deemed the new norm, with the increasing use of AI options whilst using social media, such as personalised recommendations, automated messaging, image recognition, editing, and augmentation.

[bookmark: _Toc159313783]5.1  Recommendation
This predicts well for the future incorporation and utilisation of AI-generated creative content production, which is becoming so commonplace that it will soon be unnoticeable. The increasing applications available online as both paid and free that can create both text, audio and visual graphic AI-generated creative content has increased exponentially. Popular websites that offer text-to-graphic AI-generated creative content for free with limitation, such as those found at 123rf.com and shutterstock.com.  
It is hoped that the incorporation of AI-generated creative content will not side-line and marginalise the human creative content creator, as there is always a way to amalgamate these two that benefits both, without the recent internationally public dispute by script writers, among others, championed by their writers’ union, Writers Guild of America.

	

6. [bookmark: _Toc159313784]Appendix 
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