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[bookmark: _Toc163582792]Chapter One: Introduction 
[bookmark: _Toc163582793]1.1 Introduction
AI in marketing procedures in the utilisation of algorithms related to artificial intelligence to execute, plan or optimise the marketing efforts of a particular business sector. The specific aims related to incorporating automation technologies in marketing procedures are to improve marketing performance and efficiency within a cost-effective expense for a particular business sector (Deloitte, 2024). The elements of artificial intelligence generally utilise the key terms of machine learning and LLM (large-language models) to analyse and determine big data related to the dynamic business market and turn all these data into a wide range of actionable insights, content and automated actions (Riserbato, 2024). AI may even interact along with consumers who perform a particular behaviour on the website such as clicking a specific button or liking a post on social media. It also helps businesses whether the people have read the content of their websites for a long time or not and that also allows them to bring a wide range of amendments towards their entire contents of the websites (Flinders, 2023). These particular activities always help the business to increase the quality of their business content regularly which will ensure they attract a large audience towards their entire business process without any kinds of complications (Forbes, 2022). Therefore, AI applications and tools have an immense range of influences towards marketing activities related to a particular business context. 
[bookmark: _Toc163582794]1.2 Research Background 
The report of Statista shows that the market size of AI is predicted to generate around $305.90 billion in the year 2024 (Statista, 2024). It has a large impact towards the marketing procedures of the businesses. Businesses generally use these marketing tools to increase the quality of their entire marketing process which generally allows the commercial sectors to complete all their important tasks related to their marketing by meeting the deadlines. There is a wide range of AI-powered marketing tools including Jasper AI, Canva, Surfer SEO and others that assist businesses in making their content quickly and effectively. These particular AI tools also help companies to enhance the personalisation of their entire marketing activities. It helps the business to detect the particular customers to send updates related to a new specific business content through email that can attract them once again to the business (McLachlan, 2024). The particular research project will discuss the overall impacts related to AI tools towards marketing procedures. In addition, it will also analyse its overall procedures of incorporating the marketing tools towards the business to increase the efficiency and quality of the marketing activities. The research will determine the ethical implications of AI-powered marketing tools on business activities. Consequently, the research will also evaluate the negative implications of automation technologies towards the marketing elements related to a particular business process. 
[bookmark: _Toc163582795]1.3 Research Aims and Objectives 
Aim 
To investigate the influence of Artificial Intelligence on marketing activities by analysing both its potential advantages and challenges for marketers.
Objectives 
1. To determine the productiveness of AI-powered marketing applications and tools that help the markets to complete their work within a specific time.
2. To assess the ethical implications related to AI software towards marketing procedures.
3. To evaluate the strategies businesses can use to overcome the negative ethical implications of using AI and utilise it for the further benefit of business in the field of marketing. 
[bookmark: _Toc163582796]1.4 Research Questions
1. What are the productiveness of AI-powered marketing applications and tools that help the markets to complete their work within a specific time?
2. What are the ethical implications related to AI software towards marketing procedures?
3. What are the strategies businesses can use to overcome the negative ethical implications of using AI and utilise it for the further benefit of business in the field of marketing? 
[bookmark: _Toc163582797]1.5 Research Rationale
The landscape of marketing is rapidly evolving due to the immense growth of artificial intelligence in the contemporary business market. Research is very vital to understanding the overall impact of AI towards marketing activities. The AI-powered tools specifically promise to enhance personalisation, content optimisation techniques, data-driven decision elements and other things that potentially boost the rate of engagement and sales. However, a wide range of ethical considerations both negative and positive related to AI technologies towards marketing is very required to explore the features of automation in marketing.  


[bookmark: _Toc163582798]Chapter Two: Literature Review
[bookmark: _Toc163582799]2.1 Introduction
Artificial technology can be referred to as the technology which uses past data to learn and create new information. According to Tai (2020), AI uses its previous learning to replicate the intellect of a human being. This technology is efficient for analysing data, making fast calculations and predicting future trends. Most of the companies have used these techniques to make predictions about the market trends or customer behaviour. This report covers the different types of AI technologies and their use in the field of the marketing sector. This AI has supported companies to make critical marketing decisions. It also covers the ethical issues related to AI technology which impacts the marketing sector. The AI system is over-dependent on the training data which sometimes creates problems like stereotype bias or algorithmic biases. These biases make the AI system inefficient. Apart from that there are problems kike lack of transparency and privacy issues related to AI activities which also impact the business organisations. It can sometimes damage the entire marketing plan of the company. This report covers the strategies which are necessary to handle the ethical issues of the AI system.


[bookmark: _Toc163582800]2.2 Effectiveness of AI-powered Marketing Applications and Tools
AI Tools in Marketing and its Effectiveness
According to George et al. (2024), automated marketing tools are dedicated software applications that generally leverage artificial intelligence to automate all the complicated tasks related to marketing. It also helps marketers to improve their decision-making process by increasing numerous types of marketing efforts. These automated marketing tools are specific programs trained with large amounts of informative data to perform a wide range of marketing functionality effectively (George et al., 2024). It also helps the businesses to expand their entire business towards a diverse range of places which also allows them to create a great word-of-mouth related to their business process.  
Jasper AI: According to Iorliam and Ingio (2024), particular AI tools help commercial firms produce on-brand articles, content for social media and videos related to their business products within a very short time. It also helps businesses to continue all kinds of marketing activities within a very short time that allows them to share regular updates towards their social media pages. It generally helps businesses to increase the engagement rate of the audiences towards their business process (Iorliam and Ingio, 2024). This AI tool can facilitate content translation activities into around 30 different languages and integrate them with tons of distinct applications. 
Canva: According to Putra et al. (2024), most businesses generally utilise Canva to set their all kinds of graphic design-related works within a specific time. The business always needs a wide range of unique designs to strengthen the quality of the images that are generally made for posting on the social media page to increase awareness related to the particular business process. Therefore, Canva generally provides businesses with a wide range of unique designs that also help businesses continue their marketing activities with a lot of productivity (Putra et al., 2024). 
Surfer SEO: According to Murár and Kubovics (2023), Surfer SEO generally assists businesses in improving the quality of their marketing content related to their web pages and also helps the businesses to increase the ranking of their contents on SERPs (Search Engine Result Pages). It specifically analyses the different types of search terms and elements related to SERPs and makes a comparison of a particular content with other content. It also helps the businesses to evaluate the keywords of their marketing content effectively along with distinct types of ranking measures and metrics that provide suggestions to the businesses for optimising their content related to search engine optimisation. It also offers a highlight generator along with different keyword research tools to produce a wide range of SEO content (Murár and Kubovics, 2023). Therefore, Surfer SEO has an immense range of impacts towards the marketing activities of different business sectors.   
Optimove: According to Annunziata (2023), Optimove is one kind of consumer data platform that gives a unified view related to behaviour and insights about different kinds of consumer behaviour. It also provides a collaborative view related to marketing campaign performance, A/B testing elements, hyper-segmentation of marketing procedures as well as multi-channel tracking. These particular attributes generally help businesses to increase the effectiveness of their entire digital marketing procedures and also ensure that businesses increase the entire reach of their kinds of marketing activities with a lot of quality and productivity (Annunziata, 2023). 
Zapier: According to Thomas (2023), Zapier is one of the most effective tools related to the market for AI-driven automation activities. It generally helps to automate the time-sensitive work that helps the businesses to complete their work by meeting the deadlines with a lot of effective measures and techniques. Most businesses generally use Zapier to automate the tasks related to marketing activities including content creation, providing updates on social media, and others. It also assists contemporary businesses to enhance their overall working procedures with a lot of quality and productivity that also allows them to set a highly effective range of revenues annually. Specifically, the high range of awareness related to a particular business process always helps to increase the reach of their business elements towards diverse regions (Thomas, 2023). It also attracts the audience to connect with this business without any kinds of complications. Therefore, businesses have to increase the optimization rate related to AI-powered marketing tools. 
[bookmark: _Toc163582801]2.3 Ethical Implications of AI in Marketing Activities
Privacy Issues- AI technology is one of the most effective tools in the marketing sector which helps companies to collect and analyse customer data. According to Vlačić et al., (2021) support the companies to predict the behaviour of the customers. Besides the positive aspect, AI has some major negative aspects which can impact the marketing operations of a company. One of the major ethical issues related to AI technology is the privacy issue. According to Velarde (2020), the AI system depends on a vast amount of information to make predictions. It learns from experience and makes discoveries through data. According to Seligman (2018), AI is a sophisticated technology which can only be handled with the help of skilled professionals. These professionals can only channel AI technology in the right direction. Sometimes AI professionals use sensitive data to train the AI system. The AI system handles sensitive data related to marketing policies, customer data or finances to make business predictions. Any type of mishandling of the data can bring negative consequences for the company.  According to Reuters 2023), misuse of AI technology can cause Privacy breaches or mishandling of the data of the customers. It cannot just damage the image of the brand name but it can also bring serious types of legal consequences for the company. Some companies tend to avoid using AI technologies in their marketing process due to their complications and the fear of privacy issues.
Biasedness- Artificial Intelligence is a technology that stimulates the computer system to replicate the intelligence of human beings. According to Huang et al., (2021), the AI artificial intelligence learns from experience and it builds new data based on that experience. The AI professionals instruct the AI system through programming. AI technology can make effective marketing predictions when it gets the relevant information from the Professional. The AI technology can make different types of biased decisions like selection bias, measurement bias, stereotype bias, outgroup homogeneity bias and confirmation bias. Selection bias happens when the AI technology makes biased decisions after receiving complete data. Sometimes AI technology receives incomplete data or relevant data that do not represent the opinion of the masses. According to Trigyn (2024), confirming bias happens when AI technologies rely too much on past data and fail to predict future marketing trends. Stereotype bias happens when AI technology reinforces gender-related, ethnicity or religion-related stereotypes. Sometimes the AI system shows a biased face recognition program when it receives information related to a particular religion, class or ethnicity. Out-group homogeneity bias occurs when the AI system fails to identify individuals who belong to minority groups in a homogenous society. It sometimes causes the wrong categorisation of minority groups. Measurement bias is another ethical problem which occurs when the AI system receives data which is different from the variables of interest. The AI system fails to predict accurate results in this case. Biased prediction of AI technology can lead the marketing team in the wrong direction. It can seriously damage the reputation of the company.
Lack of Transparency- lack of transparency is another crucial ethical issue which demotivates the users to use AI technologies. AI transparency is a term that defines the decision-making process of the AI system. It helps to understand how the AI system acquires data and how it interprets the data. The functioning of the AI technologies can only be understood with the help of the AI skills. It becomes difficult for the common users to view or understand the prediction that the AI system is making for the business. Businesses sometimes find it difficult to understand and interpret the decision-making process of the AI system which sometimes creates a lack of trust and lack of transparency. There are three levels of AI transparency algorithmic transparency, interaction transparency and social transparency. Algorithmic transparency deals with the data processing function of the AI system. Interactive transparency is related to the communication that takes place between the users and the AI system. Sometimes companies use the interface to analyse the interactions of users and AI systems. Social transparency is related to the impact of the AI system in society. It helps to understand how the predictions of AI impact society. 
[bookmark: _Toc163582802]2.4 Strategies to Overcome the Ethical Issues of AI 
User Control- AI is a sensitive technology which can only be handled through precision. AI technology can work well if handled by professionals. According to Stone et al., (2020), privacy breach is a major concern related to AI technology. It happens when the AI receives incomplete instruction from the users. It often misreads the information and predicts wrong results. It sometimes leaks private or sensitive data which is extremely important for the company. Marketing companies often provide the personal information of customers to instruct the AI system. A Poorly managed AI system can leak information related to the customers which can bring serious consequences for the company and the customers. It can also create legal consequences for the company and damage the brand's reputation. The best way to manage the AI system is to insert correct and complete information into the system. According to Thaichon and Quach (2023), correct information can help the AI system to continue business operations in the right direction. Another important step is to hire an AI expert who can manage the AI system efficiently. User control is important to manage the activities of the AI system. Users should understand what type of data is being used to instruct the AI system. They need to monitor the activities of the AI system. They need to know whether the AI-related information is used outside of the organisation or not. The companies should obtain the consent of the customers before using or publishing their information outside the company.
Use of Inclusive Data Set- AI biases are another important issue which impacts the marketing operations of the companies. Most of the companies use AI technologies to analyse the customer behaviour. They use the customer's data to instruct the system but the system makes stereotypical or wrong predictions related to the customers. The inefficiency of the AI system can damage the entire marketing campaign of the company. It becomes necessary for the company to monitor the activities of the AI system to understand its functioning. The users can use different statistics and data exploration techniques to reduce the bias. They can also compare and validate the training data to reduce algorithmic biases at the base level. The user needs to analyse the different sampling of the training information to find out the actual source of the algorithmic bias. Before incorporating data in the AI system the users should remain conscious. They need to examine the data they are incorporating into the system and check whether it contains any type of stereotype related to race, religion or ethnicity. Any type of stereotypical data can mislead the system and generate relevant results. The users can incorporate various types of data set which includes inclusive information about various groups. It can help the AI system learn about diversity and to produce more effective predictions for the company. The users can also introduce some algorithmic changes that can help the system to recognise the biases.
Improve AI Skills- According to Eriksson et al., (2020), AI technology can only be handled through the help of technical competency. Sometimes it becomes difficult for the users to monitor the activities of the AI system. It creates transparency issues due to which most business organisations feel hesitant to use the AI system in their business operations. According to Jarek and Mazurek (2019), users need to develop knowledge about the system and its functions. It can help the users to monitor the data collection, data processing and decision-making process of the AI system. The users need to monitor the AI system regularly to identify any type of efficiency. According to Roetzer and Kaput (2022), AI technology is used in many companies to interact with customers. The users need to monitor the communication pattern of the AI system with the customers otherwise it can damage the customer engagement process. Companies can include an interface to manage the communication process between the system and the customers. AI can influence the purchasing behaviour of the customers. It becomes the responsibility of the users to make sure that customers receive authentic information through the AI system.  Effective AI systems not only save the time and resources of the company but also increase work efficiency.
[bookmark: _Toc163582803]2.5 Literature Gap Analysis
The literature review focuses on the impact of the AI system on managing business operations like marketing. It analyses the different AI tools used to conduct market research and to make effective marketing decisions. It also discusses ethical issues like privacy, transparency and biases related to the AI technology and how it has impacted the marketing process of the organisations. Secondary research techniques are used to gather information about AI technologies. Various types of articles books and websites are used in this research technique. This research misses some statistical data analysis which can improve the quality of this research.


[bookmark: _Toc163582804]2.6 Summary
Artificial Intelligence is a cutting-edge technology which has helped to transform the marketing sector. It has helped companies to collect market data and analyse customers' attitudes. Most of the companies have used AI technology to make effective predictions for their business. There are AI technologies like Canva which help companies generate graphics designs for their marketing content. It has not just helped to save the energy of the companies but also helped to save the resources. Jasper AI is another type of tool which has helped companies to create digital marketing content. Optimove helps companies to analyse the behaviour of their customers. Besides the advantages, there are some disadvantages which are related to Artificial Intelligence. There are some ethical issues like privacy, transparency and biases which impact the decision-making ability of the AI system. The AI system is dependent on human instruction and past learning data. It can create privacy-related issues if it gets the wrong input from the users. Privacy issues can bring negative consequences for the company and damage the product value. Biases are another type of issue related to AI techniques which directly impacts the decision-making process of the system. This bias can be related to algorithms, measurement or stereotypes. Transparency is another type of important issue which impacts the relations between the users and the AI system. AI systems require constant monitoring and tracking. It becomes tough for the users to monitor and understand the AI processes without having the AI skills. Proper skills are required to manage the activities of AI and to bring transparency to the data analysis process. 


[bookmark: _Toc163582805]Chapter 3: Research Methodology
[bookmark: _Toc163582806]3.1 Research Onion
[image: ]
Source: (Dr Hayley Stainton, 2023)
A researcher needs to choose an efficient plan for the collection and evaluation of the research topic. This organised approach would allow the researcher to organise and select the correct epistemology and reach out to the right sources for the evaluation of the right information (Dr Hayley Stainton, 2023). The researcher will follow Saunder’s onion which will allow the researcher to understand and plan which research philosophy should be used and which research approach should be maintained for the collection of the different data types. 
[bookmark: _Toc163582807]3.2 Research Philosophy
A researcher follows different research theories and assumptions which allows the researcher to select a particular angle to look at the research topic. This will assist the researcher in understanding what opinion the researcher will keep during the selection of the research topic. There are two different research philosophies, Positivism and Interpretivism. Positivism is the study of the research topic in an objective manner and the data that is collected is solely based upon data collection and the interpretation of the same (research-methodology.net, 2024). This research approach ignores personal values and only values the different aspects that come forward through the analysis of the data. Interpretivism on the other hand is an approach that allows the researcher to concentrate more on personal values and helps to evaluate how the researcher can measure the different incalculable aspects of the research (research-methodology.net, 2024). The researcher will follow the positivist research philosophy.
Advantage 
The researcher can look into a lot of different things in a short amount of time.
Disadvantages 
[bookmark: _Toc163582808]Real-life events are the only thing that can support it, and gathering and analysing such information is hard. 
3.3 Research Approach 
This helps the researcher focus on one part of the study topic by giving them a detailed hypothesis to follow. The researcher will be able to compare the different parts of the study which will help gather the most useful research data. The two main ways to conduct a research the deductive approach and the inductive approach. Research-methodology.net (2024) have stated that the inductive research method lets the researcher start with a broad idea and then gather the facts to back it up. With the deductive research method, a person can think of something or make an opinion about a theory that already exists. This lets the researcher use specific data and information to build on the study assumptions. For this study, the researcher will use the inductive research method. It gives the researcher more freedom to focus on different parts of the topic that are important to the study and to pay more attention to the bigger picture of the topic.Often it is difficult to evaluate and analyse the data that had been collected through the use of the different data collection methods. 
[bookmark: _Toc163582809]3.4 Research Design
A well-designed and systematic approach towards the research topic is necessary to ensure that the researcher can address the issues of the research topic. Hence, the choice of the framework that can be used for the evaluation of the research topic can be understood as the selection of the research design. There are two different types of research design choices, Exploratory and Conclusive. The exploratory research design allows the researcher to explore the different elements of the research objectives and does not essentially engage with providing a solid conclusive closure to the topic (research-methodology.net, 2024). Whereas the conclusive research design assists the researcher in testing the hypothesis and follows a defined research process allowing the researcher to concentrate on the research topic (research-methodology.net, 2024). The researcher will be following the conclusive research design in the research. 
Advantage
The conclusive research design will allow the researcher to gain in-depth and reliable reflection on the research topic. 
Disadvantage 
This research design is associated with the evaluation of a varied range of research data which could be hard to collect and interpret within the limited time frame. 
[bookmark: _Toc163582810]3.5 Research Method
For the effective analysis of a research topic, a varied range and types of data are utilised to ensure that they can interpret the topic efficiently. In this step, the researcher gets to choose the right set of facts to test the research question. One way to think about the research method is as the choice of the different kinds of research data that can be gathered and analysed. When researchers do their work, they gather two kinds of information: qualitative and quantitative. For research-methodology.net (2024), qualitative data is the different kinds of information and data that are not shown as numbers. Literature is used to show these numbers because they show personal values that can't be shown in pictures, graphs, or charts. The other kind of data is quantitative data, which comes in the form of numbers and lets the researcher understand the values and show them in graphs and charts. There will be both qualitative and quantitative data used by the researcher. Using this approach will allow the researcher to collect a wide range of data and get a better understanding of the research topic. Although using both types of data could be hard to interpret and difficult to represent.
[bookmark: _Toc163582811]3.6 Data Collection Tool
The different kinds of tools that are used to gather and analyse different kinds of data are called "data collection tools." This will make it easier for the researcher to look at the different kinds of data and figure out what they mean so they can learn more about the research topic. There are two different ways to gather data: primary data collection and secondary data collection (Sileyew, 2019). During the study, the researcher will use both ways to gather information. For the collection of the primary data, a survey will be conducted and for the secondary data, a literature review and a graphs and charts analysis will be conducted. This will allow the researcher to build a strong base for the research and at the same time collect the most relevant and current research data. 
[bookmark: _Toc163582812]3.7 Sampling
According to Obilor (2023), research sampling is an effective procedure of selecting a subset related to a particular population to draw and study conclusions about the overall population. It is a vital part related to research design as studying the overall population is generally impossible or impractical. There are two major types of research sampling including probability sampling and non-probability sampling. Every member related to a particular population will be selected in the probability sampling. Selection is generally based on judgment or convenience rather than any kind of random chance. Probability sampling also consisted of several types including simple random sampling, stratified sampling and cluster sampling. The non-probability sampling is also composed of numerous types including convenience sampling, purposive sampling and snowball sampling. The researcher will utilise simple random sampling to conduct this particular research. The major strength related to simple random sampling is its effective capability to reduce bias. Each member related to the particular population has a similar chance of getting selected by ensuring the sample has not skewed related to a specific subgroup. The researcher will utilise this random sampling method using which 20 industry experts will be selected who are actively involved with businesses that utilise AI. However, it has a few disadvantages as the researcher may face difficulties with a large population that has an unequal selection selection probability (Obilor, 2023). 
[bookmark: _Toc163582813]3.8 Time-Horizon 
According to Sampson and Shi (2023), the time horizon related to research considers the particular timeframe over which specific data is gathered related to this research study. It is a very vital factor related to a particular research design that generally influences the different types of information on this research topic and the methods that have been employed by the researcher. The time horizon is generally divided into two types: longitudinal and cross-sectional studies. Cross-sectional studies refer to the particular data that is specifically gathered at a single point in time that also offers a snapshot related to a particular phenomenon that is being studied. It also involves understanding the recent trends and relationships among the variables at a particular time. The longitudinal studies concern the specific amount of data collected regularly and repeatedly over a long phase of time that also allows researchers to analyse trends and changes over a time period. The researcher will utilise the cross-sectional time horizon to conduct this particular research (Sampson and Shi, 2023).  
[bookmark: _Toc163582814]3.9 Ethical Considerations
The researcher will follow entire principles related to ethical consideration to manage the rectitude related to this particular research proposal. All the information related to this research will be collected from different kinds of reliable sources and the proper references will be utilised at the end of a sentence. The researcher will avoid bias and ensure fair principles towards collecting reliable data about the particular research topic. Transparency and honesty across the entire process of research are fundamental. This is the reason; the researcher will have to consider the ethical principles related to conducting this research. 
[bookmark: _Toc163582815]3.10 Resource Implications and Needs
Reliable resources are very essential to complete research work. The researcher will utilise all kinds of secondary data to complete this particular research work with a lot of effectiveness. All the data related to this research will be collected from books, journals, websites, and other secondary sources. These sources are very essential as these generally consist of a wide range of informative data about this specific research topic. The research will get numerous advantages by using these data that will help to increase the reliability of this research.




[bookmark: _Toc163582816]3.11 Gantt Chart
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