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[bookmark: _Toc224813546]1. Introduction and Background
Artificial Intelligence (AI) has brought significant changes and developments in every industry even in domains like social media advertising and this will be analysed by considering the case of Nike. The ability of robots and systems to carry out activities and tasks that would normally require human intelligence is referred to as AI (Jarrahi et al., 2022). This includes using methods like natural language processing, machine learning, and sophisticated algorithms to analyse data, recognise patterns, make decisions, and solve problems. Rayhan (2023) explained in the study that the quick advances in AI have changed many businesses, notably the athletic footwear and apparel company Nike. This study uses Nike's utilisation of Meta advertising platforms as a case study to investigate how AI might improve the efficacy of social media marketing. Moreover, through this research study, the researcher aims to provide a thorough grasp of how AI changes digital advertising practices by looking at both the advantages and difficulties of AI-driven marketing techniques.
[bookmark: _Toc224813547]1.1 Research Aim
The main agenda or purpose behind this research study is to investigate the role of artificial intelligence in enhancing social media marketing effectiveness, with a focus on Nike’s use of Meta advertising platforms.
[bookmark: _Toc224813548]1.2 Research Objectives
· To examine the use of AI-powered advertising tools on Meta platforms by Nike. 
· To analyse how AI-based audience targeting influences customer engagement with Nike’s social media advertisements. 
· To evaluate the effectiveness of AI-driven social media marketing in improving brand awareness and purchase intention
· To identify the benefits and challenges of using AI in social media marketing strategies for Nike.
[bookmark: _Toc224813549]1.3 Research Questions
1. How does Nike adopt and utilise AI-powered tools on Meta advertising platforms?
2. How does AI-based audience targeting adopted by Nike influenced customer engagement?
3. Explain how AI-driven marketing improved purchase intention and brand awareness among customers?
4. What are the key challenges and benefits related to application of AI in social media marketing strategies?
[bookmark: _Toc224813550]2. Literature Review
[bookmark: _Toc224813551]2.1 AI in Social Media Marketing
AI has become transformative force for businesses that adopt social media marketing for enhancing effectiveness and efficiency of their advertising strategies. AI technologies like predictive analytics, machine learning, and natural language processing helps marketers to analyse large volumes of user information and provide personalised content (Milan et al., 2023). Social media channels or platforms like Instagram and Facebook are integrated with AI-driven tools for placement and automated, campaign optimisation, and audience segmentation. By using these techniques, companies like Nike can target user groups with appropriate ads, increasing engagement and conversion rates (Singh et al., 2023). Moreover, it was identified that studies already conducted exhibit that AI is an essential part of contemporary digital marketing since it not only minimizes manual labour but also improves decision-making through real-time insights.
[bookmark: _Toc224813552]2.2 Audience Targeting and Customer Engagement
AI has greatly increased the accuracy and efficacy of audience targeting, which is a crucial factor in determining the success of social media marketing. AI-based targeting finds and connects with potential clients by utilising user data, including demographics, interests, online activity, and previous interactions (Pitka and Bucko, 2023). This degree of customisation makes ads more relevant, which boosts consumer interaction. Metrics like likes, shares, comments, and click-through rates are commonly used to gauge engagement (Parshetty et al., 2024). Personalised and targeted ads are more likely to draw in users and promote interaction, according to research. In Nike's case, AI-driven targeting enables the company to provide tailored material that appeals to specific customers, fortifying bonds and raising levels of engagement.
[bookmark: _Toc224813553]2.3 Brand Awareness and Purchase Intention
Purchase intention and brand recognition are important measures of marketing success and by providing customers with consistent, pertinent, and tailored messages, AI-driven social media marketing supports both (Zeqiri et al., 2025). Increased exposure to customised ads improves brand recall and recognition, increasing the likelihood that customers would take the brand into account when making purchases. Additionally, by analysing consumer preferences and forecasting purchasing behaviour, AI systems allow marketers to offer products that correspond with user interests (Kerse, 2023). This focused strategy raises the possibility of a purchase while also enhancing brand perception. However, other research warns that over-personalization could raise privacy issues and erode consumer confidence.
[bookmark: _Toc224813554]2.4 Benefits and Challenges of AI in Marketing
When analysing benefits of AI in marketing, it was identified that improved targeting precision, better client insights, cost effectiveness, and real-time campaign optimisation are the major advantages that help businesses to utilise AI in its business actions (Gołąb-Andrzejak, 2023). These benefits allow businesses to maximise the success of their marketing campaigns. But there are drawbacks to using AI. Similarly, when considering different challenges its efficacy may be restricted by problems including algorithmic bias, data privacy issues, lack of transparency, and expensive implementation (Kumar and Suthar, 2024). Furthermore, an excessive dependence on AI could diminish human ingenuity in marketing tactics. As a result, even if AI offers a lot of benefits, organisations must carefully regulate its application to strike a balance between innovation and ethical considerations.
[bookmark: _Toc224813555]3. Theoretical Framework
[bookmark: _Toc224813556]3.1 Technology Acceptance Model (TAM)
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Figure 1: Technology Acceptance Model
Source: Musa et al. (2024)
The well-known theory of reasoned action (TRA) is the source of this model, and the TAM theory is based on how the technology is perceived by the user and how easy it is to use (Schorr, 2023). Since the theory's conception, it has undergone more refinement to produce a more recent version with broader applications. From the above figure TAM, adoption or acceptance of technology is significantly influenced by user perceptions of its utility and usability (Musa et al., 2023). Since then, the original TAM has grown and is now referred to as TAM. It was also identified that the future TAM study incorporates more external variables and this method has been used to investigate end-user acceptance of various IT systems (Natasia et al., 2022). In a variety of fields, including information technology, management information systems, management sciences, and decision sciences, TAM has been used to characterise and forecast technology utilisation (Musa et al., 2023). Moreover, AM has also been used to gauge cultural adoption of technology and when new technology is introduced, TAM investigates and addresses the end-user's role. It also makes it easier to investigate other, external causes.
[bookmark: _Toc224813557]3.2 AIDA Model
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Figure 2: The AIDA Model
Source: Iwamoto (2023)
When it comes to social media marketing, the AIDA model shown in Figure 2 is significant since it would help attract people's attention, pique their interest, capture their desire, and motivate them to take effective action (Iwamoto, 2023). As said above, it may be claimed that the model would be helpful in comprehending the cognitive phases that a person would experience when making a purchase. Attention, Interest, Desire, and Action, or AIDA for short, is a successful advertising strategy that aids in determining the phases that a consumer goes through while making a purchase of a specific good or service (Ullal and Hawaldar, 2018). According to this theory, consumers must travel through many stages of the AIDA model to accomplish desired goals and objectives. Moreover, this model is successfully applied in sales strategies, digital marketing, and public relations efforts.
[bookmark: _Toc224813558]3.3 Data-Driven Marketing Theory
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Figure 3: Data-Driven Marketing Theory
Source: Grandhi et al. (2021)
From the above figure, it was identified that data-driven marketing theory mainly comprise of six steps which include establishing goals, gathering requirements and data, creating a data roadmap, organising and collecting data, introducing data-driven culture and set up reports, and improving and measuring overall strategy (Grandhi et al., 2021). The strategic application of data to inform marketing choices, increase targeting precision, and improve campaign performance is emphasised by data-driven marketing theory. In the context of digital marketing, businesses use customer information including browsing habits, past purchases, and engagement patterns to create tailored marketing campaigns (Xavier and Picoto, 2023). Artificial intelligence is essential to this process because it makes it possible to analyse big, complicated datasets in real time. AI-powered solutions assist marketers in spotting trends, forecasting customer behaviour, and dynamically optimising advertising campaigns (Camilleri, 2020). Consequently, AI-supported data-driven marketing boosts productivity, improves consumer satisfaction, and boosts the success of social media marketing initiatives.
[bookmark: _Toc224813559]4. Research Methodology
[bookmark: _Toc224813560]4.1 Research Philosophy
For developing this research study, researcher will be adopting positivism research philosophy because it helps in emphasising on the analysis of observable data and objective measurement of information and helps in identifying the relationship between variables (Susilawati et al., 2025). Because this study focuses on measurable measures like consumer involvement, brand recognition, and purchase intention generated from current datasets, positivism is applicable. The study attempts to generate generalisable and trustworthy conclusions about the efficacy of AI in social media marketing by relying on real and quantifiable facts from secondary sources.
[bookmark: _Toc224813561]4.2 Research Approach
Researcher will be adopting a deductive research approach for collecting valid information and it helps the researcher to test existing theoretical frameworks like AIDA, data-driven marketing theory, and TAM within AI-driven marketing (Saharan et al., 2024). Besides, this study begins with different established theories and application of secondary data helps in analysing and evaluating different theories in the case of Nike’s used of AI-powered advertising on Meta platforms. 
[bookmark: _Toc224813562]4.3 Research Design
For developing this research, researcher has adopted case study design through which the case of Nike most prominent and leading global brand will be analysed and interpreted to identify how AI is efficient and useful for social media marketing. A quantitative research design is applied for analysing and interpreting information collected through secondary sources of information like journals, articles, company reports, and other internet sources (Dubey and Kothari, 2022). Moreover, this research design helps the researcher to examine trends, patterns, and relationships in Ai-driven marketing performance. 
[bookmark: _Toc224813563]4.4 Population and Sampling
The concept of population and sampling is applied to the selection of data sources rather than individual respondents because the study is based on secondary data (Willie, 2024). The demographic comprises all accessible information about Nike's digital advertising performance and AI-driven social media marketing. Alongside, it was identified that to choose pertinent and reliable sources, such as scholarly journal articles, business periodicals, industry reports, and digital analytics data from platforms like Meta, a purposive sampling technique is employed (Willie, 2024). Besides it was identified that to guarantee the precision and applicability of the results, only current and trustworthy sources are considered.
[bookmark: _Toc224813564]4.5 Data Collection
For developing this research study, the researcher will be adopting secondary data collection method. All information collected through secondary sources like marketing research reports, peer-reviewed academic journals, official Nike campaign materials, and industry publics. Additionally, engagement metrics and campaign efficacy are assessed using publicly accessible data from digital analytics companies and Meta advertising insights (Zou and Xu, 2023). The benefit of secondary data gathering is that it gives access to extensive databases and well-established research findings, allowing for a thorough analysis without requiring primary data collection.
[bookmark: _Toc224813565]4.6 Data Analysis
For analysing and interpreting collected information through secondary sources of information researcher will be adopting descriptive analysis and through this researcher will summarise findings related to marketing outcomes and AI usage. All information will be analysed and interpreted will be acquired through themes or patterns developed by researcher by considering research questions and objectives. Application of thematic analysis will be effective and beneficial for obtaining valid information and this helps in obtaining valid findings through proper evaluation of data (Cheong et al., 2023).
[bookmark: _Toc224813566]4.7 Ethical Considerations
Ethical considerations centre on the proper use of existing information because this study uses secondary data. For avoiding and preventing research study from plagiarism, all data sources are appropriately cited and acknowledged (Pederson et al., 2022). Transparency and academic integrity are ensured by using only reliable and valid accessible sources obtained from public online sources. All data is utilised exclusively for academic reasons, and no sensitive or private information is accessible (Hendren et al., 2023). Moreover, throughout data analysis and design process, research will be considering whole process by complying with institutional ethical norms and valid data will be obtained to solve identified issues and challenges and obtain valid data. 
[bookmark: _Toc224813567]5. Expected Contribution
[bookmark: _Toc224813568]5.1 Theoretical Contribution
By incorporating artificial intelligence into digital marketing frameworks, this study expands on conventional marketing ideas and adds to the body of academic material already in existence. The study offers a better understanding of how cutting-edge technologies affect consumer behaviour and marketing results by utilising frameworks like the TAM and the AIDA model in the context of AI-driven social media advertising. It provides a conceptual framework for further studies on the efficacy of AI-enabled marketing by bridging the gap between theories of technology adoption and modern digital marketing techniques.
[bookmark: _Toc224813569]5.2 Practical Contribution
When considering from practical perspective, it was identified that this study provides valuable insights for marketing professionals who are connected and related to social media marketing. Bey evaluating and analysing Nike’s use of AI-powered tools and techniques on Meta platforms researcher focus on highlighting strategies for campaign optimisation, audience targeting, and content personalisation. These insights can help marketers increase purchase intention, boost brand awareness, and improve consumer engagement. The results also provide advice on how to use AI technology in competitive digital settings to produce more effective and data-driven marketing outcomes. 
[bookmark: _Toc224813570]5.3 Policy Contribution
When analysing policy contribution obtained through this study, it was identified that that policy-level contributions mainly focus on importance of responsible data management and ethical AI usage in digital marketing. This also highlight the necessity of transparency, accountability, and data privacy protection in AI-driven advertising practices. These insights can help organisations and legislators create rules and policies that uphold moral principles while encouraging creativity in AI-based marketing tactics.
[bookmark: _Toc224813571]6. Limitations
This research study encounters several limitations including the study rely on only secondary data affected primary information or calculations that helped in obtaining valid information. At the same time, up-to-date information were missing related to Nike which affected depth of analysis performed. This research study relies on single case study which limited accessibility to wide range of information and comparison of competitors was minimised which limited availability of resources. Lastly, the findings' long-term applicability may be impacted by the quickly developing fields of digital marketing and artificial intelligence. Through meticulous source selection and methodological transparency, these shortcomings will be recognised and addressed.
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[bookmark: _Toc224813573]8. Conclusion
With an emphasis on Nike's use of Meta advertising platforms, this study investigates how artificial intelligence improves the efficacy of social media marketing. The study sheds light on the changing importance of AI in digital marketing by examining audience targeting, AI-driven technologies, and marketing results. The study adds to both scholarly literature and useful marketing techniques by highlighting the advantages and difficulties of adopting AI. The goal of the study is to close the gap between marketing efficacy in the digital era and technological improvements.
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