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[bookmark: _Toc230954741]Chapter 1: Introduction
[bookmark: _Toc230954742]Definition of Key Concepts 
Artificial Intelligence capability is information by the concept of intelligence. According to Legg and Hutter (2007), It involves the ability to interact, learn, adopt, and then resort to information which stems from experiences. Artificial in itself, involves something developed by human and replicated traits of natural behaviour. Mikalef and Gupta (2021) integrates the two concepts to form artificial intelligence and defines it as the ability of a system to identify, interpret, make reference, and learn from existing data to attain predetermined social and organizational goal. 
Modern marketing practices refers to a shift that has occurred over the years from traditional model of marketing and creating value for customers to most contemporary approaches, strategies, and tools (Bose, 2010). Organizations now rely on these elements to create value, communicate value, and deliver it within digital spaces. Modern marketing practices is heavily shaped by communication channels, real time data, and digital tools (Nordin and Ravald, 2023). 
[bookmark: _Toc230954743]Significance of the topic 
The findings from the study are expected to make three contributions. Academically, the results are expected to extend the current debate concerning the effect of AI and marketing practices. Practically, the results are expected to benefit personnel at Admiral Group. Third, the results are expected to show theoretical implications and support of policy advocacy among financial institutions. 
[bookmark: _Toc230954744]Purpose of the research
[bookmark: _Toc230954745]Background of the study
Modern marketing practices in financial service firms have undergone significant transformation following the adoption of artificial intelligence capabilities (Riikkinen et al., 2018). Traditionally, marketing practices in financial service firms focused more on manual campaign development, conventional advertising, as well as complex areas of customer segmentation (Singh, and Chivukula, 2020). However, the advancement of artificial intelligence (AI) supported tools and related capabilities has enabled insurance firms to adopt agile, data-oriented, and customer-cantered marketing practices (Wilkinson et al 2023). Such a continued way of transforming how marketers work has led to increased opportunities to become more efficient, higher customer engagement, and sustainable advantage against traditional firms (Kodali, 2020). As insurance firms invest more in digital transformation, developing a critical insight into how AI now shapes modern marketing practice remain one of the academic and practical agenda in the modern history. 
[bookmark: _Toc230954746]Statement of the Problem
Despite increasing adoption of artificial intelligence tools, there is limited empirical research that explores the perception of marketing professionals within this industry about the effect of AI on modern marketing practices specifically among insurance firms with special focus on Admiral Group in the County of Cardiff. Therefore, there is need for empirical research that can bridge this gap. There is need for a study that can examine ways that AI capabilities focusing on content creation, efficient, and decision-making support system are affecting modern marketing practices among insurance firms. The study seeks to use cross-sectional correlational research focusing on survey method. Survey instruments will be distributed to teams involved in marketing, customer relationship, communication, customer engagement, and digital insurance at Admiral Group. Mixed method of analysis will be used to generate descriptive and inferential statistics describing firms and hypotheses test. 
[bookmark: _Toc230954747]Proposed aim, objectives, and Questions
[bookmark: _Toc230954748]Proposed Aim
This study seeks to examine the effect that artificial intelligence has on modern marketing practices among financial service firms in the County of Cardiff with special focus on Admiral Group
[bookmark: _Toc230954749]Objectives
i. To assess the relationship between content creation on marketing practices at Admiral Group Insurance
ii. To determine the relationship between marketing efficiency on marketing practices at Admiral Group Insurance
iii. To test the effect of decision support on marketing practices at Admiral Group Insurance
[bookmark: _Toc230954750]Questions
i. What is the relationship between content creation on marketing practices at Admiral Group Insurance
ii. What is the relationship between marketing efficiency on marketing practices at Admiral Group Insurance
iii. What is the effect of decision support on marketing practices in insurance firms at Admiral Group Insurance
[bookmark: _Toc230954751]Research Outline 
The final study will cover four chapters. The introduction will present the background and problem of the statement to understand the aim of research. Chapter two will review empirical research and theoretical frameworks to achieve the variables of study. Chapter three will present a blueprint to collect and analyse data. While chapter four will offer limitations and recommendations to future researchers.

[bookmark: _Toc230954752]Chapter 2: Literature review
[bookmark: _Toc230954753]Theoretical Frameworks
[bookmark: _Toc230954754]Dynamic Capabilities Theory 
This study will adopt the dynamic capabilities theory developed by Teece, Pisano, and Shue (1997) to explain ways that insurance firms develop and leverage on artificial intelligence capabilities making them adapt easily within the modern digital market. Teece et al posits that firms attain competitive advantage because of the ability to integrate, reconfigure, and implement internal resources making them respond to market dynamics. The theory remains applicable to this study because AI tools form strategic firm capabilities that allow them to transform their marketing operations to meet customer evolving needs. The theory will help operationalise AI capabilities variable along three capability constructs – AI content creation, marketing efficiency, and decision support. Specifically, the study will measure content creation by focusing on production speed, enhancement of creativity, and consistency in posting (Sadiq et al., 2021). Marketing efficiency will be measured based on reduction of cost, ease of developing campaign, and improvement in workflow (Hansen et al., 2024). While decision making will be measured with the support of predictive analytics, generation of customer insights, and data-based decisions. 
[bookmark: _Toc230954755]Market Orientation Theory
The study seeks to adopt the market orientation theory to explain application of different dimensions of modern marketing practices with the insurance sector. Specifically, proponents of the theory maintain that firms achieve better performance when they continue to create market intelligence, respond to customer needs, and coordinate activities that create value (Bose, 2010). The study seeks to use this theory because of how it applies to the current research on modern marketing practices. Specifically, firms in finance and insurance are now moving towards adoption of AI capabilities to enhance customer-centricity, use of data to make decisions, integrate digital tools, and agility (Brodie, Coviello, and Winklhofer, 2008). All these are now supported with the help of AI technologies. The theory will be anchored on modern marketing practices variable. 

[bookmark: _Toc230954756]Empirical Review 
Kumar, Srivastava, and Bisht (2019) studied the effect of AI in insurance sector. The study developed a conceptual model to measure the effect of AI and customer satisfaction in marketing. Quantitative method was adopted to collect data from insurance owners. The study concluded that AI increased satisfaction by ensuring that marketers provide value. However, the study presents a contextual gap of focus on insurance companies in the US drawing a need to focus on the County of Cardiff. Moreover, the study fails to study content creation, efficiency, and decision making. The failure to also study marketing practices limits understanding of effects. Similarly, Allafjafari et al (2024) developed a marketing model in the insurance with focus on AI. The study adopted a mixed method that led to a survey of 400 participants and 12 key informants. The study results showed strong positive effect of artificial intelligence capabilities on sustainable marketing practices. Specifically, they argued that AI capabilities helped insurance firms analyse big data, personalise marketing campaigns, and optimise decision support. However, despite such results, the study experiences contextual gap for its failure to research insurance firms in the County of Cardiff. The study also failed to operationalise AI capabilities into content creation and marketing efficiency. Different measure of AI capabilities affects marketing practices. 
Mullins, Holland, and Cunneen (2021) focused on Ping A case study to explore the effect of AI in insurance companies. They concluded that a majority of AI focuses on AI processes. They also argued that integration of AI business process capabilities and innovation affects general business model. Such a model can include either reduction in costs, improvement in services, or changes in offering. However, the study failed to explicitly show how AI capabilities such as content creation, efficiency, and decision support systems enhance marketing practices. This study seeks to fill these gaps. Dubyna, Popelo, and Shvets (2025) also conducted a similar study to examine the comprehensive overview of theory and practice of AI when marketing insurance services. Quantitative research was adopted by surveying a sample of 100 marketers in insurance firms in India. Results showed content creation and efficiency increased modern marketing practices through data, customer centred, and automation. Despite these results, the study experiences contextual gap for its failure to study insurance firms in the County of Cardiff. Besides, the results cannot be generalised because of its focus on Indian firms that operate in different market, exposure to regulatory frame affecting AT technologies.  
[bookmark: _Toc230954757]Conceptual framework
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[bookmark: _Toc230954758]Chapter 3: Research methods and Methodology 
[bookmark: _Toc230954759]Research Philosophy
Positivism research philosophy will be adopted to examine the relationship that exists between AI Capabilities and modern marketing practices in insurance firms with special focus on Admiral Group. Positivism will be appropriate to help test the relationship s between constructs of AI Capability and modern marketing. It is easier to observe and measure variables through questionnaires. 
[bookmark: _Toc230954760]Research Paradigm
Quantitative research paradigm will be adopted to help collect numerical data. It is also suitable for this research because it will help determine the effect of AI capabilities on modern marketing practices. It will allow the study to apply correlational analysis such as correlation and multiple linear regression analysis. 
[bookmark: _Toc230954761]Research Approach 
Deductive research approach will be adopted in this study to test dynamic capability theory and modern market orientation theory. The study will begin with reviewing theories and then conceptualise their constructs within AI and marketing practices. It is appropriate in this study because it relies on testing relationship between variables.  
[bookmark: _Toc230954762]Research Methodology
Quantitative research method will be adopted for purposes of examining how AI influences modern marketing practices among insurance firms. The quantitative method will collect data to help measure the effect of all three variables of AI capabilities and create supported findings (Bryman and Bell, 2015). Additionally, quantitative is suitable to the study because of the opportunity to collect standardised data from representative sample size, conduct objective analysis, and test hypotheses (Collis and Hussey, 2013). 
[bookmark: _Toc230954763]Research Strategy
Quantitative case study strategy will be adopted because it will allow examination of how AI capabilities affect modern marketing practices at Admiral Group. The strategy also allows the opportunity to conduct an empirical study within organisational context hence, developing deep insight on how insurance firm applies AI capabilities. Questionnaiares will be distributed to employees working in marketing, customer relationship, communication, customer engagement, and digital insurance at Admiral Group
[bookmark: _Toc230954764]Sampling Method
The population for the study is approximately 60 working in different departments. The data will be collected from company teams involved in marketing, customer relationship, communication, customer engagement, and digital insurance at Admiral Group. Purposive sampling will be applied in this study to identify participants in different teams (Denscombe, 2012; Yin, 2013). Specifically, the study will sample out personnel that interact with AI Capabilities at Admiral Group Insurance.   

[bookmark: _Toc230954765]Data Collection
Structured questionnaires will be used to collect primary data from participants (Easterby-Smith, Thorpe, and Jackson, 2015). Self-administered questionnaires will be distributed through Google forms. Structured closed questions will be designed and include standardised questionnaires (Greetham, 2009). Likert scale items will be designed to make it easier for participants to fill the questionnaire within short period. The approach will give participants an opportunity to evaluate (Robson, 2011) the extent to which AI tools helps affect marketing practices. Besides, literature will inform how to design the questionnaires. 

[bookmark: _Toc230954766]Data Interpretation
Mixed method will be applied to analyse and present findings (Saunders, Lewis, and Thornhill, 2012). Frequencies and percentages will be generated measing the size, number of years in operation, level of adopting AI capabilities, budget allocated to digital tools, the number of customers the firm serves, and duration to use AI. Moreover, mean and standard deviation will be used to assess the extent use of AI capabilities and marketing practices measured using data driven marketing, customer-centred, responsive marketing, and automated integration. 
Multiple linear regression will be adopted to test the three hypotheses. R-squared will measured the degree of variation in modern marketing performance determined by AI capabilities. Analysis of variance will test the general effect caused by regression while standardized coefficients will be used to indicate the direct and magnitude of relationship. 



[bookmark: _Toc230954767]Time Prospects
	Time
	Week  1
	Week 2
	Week 3
	week 4
	Week 5

	Topic Selection
	
	
	
	
	

	Review studies
	
	
	
	
	

	Develop Statement of research Problem, aim, objectives, and questions 
	
	
	
	
	

	Literature review
	
	
	
	
	

	Write methodology
	
	
	
	
	

	Develop questions
	
	
	
	
	

	Administer questionnaires
	
	
	
	
	

	Analyse data and write results and conclusion
	
	
	
	
	



[bookmark: _Toc230954768]Ethical Considerations 
The study will objectively research permission from the school because data collection will involve humans working across different departments at Admiral Group. Informed consent will be sought from all participants. Every participant will be informed about the objective and purpose of the participating in the study. Besides, confidentiality and anonymity will be accorded to every participant. Moreover, participation will be voluntary with the rights to withdraw at any stage.  


[bookmark: _Toc230954769]Chapter 4: Conclusion
Advancements in AI capabilities is an ongoing area. Marketing practioners are now beginning to adopt it as part of their marketing practices. Specifically, AI capabilities help transform how marketers create content, the frequency at which they post content, and how they support their decisions. With insurance firms now moving with speed to adopt similar technologies, little research has been conducted in these areas among firms that operate in the County of Cardiff. There is need for a study that can focus on Admiral Group to examine the effect of AI capabilities on transformation of modern marketing practices among insurance firms. This study seeks to become part of the pioneering research in marketing transformation. 
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