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The effect of implementing Al in marketing: A consumer’s perspective
Aim and objectives

Aim - To determine how artificial intelligence will revolutionise marketing in the future.

Research objectives

« Tocritically review the relevant literature on the effect of the implementation of Al on the consumer’s shopping experience.
« Tocritically review the relevant literature on the effect of Al in marketing on organisations.

« To conduct semi-structured interviews with consumers to determine their knowledge of Al within marketing and how this could affect their shopping habits and experience in the future.
« To make recommendations as to how organisations can effectively integrate Al into their current marketing strategies.

Research Questions
1. Whatis the consumer's knowledge of Al in marketing?

3. Do consumers feel willing to embrace the implementation of Al in Marketing?

Introduction

The reasoning behind the decision to conduct this study was
influenced by three main factors. Firstly, marketing is a field
in which | am interested, which was influenced by modules
completed in both college and university. Secondly, Al will
play a major role in humanity's future, being the most
notorious, widespread and promising technology today.
Finally, upon conducting preliminary research, it was evident
that there was a gap in the literature, which validated this
study.

Conclusion

RQ1 - From both primary and secondary findings it was
evident that consumers were aware of Al and its uses in
marketing however, their knowledge was limited.

RQ2 -Secondary research identified consumers’
preconceptions of Al's use in marketing, which was
predominantly positive. However, based on primary
research findings, there is still much room for improvement.
RQ3 - Consumers were accepting of Al if it provided a better
experience or if it was simply advertising a product they
desired. Primary research findings suggested that due to its
current widespread adoption, Al's implementation is
inevitable.

RQ4 - Data privacy and the removal of human interaction
were the primary concerns with Al in marketing.
Recommendations

* Educate consumers

* Gradually remove human interaction.

« Fewer but more personalised adverts

2.Do consumers feel the implementation of Al in marketing will improve their shopping experience?

terature review

Findings identified the interdependence between big data and Al. When used
effectively big data and Al will allow marketers to create more effective
marketing campaigns better suit their consumer's needs (Bughin et al., 2017).
The main use cases of Al in marketing, include providing personalised adverts,
chatbots and behavioural analysis (Carlson, 2022). This will allow organisations
to effectively interpret their consumer's desires and create more personal
relationships with their consumer base. Concerns with Al's use in marketing
identified in the literature review include how organisations use Al in their
campaigns, the reduction of human interaction, discrimination, and its use in
promoting scams (Kingaby, 2020).

Discussion and analysis.

1Findings in both primary and secondary data identified consumers'
awareness of Al, however, their knowledge was limited.

2.Benefits recognised - personalisation and awareness of new products

3.Consumers stated many current adverts they receive are irrelevant and
excessive.

4.There is a general acceptance of Al if it improves the shopping experience
and is also perceived as inevitable

5.Alis not yet at the level to replace human interaction

6.How consumer data is utilised is the main concern

« largerdataset  EUture research

« Usea mixed-method approach
« Random sampling

Future research is required to identify the success of Al in specific marketing
activities and in its success in specific market segments.

References

4. What concerns do consumers have regarding a more automated marketing approach?

Methodology

1.Research philosophy - Interpretivism

2.Research type - Inductive

3.Research strategy - Grounded theory

4.Choices - Mono-method

5.Time horizon - cross-sectional

6.Data collection and analysis - Semi-
structured interview and thematic
analysis

The qualitative research type was chosen due
to its flexibility. Also, the aim was to obtain
data based on consumers' experiences, which
qualitative research allowed. Qualitative data
allows consumers to express their thoughts
and feelings, which fits the nature of the
study.

Findings
Theme 1 - Consumer knowledge
Theme 2 - Convenience and benefits
Theme 3 - Quality over quantity
Theme 4- Acceptance
Theme 5 - Human intelligence is valued
Theme 6 - Privacy concerns
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