


[image: A black and yellow shield with blue flowers

Description automatically generated] 
University Of Wales Trinity Saint David


Module Title:			Dissertation Proposal
Module Code:			LCMB7020
Course:					MBA Marketing

Research Proposal: 
[bookmark: _Hlk150510822][bookmark: _Hlk151665863]The Impact of AI on Digital Marketing: Investigating the effect on creative content production within the film industry advertising

Supervisor:              Jayalakshmi Gopalkrishnan       
Student Name:		Alison Faucher
Student Number:	2236800
Word Count:		2000
Table of Contents
1.	Introduction	3
1.1.	Rationale	4
1.2.	Research Justification	4
1.3.	Aims	4
1.4.	Objectives	5
2.	Literature Review	5
2.1.	Literature Gap	7
3.	Ethical Considerations	7
4.	Timeframe	7
5.	Research Methodology	8
5.1.	Sample Method	8
5.2.	Mixed Method Qualitative and Quantitative	8
5.3.	Data Capture and Analysis	9
6.	Outcomes and Conclusions	10
7.	REFERENCES	11




1. [bookmark: _Toc154832052]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: _Toc154832053]Rationale
The primary objective of this research is to explore the potential influence AI in social media digital marketing in the film industry, particularly in the context of creative content production, and to assess its impact on the quality and innovation of such content on social media. 
The continuous evolution of technology has led to the widespread adoption of AI across multiple industries, including social media digital marketing. 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: _Toc154832054]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: _Hlk149730111][bookmark: _Toc154832055]Aims 
Aim :To develop a comprehensive understanding of AI on digital marketing strategies in the film industry, focusing on the use of AI's to enhance content creation.



0. [bookmark: _Toc154832056]Objectives
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 efficacy of advertising is determined by significant factors, including:
· Define and demonstrate how the understanding of the impact of AI on digital marketing can be effective through utilising the results of mixed methodology methods
· Assess the assimilation of the use of AI to enhance content creation through the implementation of marketing frameworks
· RACE 
· Content Analysis
· Data-Driven Content Creation

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.

1. [bookmark: _Toc154832057]Literature Review
The literature review represents an integral component of this research, 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. 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 (AI) 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).

1. [bookmark: _Toc154832058]Literature Gap
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, as it is a critical aspect of digital marketing. With AI-generated images, it is possible to develop unique and 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.
1. [bookmark: _Toc154832059]Ethical Considerations
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, we will request age and gender information. Please note that the gathered information will not be displayed or published in its entirety. The aim is to publish only the results to gain a better understanding of the target audience.

1. [bookmark: _Toc154832060]Timeframe
An estimated timeframe for the delivery of work will be on a section-by-section with each section deliverable on a weekly to bi-weekly basis until the end of January 2024.

1. [bookmark: _Hlk134017019][bookmark: _Toc154832061]Research Methodology
4. [bookmark: _Toc154832062]Sample 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. 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 100, 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 100
1. Sample type questionnaire
1. Sample method online access/data result recording

4. [bookmark: _Toc154832063]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.
1. 10 questions. (Maximum) 
The main objective of this survey is to gather comprehensive information on how users are influenced, perceive and interact with the digital marketing project content. The survey aims to understand the impact of digital marketing on consumer behaviour, their perception of the film industry products advertised, and the influence of creative content in shaping their opinions.

The survey questions are designed to provide insights into current market trends, consumer preferences and influences. By analysing the responses, the survey aims to identify the most effective digital marketing techniques capable of identifying trends, enhancing brand recognition, and increasing customer loyalty, acceptance of the utilising of digital advertising and its influence on customer activity.

It is essential that all responses to the questionnaire are answered both carefully and truthfully, as the data collected will be used for essential research purposes. The survey results will help various businesses and organisations improve their marketing efforts and increase their engagement with their target audience. Therefore, honest opinions and feedback are crucial in helping to achieve accurate research. 

4. [bookmark: _Toc154832064]Data Capture and Analysis
I. Tools (google forms, Microsoft forms)
II. Unlimited minutes to complete a survey (time will be recorded)
III. Analysis of survey data (NViVo – Qualitative/Quantitative, SPSS - Quantitative)
IV. Gantt Chart

Google Forms and Microsoft Forms are two of the most widely used survey tools that enable users to create and distribute surveys with ease, while securely collecting data from respondents. Respondents have unlimited time to complete the surveys, and their responses are recorded and stored safely.

Once the survey data is collected, qualitative analysis can be performed using NViVo, which is a software package designed for analysing large sets of unstructured data, such as interviews, focus groups, and open-ended survey responses. Alternatively, SPSS can be used for quantitative analysis of numerical data from surveys. Excell can also be utilised in the analysing of the captured data, but it has limitations that SPSS doesn’t. It is essential to provide a broad representation of the captured data through the analysis, which would be provided with the employment of SPSS. Although SPSS has an advantage over Excell, NViVo may have a much broader capability to handle the analysing of both qualitative and quantitative data depending on how it is presented.

Research ethics are also an important aspect of any research project, ensuring that it is conducted in an ethical, fair, and safe manner. This includes issues related to informed consent, confidentiality, data security, and protection of human subjects.

Finally, Gantt charts will be utilised for project management, offering an effective means of planning, organising, and scheduling the various tasks and activities involved in the research project. The Gantt chart will demonstrate a visual representation of the project timeline, helping to keep the project on track.

1. [bookmark: _Toc154832065]Outcomes and Conclusions
The outcomes and conclusions of the analysis of the primary and secondary research and data captured will demonstrate the representation of the overall impact of AI on the film industry’s social media digital marketing, drawing on the analysed results investigating its effect on creative content production. It will demonstrate whether there is a significant impact that influences the consumer.
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