


[image: Press Releases 2018 | University of Wales Trinity Saint David]

Module Name: Managing Marketing Change
Module Code: BMMB7026
Assignment Title: Future Developments in the Field of Marketing
Student id:2506698















[bookmark: _Toc230988317]Executive Summary
This is a critical analysis of what the YouTube is doing so far in the marketing sector and how artificial intelligence will impact the current outlook of the YouTube marketing growth in future. YouTube uses AI to enhance the customer experience, content discovery, and engagement and advertising success of creators. They include the marketing environment analysis, the segmentation, targeting, the marketing mix, the communication channels and the performance measures. The study shows the creator ecosystem, global brand, data-based personalisation and engagement features of YouTube are the key assets. But also algorithmic bias, short video rivalry, privacy concerns and transparency and misinformation risks are potential weaknesses. The report urges explainable AI, greater access by creators, responsible customisation and good AI management.
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[bookmark: _Toc230988318]1. Introduction
Over the past few years, technology has transformed the marketing world and multiplication of digital information has contributed to the transformations. Old mass-marketing methods are no longer so effective, and data-driven marketing can enable organisations to learn their customers better and predict their tastes and preferences and provide more custom experiences. Artificial intelligence (AI) is one of the most notable technologies that drive this change and promise businesses the ability to use enormous volumes of data, automate their decision-making, and optimize their marketing strategies. Thus, AI is no longer seen as a support feature, but rather recognized as an important strategic asset, capable of providing competitive advantage in the current more dynamic digital market (Davenport et al., 2020). The importance of AI-driven marketing practices has only become more relevant now with an increasing popularity of social media platforms. Organisations are also increasingly adopting AI technologies to enhance their customer experience, increase the value of content, enhance advertising activity, and enhance their customer relationships via digital marketing. Consumer- expectations are shifting constantly and organisations are being put under a growing pressure to deliver a personalised, smooth experience. This has turned AI into a major component of the marketing strategy and not an operational efficiency factor and a significant phenomenon in the long-term business expansion (Dwivedi et al., 2021). YouTube is an unparalleled entity in this context, being not only one of the biggest digital media platforms in the world but also a major player in the creator economy. All of these AI-driven recommendation platforms, content finders, and personalised advertising promotions are vital to its ability to bridge viewers, content creators, and advertisers. Thus, AI is not just a tool for YouTube's marketing efforts; it's a key component in maintaining user engagement, platform growth, and competitive advantage in a rapidly digitalizing and data-driven market (Verhoef et al., 2021).

[bookmark: _Toc230988319]2. Organisation and Industry Context
[bookmark: _Toc230988320]2.1 Overview of YouTube
YouTube is owned by Google and is a part of Alphabet Inc. YouTube, one of the world's largest digital media platforms, operates on a multi-sided business model to generate value between users, content creators and advertisers. It generates the majority of its revenue from advertising, YouTube Premium subscribers, channel memberships and creator services. Its worldwide presence, wide-ranging content library, and advanced data-driven features significantly bolster the platform's strategic market positioning. Yet, its competitive edge is now more reliant on its ability to manage the relationships between and within different groups of creators in the creator economy, as opposed to just its size (Bleier et al., 2024).
[bookmark: _Toc230988321]2.2 YouTube within the Creator Economy
YouTube has evolved from a platform for sharing videos to a multifaceted, digital economy, providing opportunities for creators to build audiences, monetise their content, and generate revenue. Creators create the content that audiences want to see, but if that content isn't monetised properly or can't be seen or is not supported by the platform, then the creator can't sustain their efforts. Consequently, YouTube has to find a balance between the expectations of the users and the incentives that the creators offer as the value are created. Lack of balance may cause creators to switch to other platforms and reduce its popularity and potential to expand (Rieder et al., 2023).
It is only about the confidence of the advertisers to the platform as far as advertising is its No. 1 source of revenue. This is fluent to advertisers who want to have their advertisements in brand-safe places with high engagement and measurable ROI. This implies that YouTube has to provide content that suits its users, lucrative monetisation chances to the creatives, and effective control of the system so that their advertisers remain satisfied. Sustaining this connectedness and the capability to overcome rising competitions and changing consumer habits will be key for the future success of the platform (Nikolic, 2024).
[image: ]
Figure 1: YouTube Business Ecosystem (Author)
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[bookmark: _Toc230988323]3.1 The Strategic Importance of Marketing at YouTube
Marketing definitely provides a competitive edge to YouTube in using an effective relationship with their clients and in strengthening the long-term relationship with their platform. This, in essence, is a question of marketing: making sure that the same time YouTube helps its users, it also helps the creators and the advertisers. Good customer experiences can keep a user on the platform longer, get them to come back and build affinity to the brand. Today, one of the most critical factors in a company's success in the Digital Market is experience and YouTube's marketing has been crucial in maintaining its market status and growth (Becker and Jaakkola, 2020).
Additionally, marketing is 1/3 converting customers; it aids in user interaction to make them feel part of the platform. YouTube seems to be focusing on increased interactions with creators, personalised advertisements and content suggestions, and overall user engagement. The more one watches, the more engaged users are and the more connected they feel to the platform, the more value it has for creators and advertisers. Thus, engagement oriented marketing has emerged as an important tool to ensure that YouTube continues to enjoy its network effects and competitive advantage (Barari et al., 2020).
Another aspect of how AI improves the marketing of YouTube is by improving the relevance of content, accurately increasing the number of recommendations, and ultimately improving customer satisfaction. That puts into the consideration of advertisers who are seeking extremely focused audience members and wish to make sure to quantify the outcome of their bring. Yet excessive individualisation can generate some issues in respect of consumers' autonomy, with users potentially becoming more and more addicted to algorithmic recommendations. Thus, you can conclude that AI can help to make marketing more effective, but it is crucial for YouTube to take personalization, transparency and user control into account for a sustainable and successful platform (Ameen et al., 2021).
[bookmark: _Toc230988324]3.2 Macro Marketing Environment Analysis
Table 1: PESTLE Analysis of YouTube
	Factor
	Key Issue
	Marketing Implication

	Political
	Content regulation
	Greater moderation and compliance requirements

	Economic
	Advertising market fluctuations
	Need for diversified revenue streams

	Social
	Changing media consumption habits
	Increased focus on personalised and short-form content

	Technological
	AI and recommendation systems
	Enhanced engagement but increased ethical concerns

	Legal
	Data privacy and AI governance
	Greater transparency and accountability

	Environmental
	Sustainability expectations
	Pressure for responsible digital operations


With governments and regulators focusing more on digital platforms, the political and legal landscape is now more crucial for YouTube. The policies of GSA and the main areas of concern of the information on YouTube, laws of data privacy and governance of AI can directly influence how it builds and sells its services. Strict control may increase the cost of compliance and inefficiency, but also may create a trusting atmosphere and credibility in the platform. Therefore, growth and engagement are no longer the only factors to consider when making marketing decisions, and showing ethical responsibility and compliance with regulations is of paramount importance to maintaining stakeholder confidence (Hermann, 2021).
The social factors provide opportunities as well as challenges to YouTube's marketing strategy. There's a growing demand for personalized, interactive and on-demand experiences of content. Meanwhile, short-form video consumption has grown more competitive, calling for more audience attention, especially from platforms like TikTok and Instagram Reels. As creator behaviours evolve, the platform will need to continually adjust its marketing strategy, focusing on several key areas such as creator engagement, community building, and content personalisation. For this reason, social trends have an impact on the acquisition of customers but also on their retention, and decisions regarding platform loyalty (Appel et al., 2020).
YouTube change undergoes the largest change in changing marketing but this is technological change. The use of artificial intelligence can provide significant competitive advantages through its ability to make highly personalised recommendations, targeted advertising, and enhance customer experiences. But such technologies can be problematic too regarding algorithmic bias, transparency and consumer privacy. Hence, with technological innovation comes growth opportunity as well as reputational risk. As a result, it is important for marketing decisions to take into account the ethical implications of personalisation with AI, ensuring that it is both effective and trustworthy and can be sustained over time (Kumar et al., 2024).
[bookmark: _Toc230988325]3.3 Industry and Competitive Environment Analysis
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Figure 2: Porter's Five Forces Analysis of YouTube (Author)
YouTube has been faced with a fierce competition with the rise of many short-form video platforms, especially TikTok. TikTok's algorithm aims at optimising content discovery and user engagement opportunities, unlike traditional video sharing platforms, by offering personalised short-form videos. This model is pretty much in line with the consumer habits of today's consumers who prefer quick-to-read and easy-to-consume pieces of information. This means that TikTok poses a greater competitive threat than traditional competitors, as it's competing directly for audience attention, engagement time and advertising spend. YouTube has thus had to come up with products like YouTube Shorts in order to safeguard its market position and uphold user engagement (Chen et al., 2023).
Another strategic issue on YouTube is migration of content creators, which are one of the key content suppliers on that platform. As creators have other platforms available to them, the bigger the chances of diversifying their presence. YouTube could see a decline in user engagement and content appeal if major content creators move to other areas. Therefore, good creator relations are not primarily a question of operations, but the strategy of staying competitive and further growth of platforms in the long term (Dong et al., 2023).
In addition, the bargaining power of the advertiser is more since the brands can access more digital advertising channels. Other platforms that can be used by advertisers are Tik Tok, Instagram reels and streaming services. This added flexibility puts a strain on YouTube's ability to consistently show advertising ROI, audience quality and actual campaign results. Thus, the platform must be user-friendly and attract customers, creators, and advertisers and be in tandem with evolving consumer preferences in an ever-saturated digital space full of competition (Manic, 2024).
[bookmark: _Toc230988326]3.4 Segmentation, Targeting and Positioning
The segmentation strategy is increasingly AI-driven, and YouTube is able to categorize users by their demographics, interests, viewing behavior, search history and engagement patterns. This way, YouTube can pinpoint very specific audiences and present them with content that caters to their preferences. Thus, AI-powered segmentation boosts the relevance of content and enhances the overall customer experience. But too much dependence on behavioural data can stifle a diversity of content and perpetuate biases, which can diminish users' access to alternative perspectives and experiences (Gao and Liu, 2022).
The targeting on the platform is geared towards presenting personalised content and ads to audiences that are most likely to watch videos, creators, or brands. This provides advertisers with immense value as it makes their campaigns more efficient and boosts the chances of customer engagement. However, there are ethical issues with AI targeting as consumers don't know that their personal data is being collected, analysed and used for targeting. As a result, high levels of personalisation can lead to negative perceptions of transparency, privacy and consumer autonomy (Puntoni et al., 2021).
With its vast range of content and cutting-edge AI features, YouTube is the world's top video-sharing and creator-economy platform. It's bolstered by user experiences that are personalised, intelligent content discovery and effective advertiser solutions. But holding the balance of innovation in technologies and responsible data practices is necessary for maintaining this position. YouTube's success in the long run will rely on its ability to provide relevant content to users, but it will also require maintaining trust among users, creators, and advertisers (Kim et al., 2023) as AI plays a growing role in marketing decisions.
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Figure 3: STP Framework for YouTube (Author)
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Table 2: Evaluation of YouTube's Marketing Mix
	Marketing Mix Element
	Competitive Strength
	Area for Improvement

	Product
	AI-driven recommendations and diverse content ecosystem
	Greater algorithm transparency

	Price
	Free access and flexible subscription options
	Increasing competition from alternative platforms

	Place
	Global digital accessibility
	Regional regulatory restrictions

	Promotion
	Creator-led marketing and platform visibility
	Dependence on algorithmic reach

	People
	Strong creator and user communities
	Creator dissatisfaction risks

	Process
	Efficient content discovery and personalisation
	Recommendation bias concerns

	Physical Evidence
	Recognisable brand and user-friendly interface
	Trust concerns regarding AI decisions


The best competitive advantages that YouTube has are associated with integrated product and process. AI algorithms can suggest personalised content, enhancing user satisfaction and engagement on the platform. The value of these capabilities to users and advertisers is that they're efficient and scalable in terms of delivering relevant content. Thus, YouTube's marketing mix is increasingly distinctive and not as a result of conventional marketing methods. But, the technologies that enable competitive advantage also raise issues of transparency, fairness, and accountability in algorithmic decision-making (Haleem et al., 2022).
Another key reason for its competitiveness is the fact that it facilitates a wide range of content and enables data-driven customer experiences to occur. YouTube uses machine learning technologies to analyse what users watch in order to continuously optimize content recommendations. This enhances customer retention and platform loyalty and boosts ad effectiveness. However, over-personalisation via algorithms can lead to information filtering effects, which can diminish the diversity of information and decrease users' ability to access other viewpoints. Thus, although personalization can enhance the performance of marketing, it can also bring unintended consequences to the consumer trust (Ma and Sun, 2020).
However, some elements of the marketing mix are not satisfactory. Process related issues (recommendation bias and low transparency) are emerging strategic risks. In the same way, having healthy Creator relationships is crucial as it directly affects content quality and audience engagement. With AI growing more integral to marketing activities, YouTube faces a delicate challenge of ensuring operational efficiency while maintaining ethical standards. If not, consumers' trust and long-term success of its marketing may be undermined despite short-term gains (Mustak et al., 2020).


[bookmark: _Toc230988328]3.6 Communication Channels and Media Strategy
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Figure 4: YouTube Communication Channel Framework (Author)
Many consider YouTube creators to be more credible and trustworthy than traditional corporate advertising, making influencer marketing an effective communication tool in the platform. Compared to traditional promotional content, creator-generated content is part of the user experience and boosts the likelihood that people will be receptive to a message. This trust allows brands to resonate with a specific target audience and helps them leverage the fact that creators have already built credibility with their audience. Thus, for YouTube, influencer marketing is a powerful tool to enhance the users' engagement and advertising outcomes (Lou and Yuan, 2019).
The Creator-led promotion is especially beneficial for commercial goals, driven by the creation of genuine content. The difference is that YouTube is better served by creators as a brand ambassador, to foster audience and community engagement beyond just platform communications. This can help to build relationships, increase content reach and boost customer loyalty. Also, its creator-centric philosophy of communication brings YouTube to remain relevant within the various audiences, as well as respond promptly to the constantly shifting consumer preferences and trends in the online realm (Vrontis et al., 2021).
Stakeholder- and influencer-based communications do not lack disadvantages. The effectiveness of creator-led campaigns can have a great difference, as it is affected by the trust, quality and reputation of a creator. Plus, over time, the effectiveness of campaigns can be hindered by influencer burn out and a lack of transparency about sponsored content. As such, while creator-led communication is a critical competitive edge, YouTube needs to guarantee transparency, authenticity, and liable administration of partnerships for a long haul trustworthy and marketing impact. Regularly assessing communication performance is vital for maintaining sustainable value creation for users, creators, and advertisers (Pan et al., 2024).
[bookmark: _Toc230988329]4. Evaluation of Marketing Performance and Effectiveness
Table 3: Marketing Performance Metrics
	Metric
	What It Measures
	Limitation

	Watch Time
	User engagement
	Does not necessarily indicate satisfaction

	Subscriber Growth
	Audience expansion
	May not reflect active participation

	Click-Through Rate (CTR)
	Content attractiveness
	Does not measure long-term loyalty

	Ad Revenue
	Commercial success
	Influenced by external market conditions

	Audience Retention
	Content relevance
	Does not explain why users stay or leave

	Engagement Rate
	User interaction
	May not translate into business outcomes


A variety of metrics are used to measure the effectiveness of the marketing efforts on YouTube. Watch time, retention and subscriptions growth are only some of the metrics that help provide insights on user behaviour and engagement with the platform. However, concentration on these indicators will not be truthful with regards to marketing success. For instance, more watch time doesn't necessarily mean more engagement, satisfaction, trust or long-term loyalty. Likewise, subscriber growth can be an indicator of popularity, but it does not indicate whether subscribers are indeed actively engaging in platform ecosystem. Thus, a more comprehensive framework should be used to study marketing effectiveness that encompasses behavioural and relationship-based outcomes (Unnava and Aravindakshan, 2021).
As an advertiser, engagement metrics are even more significant as they can affect the performance of your ads and ROI. The more users you have engaged with, the higher the value of your ads and often the more attractive you're to have commercials. However, metrics for engagement can not always be a good indicator of the quality of customer experiences or the endurance of platform relationships. Therefore, it is necessary to measure the quantity and quality of engagement as a marketing performance measure (He et al., 2022).
In addition, marketing should be used to ultimately create value, acquire new customers and retain existing ones. YouTube's performance metrics are helpful for determining how the platform is performing, but they can't always be interpreted as a reflection of the wider strategic impact, such as building trust, fostering loyalty and satisfaction among creators. Therefore, there is increased need to implement a more balanced performance measurement system with financial, behavioural and relationship measurements, to determine the effectiveness of marketing in a more holistic manner (Zheng et al., 2022).
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AI is central to YouTube as a marketing tactic, allowing to customize the content and facilitate the activities of advertisers, engage customers and develop the platform. However, the strategic, ethical and reputational questions are also presented by the opportunities of technologies that result in the competitiveness. Therefore, AI has the potential to enhance marketing, provided that it is utilized in a proper and open way.
[bookmark: _Toc230988331]5.1 Algorithmic Bias
One of the key problems with AI-based marketing is the bias of its algorithm. YouTube has a recommendation system that is meant to enhance the customer experiences and contribute to offering them personalised content that suits their interests and viewing preferences. This leads to increased engagement rates, perceptions of time and platform loyalities. However, recommendation algorithms might unintentionally favor particular genres, content producers or views and deny access to other content. This may result in greater homogeneity in the consumption patterns of the users and reduction of heterogeneity of the consumption habit, biased in their favor. Accordingly, although algorithmic personalisation may lead to improvements in the efficacy of marketing, it may also threaten user sovereignty and bring up concerns of fairness and inclusivity (Cakmak et al., 2024).
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Misinformation and amplification of content can also be a threat of AI-generated recommendations. By suffering the content to the interest of individual users, the personalised recommendation increases relevancy and increases engagement. However, it can also cause new sensational, polarising, misleading content to be advertised inadvertently due to its potential to gather more interest. This may create echo-chambers where users get to see like minded views and sources of information repeatedly. More to the point, they can also contribute to the spread of extremist or harmful content, when the recommender systems are based on engagement measures, rather than on content quality. YouTube is thus increasingly facing the pressure to strike a balance between marketing and social responsibility, as well as governance of content (Haroon et al., 2023). The same issues are also voiced in regard to using radical contents and the potential impact of recommendation systems on the human behavior (Hosseinmardi et al., 2021). Additionally, the misinformation filter bubbles have the potential to wipe out the trust of users and introduce three types of reputational risk and regulating controls possessed of the platform (Srba et al., 2022).
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[bookmark: _Toc230988334]The question of how AI marketing is beneficial or harmful to effectiveness and transparency is a wider one. AI will be capable of promoting ultra-targeting advertisements, suggestions based on needs, and communication with clients reduced to the bone, and it will lead to better marketing results. Nevertheless, users lack information regarding the effects of algorithms in their content view, and advertising experience. This lack of transparency makes ethical concerns as to how to relate to informed decision making, privacy and consumer control. Thus, organisations need to be certain that AI systems align with both commercial goals and ethical obligations, fostering stakeholder confidence and sustainability (De Bruyn et al., 2020). Due to the increased adoption of AI in marketing, responsible governance and transparent communication are inevitably part of the marketing strategies in the digital sphere (Mariani et al., 2021). 
6. Recommendations and Future Marketing Developments
The results of this report imply that YouTube must assume the forefront when it comes to the opportunities and challenges of the use of AI in marketing. New changes in the marketing practice need to take into account how to foster trust, develop stakeholder relationships and promote responsible usage of AI without losing competitiveness.
6.1 Develop Explainable AI Systems
YouTube ought to incorporate explainable artificial intelligence, which will boost the reasoning of the user as to why certain videos and advertisements are being recommended. More transparency would boost trust by the users, decrease worries about bias in the algorithm, and increase the perceptions of fairness. With stronger regulation among AI systems, XAI can be employed to comply with the demands and enhance the credibility of platforms as well.
6.2 Strengthen Creator Partnership Programmes
The platform should still keep up the efforts of assisting improvers with improved revenue-sharing setups, education materials, and viewer-plating tools. The content creators are also an important stakeholder in the YouTube ecosystem and an improved collaboration can aid them remain on the platform and avoid instances where they move to other rival platforms. A motivated and loyal creator network is key to user interactions and sustainability of the platform.
6.3 Ethical Personalisation Strategy
Ethical personalisation on YouTube which considers the relevance and content of his or her videos as well as privacy and autonomy is needed. The user and their preference of data should have greater control of whom they set their recommendations. This would facilitate the benefits of customisation and overcome the over-targeting and filtering fears of behaviour.
6.4 Advanced AI Governance Framework
They need to create a uniform system of AI control to oversee the performance of AI algorithms, reduce biases, and ensure that it meets the new regulations. Well-modernized structures of governance can be used to achieve accountability, trust, and prevent the chances of reputation loss when using AI in enabling decisions.
6.5 Future Marketing Roadmap
The successful recommendations require a long-term plan / strategy to be executed. The research shows that in the evolving context of social media, the value of genuine online interaction and creator-oriented marketing is growing, further emphasizing the necessity to develop marketing on a sustainable and trust-driven basis (Barta et al., 2023).
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Figure 5: Future Marketing Development Roadmap (2026–2030) (Author)
Altogether, the roadmap proposed provides a realistic way to enhance transparency, build partnership with stakeholders, and retain YouTube relevant in the ever-changing landscape of the digital marketing environment.
[bookmark: _Toc230988340]7. Conclusion
This report has critically discussed the marketing processes of YouTube and ways AI will be integrated in marketing in the future. The most important assets of YouTube, as per the research findings is: creator economy, global reach, AI personalisation and engagement features. All these assist in customer retention, platform loyalty, attracting advertisers, and competitive advantage. However, weaknesses remain. Possible loss of credibility and trust [competition] in short-form videos, relying on algorithms, lack of transparency, potential misinformation, privacy, loss of consumer agency. So, AI provides great marketing opportunities, but YouTube needs to strike a balance between innovation, responsibility, transparency, and user trust.
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