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Abstract
Through an innovative case study of Companies, this dissertation investigates the revolutionary effect of AI on marketing strategies. This research assesses Companies's AI-driven campaigns in terms of campaign performance, brand engagement, and client ROI while delving into the ethical issues, effectiveness, and implementation challenges of blockchain technology. The dissertation aims to close the gap between marketing's use of AI and its hype by drawing on a wealth of research, including opinions from Companies officials. The research results provide a more nuanced understanding of AI's function by highlighting ethical adoption, human-machine collaboration, and the changing nature of marketing in the AI era.
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[bookmark: _Toc158724698]Chapter 1. Introduction
1.1 [bookmark: _Toc158724699][bookmark: _Toc158483884]Research Background
[bookmark: _Hlk158715992]The field of marketing is undergoing a rapid revolution, as stated by Sunduet al. (2022). The advent of artificial intelligence has fostered the development of new tactics that are data-driven and personalised, which has led to the rapid transformation of the industry. This transformation is being led by businesses, which are a significant international force in the fields of marketing and advertising. These companies are actively incorporating artificial intelligence into their tactics in order to create campaigns that are memorable for their customers. On the other hand, it is essential to conduct an exhaustive investigation into the efficiency of these efforts that are powered by artificial intelligence (Bhatt, 2021). Companies has a long history that dates back to 1948, which has led to the company's status as a well-known name in the creative and brand communication industries. Companies has been in business since 1948. The organisation, on the other hand, is cognizant of the ways in which technological advancements could potentially enhance the human qualities that it possesses (Hardy, 2021). Businesses have made significant expenditures in artificial intelligence research and development by forming collaborations with well-known technology companies and establishing Companies Labs, a specialised artificial intelligence lab. These collaborations and the establishment of Companies Labs have all contributed to the advancement of artificial intelligence. The fact that Companies offers a diverse selection of AI-powered goods and solutions within its marketing toolbox is evidence of the company's dedication to ensuring that its customers are completely satisfied.
According to Moussaddak (2024), corporations make use of algorithms that are powered by artificial intelligence in order to sort through massive datasets that contain information on customer behaviour, preferences, and interactions that involve the internet. Because of this, significant insights are gained, which enables the creation of dynamic customer journeys, individualised content recommendations, and targeted advertising efforts. Moreover, these insights can be used to target specific audiences. For instance, the artificial intelligence system Ekstreme, which is utilised by businesses, monitors conversations that take place on social media platforms in order to determine the brand's sentiment and to find individuals who have the potential to be influential (Elliott, 2021). By utilising this data, brands have the option to build campaigns that are more engaging, enhance conversion rates, and communicate to specific target segments. These are all possible outcomes. One of the most significant applications of artificial intelligence is the enhancement of creative processes via optimisation. The ability to analyse enormous databases of successful headlines and ad layouts is a capability that algorithms possess. After that, these algorithms are able to recognise trends and establish predictions regarding which components will be appealing to particular demographics that are being targeted. Because businesses are now able to dynamically modify components such as images, text, and tone based on the profiles of specific customers, it is now possible to personalise advertising creatives in real time. According to Zhu et al. (2023), this indicates that it is now possible to personalise advertising creatives in real time to meet specific needs. As a result of an investigation that was conducted out by the World Federation of Advertisers in the year 2022, it was discovered that seventy-five percent of marketers are of the belief that artificial intelligence would improve their productivity and creativity. In addition, the results of a study that was conducted by McKinsey indicate that artificial intelligence has the potential to increase the value of the marketing and advertising business by as much as three trillion dollars by the year 2025(Pearson, 2019).  This is according to the conclusions of the study. It is still necessary to overcome the challenges that have been presented to us. The security of personal information, the possibility of algorithmic discrimination, and the risk of "robotic" marketing interactions that do not include human interaction are some of the ethical factors that should be taken into account. Others include the possibility of algorithmic discrimination. However, in order to keep a healthy equilibrium between human control and automation, as well as to integrate artificial intelligence (AI) into existing processes in a smooth manner, careful attention is essential (Nguyen et al., 2022). There is a need for careful assessment.
As a result, it is of the utmost importance to investigate the efficiency of the artificial intelligence marketing techniques that the organisation is trying to implement. In order to provide an exhaustive and complete study of the effects that AI-powered technologies have on the performance of campaigns, the engagement of brands, and ultimately the return on investment for clients, the objective of this research is to provide an exhaustive and thorough analysis (Saxenaet al. 2023). The purpose of this study is to make a contribution to the ongoing conversation regarding the efficient use of artificial intelligence in marketing by conducting an in-depth analysis of pertinent data, conducting in-depth interviews with industry professionals, and analysing real-world case studies. In addition to this, it will provide businesses and the marketing community in general with information that is particularly knowledgeable and perceptive(Pearson, 2019).
1.2 [bookmark: _Toc158724700][bookmark: _Toc158483885]Problem Statement
When it comes to marketing, the application of artificial intelligence is sometimes portrayed as a miracle cure that will result in advertisements that are highly targeted and enormous profits. To put that into perspective, the truth is not always readily apparent. It is difficult to establish the true influence that these technologies have (Chesterman, 2021). This is due to the fact that many of the algorithms that are employed in artificial intelligence are not transparent. What is particularly concerning is the fact that only fifteen percent of marketing executives have a comprehensive understanding of how the artificial intelligence technology they use operates. It is concerning since this raises questions regarding duty and optimisation. Data serves as the fuel that propels artificial intelligence; yet, there are restrictions and privacy concerns that need to be carefully examined (Bhatt, 2021). The Cambridge Analytica controversy is the best example of the potential for misuse of personal information that can be found anywhere (Huang and Rust, 2021). It is impossible to find a more appropriate illustration. The process of traversing this terrain requires enterprises to exercise caution and make certain that the acquisition and utilisation of data are done out in an open and honest manner. This is necessary in order to preserve the faith of their customers and to avoid getting into legal trouble (Busuhoc, 2021).
On the other hand, despite the fact that artificial intelligence is highly effective at processing data and expediting marketing operations, there are still concerns over its capacity to imitate human creativity in the process of producing messaging that is both fascinating and deeply relevant. Is it theoretically possible that artificial intelligence could one day be able to accurately record human experience as well as the narratives of brands. According to Moussaddak (2022), study that was carried out in the year 2022 sheds light on the fact that consumers continue to value information that is produced by humans, as well as content that is genuine and pertinent. This exemplifies the perpetual significance that human interaction has in the achievement of marketing goals. The only thing that determines how smart artificial intelligence systems will be is the data that is used to train them. Other factors are irrelevant(Roetzer and Kaput, 2022). When it comes to the targeting and customisation of advertisements, there is a chance that biassed data will lead to outcomes that are unjust. Take, for instance, the scenario in which an artificial intelligence system that was trained on biassed datasets inadvertently excludes particular groups of people or reinforces unfavourable prejudices against those groups of people. To guarantee that their marketing efforts are both moral and inclusive, businesses need to take preventative measures to eliminate algorithmic prejudice (Cheng et al., 2021). This is something that businesses need to undertake in order to ensure that their marketing efforts are both moral and inclusive.
[bookmark: _Toc158483886][bookmark: _Toc158724701]1.3 Research Aim
To examine the effectiveness of AI marketing strategy by analysing the case study of Companies.
1.4 [bookmark: _Toc158724702][bookmark: _Toc158483887]Research Objectives
· To evaluate concepts and theories of AI in marketing.
· To assess the significance and impact of AI in marketing.
· To determine the difficulties and challenges of implementing AI in marketing.
· To evaluate the effectiveness of AI marketing strategy of different companies.
· To recommend strategies in resolving the current challenges of implementing AI in marketing.
[bookmark: _Toc158724703]Research Questions
1. To assess the significance and impact of AI in marketing.
2. To determine the difficulties and challenges of implementing AI in marketing.
3. To evaluate the effectiveness of Ogilvy’s AI marketing strategy.
1.5 [bookmark: _Toc158483888][bookmark: _Toc158724704]Significance of the Research
To begin, it has the ability to shine light on the genuine marketing potential of artificial intelligence by putting an end to the hype and presenting evidence that can be validated of its impacts. This would be a significant step into the right direction. Research can be used to evaluate the benefits of artificial intelligence and uncover its drawbacks. This can be accomplished by analysing the performance of campaigns, the level of interaction with brands, and the return on investment. Companies need to be aware of this information in order to maximise the return on their investments in artificial intelligence and to modify their approach in order to obtain the best results that are feasible (Hardy, 2021). Furthermore, the research explores the ethical precariousness that artificial intelligence marketers are expected to negotiate in order to be successful. An examination of concerns surrounding data privacy, algorithmic bias, and the likelihood of dehumanising experiences is one of the ways in which it has the potential to steer enterprises in the direction of responsible deployment of artificial intelligence (Scatiggio, 2022). The introduction of new data governance legislation and the encouraging of openness in algorithm design are two ways in which it is feasible to guarantee that artificial intelligence will not undermine human values and trust but would, on the contrary, sustain these values and trust. Businesses will be able to successfully navigate the constantly shifting employment market if they make use of this knowledge. It is possible that this research will be of assistance in navigating the transition to a future that is powered by artificial intelligence (Bhatt, 2021). This will be accomplished through an analysis of the risk of job displacement and the development of techniques for reskilling. The sharing of this information has the ability to protect employees of organisations and to stimulate broader talks regarding the application of ethical artificial intelligence in the marketing industry. Both of these outcomes are possible.
As a result of this, the scope of this study surpasses the particular circumstances of Companies and encompasses a more extensive domain of the application of artificial intelligence in marketing. This research has the potential to contribute to the building of a future in which artificial intelligence enhances rather than replaces the marketing profession. This would be a positive development. In this day and age of intelligent robots, this would provide a guarantee of substantial relationships and major results. This is something that may be performed by doing an examination of its positive and negative aspects, as well as its moral dilemmas and revolutionary potential (Hardy, 2021).
[bookmark: _Toc158483889][bookmark: _Toc158724705]1.6 Rationale of the Research
With the introduction of AI, the marketing industry is seeing a significant upheaval. Companies, a well-known creative powerhouse worldwide, is leading this trend by skilfully incorporating AI technologies into its tactics. Doubts about the efficacy and consequences of this strategy remain, despite the evident possibility for hyper-personalised marketing and improved ROI. With Companies serving as a case study, this study aims to bridge the gap between the hype and reality of AI in marketing (Cheng et al., 2021). Because of its strong dedication to AI research and development, together with its global leadership, Companies is a perfect candidate for analysis. It also attempts to investigate how AI might handle moral dilemmas like algorithmic bias and data privacy, guaranteeing ethical and inclusive marketing methodologies. A cooperative relationship between human and machine intelligence is fostered by the study's exploration of methods for using AI as a tool to enhance human creativity rather than as a substitute. Preparing for a smooth transition to a future where humans and AI work together also involves addressing concerns about possible job displacement due to AI automation (Scatiggio, 2022).
[bookmark: _Toc158483890][bookmark: _Toc158724706]1.7 Structure of the Research
The dissertation's first chapter lays the groundwork for the investigation by outlining the purpose of the study, introducing the research topic, outlining particular goals, and providing relevant questions. In order to lay a theoretical basis, Chapter 2 does an extensive literature review by looking at previously published scientific publications. The methodology is presented in Chapter 3, along with the tools used for data collecting and the research design. The research results are presented in Chapter 4 through an unfolding of the data and analysis. Chapter 5 of the dissertation offers a summary of the findings, conclusions, and suggestions based on the knowledge gained from the investigation.


[bookmark: _Toc158483891][bookmark: _Toc158724707]Chapter 2: Literature Review
This chapter will talk about the literature associated with the dissertation topic. The literature will be reviewed thoroughly. Firstly, concepts and theories related to AI and its effectiveness in marketing will be reviewed. Secondly, significance and effectiveness of AI in marketing will be discussed thoroughly. Thirdly, aspects of AI used in marketing will be evaluated. Fourthly, strategies that affects AI marketing strategy will be looked upon. Fifthly, challenges that occurs while implementing AI in marketing will be reviewed. Followed by this, best AI marketing strategies that are in practice will be critically reviewed. Lastly, the literature gap will be highlighted followed by the conceptual framework
[bookmark: _Toc158724708]2.1 Significance and impact of AI in marketing
[bookmark: _Toc158724709]2.1.1 Significance of AI in marketing
The significance of AI in marketing are in terms of enhanced efficiency, customer satisfaction, enhanced market precision, market automation and predictive analytics.. Next, the other areas in which AI can be used in marketing can be chatbot and data analytics. 
Enhanced efficiency
Artificial intelligence is creating a revolution in marketing by transforming the interactions that organisations have with their target audience, the campaigns that they run, and the data that they gather. All of these aspects are being revolutionised by AI. It has been said by Saxenaet al. (2023) that artificial intelligence offers unrivalled efficiency, the capability to personalise services, and the ability to make judgements based on data. All of these capabilities have significant consequences for marketing tactics. Through the streamlining of processes, the derivation of conclusions from large datasets, and the forecasting of patterns, artificial intelligence (AI) provides assistance in the acquisition of data for the purpose of enabling marketers to make decisions that are well-informed (Pearson, 2019).  
Customer satisfaction
The use of artificial intelligence (AI) creates better customer experiences by increasing customer engagement and allowing marketing activities to be tailored to the interests of individual customers. Chatbots, sentiment analysis, and recommendation engines are the tools that make it possible to have individualised interactions with customers. This is accomplished through the use of these technologies. One of the most significant repercussions of artificial intelligence is the prospect that it could improve the overall experience of consumers by making it possible for them to engage in more individualised interactions (Bhatt, 2021).  By way of illustration, chatbots that are powered by artificial intelligence, such as those that are utilised by prominent e-commerce companies like Amazon, are able to instantly evaluate the preferences and behaviours of users in order to provide tailored guidance and help. The end result is that the customer has a more personalised and engaging experience as a result of this. Furthermore, as stated by the research (Jain and Aggarwal, 2020).
Market automation
Artificial intelligence makes a substantial contribution to marketing automation, which streamlines tiresome processes and helps marketers to be more focused on efforts that are of greater value. This is made possible by offering a significant contribution to marketing automation. Using automated email marketing campaigns that are powered by artificial intelligence algorithms, organisations have the potential to send targeted and tailored material to users depending on user activity and segmentation (Cheng et al., 2021). 
Enhanced marketing precision
The application of artificial intelligence in the field of data analytics makes it possible for marketers to mine massive databases in search of insights that are pertinent to their company. According to Zhu et al. (2023), the significance of AI-driven analytics is proven by analytics tools such as Google Analytics and Adobe Analytics. These platforms are examples of analytics tools. Using machine learning algorithms, these systems analyse patterns of user behaviour in order to better understand how users behave. Through the utilisation of these platforms, marketing experts are able to customise advertising campaigns, improve the content of websites, and forecast trends. This strategy, which is driven by data, improves the precision of marketing efforts by optimising resource allocation in order to get the highest possible return on investment with the greatest possible efficiency (Scatiggio, 2022).
Predictive analytics
There are several advantages that artificial intelligence (AI) provides, and one of them is predictive analytics. This type of analytics helps marketers anticipate the patterns and behaviours of prospective clients. By way of illustration, sales and marketing teams are able to concentrate their efforts by employing predictive lead scoring algorithms that are powered by artificial intelligence. The identification of high-value prospects who are likely to convert from potential customers is easier with the assistance of these models. Salesforce, a leading customer relationship management (CRM) software, makes use of AI-driven predictive analytics, which enables it to fulfil this goal (Bhatt, 2021). Because of this, it is possible to determine which prospects have the greatest potential and to optimise the sales funnel. Artificial intelligence (AI) is being applied to the process of content generation, which is also having an impact on the sector of marketing. By utilising approaches that are based on artificial intelligence, such as OpenAI's GPT-3, which is capable of producing writing that has a quality that is similar to that of a person, marketers are able to develop content that is not only relevant but also engaging on a wide scale. According to Reisenbichleret al. (2021), this not only speeds up the process of creating information but also guarantees that the information is of a high quality and consistent across a wide variety of communication channels so that it can be sent effectively.
The literature review offers a comprehensive summary of the significance and effectiveness of artificial intelligence in marketing. It covers a wide range of topics, including data analytics, predictive insights, marketing automation, personalised customer experiences, content generation, and data analytics (Zhu et al., 2023). All of these topics are covered in detail. On the other hand, there is a dearth of research on potential obstacles, ethical problems, and the effects that artificial intelligence will have on marketing in the long run. This is a shortcoming. To get a full understanding of the implications and potential negatives that may emerge from the extensive use of artificial intelligence in the commercial sector, it is required to conduct additional research in order to address these elements. This is necessary in order to acquire a comprehensive awareness of the repercussions (Nguyen et al., 2022).
The generation of content, the automation of marketing processes, the analysis of data, the prediction of future insights, and the personalisation of consumer experiences are just some of the countless uses and implications of artificial intelligence in marketing. However, these are not the only uses and repercussions of AI in marketing (Roetzer and Kaput, 2022). Artificial intelligence (AI) has been proved to improve operational performance while also enabling firms to create deeper relationships with their target audience. This has been demonstrated by influential people in the industry. The adoption of AI into marketing strategy has been shown to improve operational effectiveness. Because of this, it is possible to achieve complete success in the dynamic and ever-changing world of modern marketing with the help of modern marketing(Marr, 2021).
A computer software that is meant to carry out tasks that would ordinarily need the intelligence of a human being is referred to as having artificial intelligence (AI), which is an abbreviation that stands for the word "artificial intelligence." There is a great amount of importance placed on the improvement of production, the resolution of difficult problems, the simplification of processes, and the transformation of markets. Other domains of innovation that are encouraged include those in the fields of technology, finance, and healthcare, amongst others (Ozdemir, et al., 2020). When it comes to understanding the adoption, ramifications, and moral implications of artificial intelligence in the marketing industry, the ideas and concepts that are linked with artificial intelligence in marketing provide a good framework for doing so. The various hypotheses and notions that have been developed regarding the topic serve as this foundation. Following the completion of his work, Davis produced a number of important theories, one of which was the Technology Acceptance Model. A TAM help researcher investigates the intents of users to utilise and embrace technology, with a particular emphasis on the perceived usefulness and ease of use of the technology as crucial components driving the adoption of AI-driven marketing tools and techniques. There is an examination of the users' intents to use and embrace technology as part of the TAM assistance (Ayvaz and Alpay, 2021).
According to Isman and EL Mrassni (2023), the Innovation Diffusion Theory, which was developed by Rogers in 1962, is a significant instrument that may be used for the goal of analysing the process by which new ideas and technology spread throughout social systems. This theory was founded by Rogers. This theory is helpful because it helps explain how artificial intelligence technology spreads within marketing organisations and the larger industry as a whole. It does this by taking into account the characteristics of innovators, communication routes, social systems, time, and adopter characteristics (Ayvaz and Alpay, 2021).
Kshetriet al. (2023) provide a definition of marketing as the process of selling and promoting products and services in a strategic manner. Marketing is described as following this definition. A marketing strategy is a document that explains the technique that will be utilised in order to achieve strategic objectives such as engaging target consumers, differentiating offerings, and attaining organisational missions. In order to accomplish this, it makes use of a wide variety of channels, segmentation, positioning, and market research in order to successfully communicate value to clients and generate engagement with them. 
[bookmark: _Toc158724710]2.1.2 Impact of AI in marketing
The impact of AI is extremely prominent through personalisation and enhanced marketing efficiency amongst others. In the process of implementing AI adoption models, such as the Technology-Organization-Environment schema (Mataruka and Muzurura, 2023), it is possible to get a more in-depth comprehension of the stages and variables that significantly influence the incorporation of artificial intelligence in marketing. For businesses and marketers who are interested in incorporating artificial intelligence into their campaigns, the objective of these models is to investigate the organisational, technological, and environmental concerns that may arise. They offer a deeper understanding of the challenges and opportunities that are present throughout the adoption process (Kshetriet al., 2023).
Personalisation
One of the most important aspects of marketing using artificial intelligence is the creation of individualised and personalised content, as well as recommendations and experiences. These components are derived from the unique tastes and actions of each and every individual user. It is essential to provide content that is both current and appropriate in order to effectively promote customer engagement and happiness, which will ultimately lead to an improvement in the effectiveness of marketing strategies. This is, as demonstrated by the theories that surround personalisation (Kshetriet al., 2023), which demonstrate that it is essential to provide content that is both current and appropriate.
Marketing efficiency
An organization's willingness to use AI in its marketing tactics can be seen in the money it invests. Organisations are recognising the promise of AI to improve marketing efficiency, personalise consumer experiences, and produce better business outcomes, as seen by the large budgets they are devoting to these efforts. In order to incorporate cutting-edge technologies into their marketing campaigns, major corporations such as Amazon, Google, and Facebook have made considerable investments in AI-driven advertising systems (Wamba-Taguimdje, et al., 2020).
As the application of artificial intelligence in marketing continues to grow, there has been an increase in the significance of ethical considerations. The following considerations need to be taken into account in order to acquire a thorough understanding of how artificial intelligence should be employed in marketing strategies. These considerations include algorithmic bias, concerns over privacy, and transparency. Within the realm of artificial intelligence-driven marketing initiatives, ethical frameworks serve as a useful tool that assists marketers and organisations in navigating the complex landscape. The utilisation of these frameworks results in a strategy that is not only socially conscious but also ethically ethical (Pearson, 2019).  
The application of artificial intelligence (AI) in marketing, as well as its consequences and the moral implications of its use, can be investigated with the help of these ideas and theories, which can give a thorough framework for the investigation. They provide vital information that can be used to evaluate the efficiency of AI marketing strategies, connect user requirements with technology improvements, and address ethical concerns that may arise in this field. Because the subject of AI-driven marketing is experiencing rapid change, they supply this information (Elliott, 2021).
This section will evaluate the various aspects and dimensions of AI that are being used for marketing purpose by companies. Advertising, consumer interaction, and data analytics are all changing as a result of the widespread use of artificial intelligence in marketing. The level of financial investment that firms make to embrace and use AI technology is an essential indicator for assessing the degree of AI utilisation in marketing (Ozdemir, et al., 2020).
A comprehensive understanding of the scope and complexity of AI application in the marketing ecosystem may be gained from the financial investment activity coverage. Businesses may spend money on AI-powered solutions for a range of marketing tasks, such as programmatic advertising, consumer segmentation, chatbots for customer service, predictive analytics, and personalised content suggestions. A high degree of integration is demonstrated by the thorough application of AI across many several elements, demonstrating the technology's adaptability and influence on improving marketing processes (Zhu et al., 2023).
Considering Netflix, a well-known streaming service, as an example for more clarity. Personalised content recommendations are provided by Netflix by means of AI algorithms that examine user viewing habits and interests (Elliott, 2021). This degree of personalisation boosts customer happiness and loyalty, which helps Netflix maintain a competitive advantage in the congested streaming industry. The company's large expenditure in recommendation engines powered by AI is an example of how it has targeted the use of technology to enhance user engagement and content delivery (Pearson, 2019).
The complexity of AI algorithms, the breadth of data analysis, and the degree of automation attained are other aspects that go into evaluating AI in marketing in addition to monetary expenditure. When taken as a whole, these components provide a thorough picture of the extent to which AI is used in marketing campaigns (Kitsios and Kamariotou, 2021). With a focus on AI's effects on data analytics, advertising, and customer contact, the literature review goes into detail about the financial expenditures made by businesses in AI for marketing. The unique difficulties, dangers, or potential negative effects connected to the application of AI in marketing, however, have not received enough attention in the literature. The assessment does not provide a thorough examination of the long-term effects of significantly depending on AI for marketing strategies, potential biases in AI systems, or ethical issues. To fully comprehend the wider ramifications of AI in marketing, more study is required to address these crucial points(Kotler, et al., 2021).
In the process of implementing AI adoption models, such as the Technology-Organization-Environment schema (Mataruka and Muzurura, 2023), it is possible to get a more in-depth comprehension of the stages and variables that significantly influence the incorporation of artificial intelligence in marketing(Pearson, 2019).
[bookmark: _Toc158724711]2.2 Effectiveness of Ogilvy’s current AI marketing strategy
One of the primary indicators of effectiveness of whether AI marketing strategy of Ogilvy has offered a positive ROI. This involves comparison of cost of implementing of AI technologies and cost saving achievement. Achieving intended results in an efficient manner is the measure of effectiveness. Effective marketing entails carefully matching goals with strategies to optimise results (Zhu et al., 2023). It includes influencing desired behaviours, building brand perception, and reaching target consumers. In order to get the best outcomes and return on investment, a great marketing strategy combines creativity with data-driven decision-making.
When businesses look to leverage cutting-edge technologies for a competitive advantage, a major area of research is the effectiveness of AI in marketing strategies (Azungah, 2018). Quality and smooth data integration are essential to this success, a challenge that Companies and other businesses like Amazon have faced.
With a focus on the vital role of data accuracy and integration, the retail behemoth uses AI to improve personalization by analysing customer purchase history (Marr, 2021). Nike is a prime example of how to strategically use AI for targeted advertising while maintaining the emotional impact of human-created content. This delicate balance between AI-driven analytics and human creativity is another crucial component.
Google's experiences with personalised ads demonstrate the complex relationship between personalization and privacy and the importance of customer trust. Moreover, Spotify's skilful use of AI to create custom playlists based on user preferences illustrates the importance of flexibility and never-ending learning in the dynamic marketing environment. Companies must keep a close eye on developments in artificial intelligence technologies due to the dynamic nature of the marketing industry, which demands that its strategies stay relevant and successful (Roetzer and Kaput, 2022). Coca-Cola's alignment of AI technologies with marketing objectives to optimise advertising spend and enhance consumer engagement highlights the importance of integrating AI strategies with larger marketing goals as a critical factor in success (Kotler, et al., 2021).
Therefore, this thorough analysis highlights the complex nature of AI marketing effectiveness by incorporating perspectives from Companies and other organisations. Emphasising the critical role of data quality, the delicate balance between AI and human creativity, customer trust, adaptability, and strategic alignment with overarching marketing goals, it (Ayvaz and Alpay, 2021). This highlights the need for a nuanced and adaptive approach to stay ahead in the rapidly evolving digital landscape.Key performance indicators like brand awareness, income generation, and cost efficiency can be used to assess a marketing strategy's efficacy in a variety of ways. When evaluating the overall effectiveness and impact of a marketing campaign, each of these criteria is very important.Since it indicates how well a target audience knows and recalls a brand, brand awareness is a crucial component in assessing the efficacy of marketing campaigns. Successful marketing campaigns are frequently correlated with higher brand awareness (Zhu et al., 2023). As an illustration, take Coca-Cola's "Share a Coke" initiative. Coca-Cola increased brand recognition dramatically and produced an experience that people would remember and share by adding individual names to their beverage packaging. The effectiveness of the campaign was demonstrated by the increased visibility of the Coca-Cola brand and the broad participation on social media (Wamba-Taguimdje, et al., 2020).  
Another essential indicator of marketing efficacy is revenue generation (Azungah, 2018). Every marketing strategy's ultimate objective is to increase sales and improve the bottom line of the business. Increased customer acquisition and greater sales numbers are the results of a good marketing strategy. Consider Apple's product introductions, which are distinguished by their well-thought-out marketing plans. Strategic teases and product revelations build anticipation, which in turn fuels consumer interest and ultimately results in significant revenue increases during the launch time (Ozdemir, et al., 2020).When assessing marketing efficacy, cost effectiveness is just as significant. A marketing strategy's alignment with the financial goals of the company can be evaluated in large part by looking at its return on investment (ROI). As a cost-effective substitute for traditional advertising, digital marketing platforms, for example, frequently enable more precise targeting and result measurement. Businesses such as Dollar Shave Club achieved notable cost savings in user acquisition as compared to traditional razor businesses by skillfully utilising social media platforms and producing interesting online content.
[bookmark: _Toc158483896]With a focus on AI's effects on data analytics, advertising, and customer contact, the literature review goes in detail about the financial expenditures made by businesses in AI for marketing. The unique difficulties, dangers, or potential negative effects connected to the application of AI in marketing, however, have not received enough attention in the literature (Mustak et al., 2021). The assessment does not provide a thorough examination of the long-term effects of significantly depending on AI for marketing strategies, potential biases in AI systems, or ethical issues. To fully comprehend the wider ramifications of AI in marketing, more study is required to address these crucial points (Wamba-Taguimdje, et al., 2020). 
[bookmark: _Toc158724712]2.3. Difficulties and challenges of implementing AI in marketing
The challenges and difficulties of implementing AI in marketing are related to data integrity and quality, skill and talent gap, consumer privacy concerns, ethical considerations, ROI measurement and justification and integration with existing systems. Business transformation is anticipated as artificial intelligence becomes more deeply ingrained in marketing strategies, offering personalised customer experiences and increased productivity. That being said, there are some complications with this adoption (Ayvaz and Alpay, 2021). The use of AI in marketing strategies presents several challenges, as demonstrated by the case study of Companies, a well-known marketing agency, and other examples from other businesses.
Data Integrity and Quality: Ensuring the consistency and quality of data integration is a major issue for Companies and many other businesses.AI algorithms may become less effective if there are discrepancies in data from various sources (Ozdemir, et al., 2020). To successfully adopt AI for demand forecasting, Walmart, for example, ran into problems with data integration. This emphasises how important it is to have high-quality, unified data.
Talent and Skill Gap: AI in marketing demands a competent workforce that comprehends both AI technologies and marketing strategy to be implemented successfully (Kotler, et al., 2021). Professionals with this dual expertise are hard to come by for Companies and other companies. It is imperative to close this talent gap, and organisations such as Adobe are recognising this need by funding training initiatives aimed at upskilling their staff (Elliott, 2021)
Ethical Considerations: A complicated layer of considerations is introduced by the ethical application of AI in marketing. The notoriously inventive advertising firm Companies must handle the moral ramifications of data use and targeted advertising. Concerns about the ethics of AI applications caused Google to come under fire, underscoring the significance of ethical standards and open communication in AI-driven marketing tactics (Elliott, 2021).
Consumer privacy concerns: A growing number of people are concerned about consumer privacy as AI makes it possible for marketers to target customers more specifically. To adhere to privacy norms, Companies must exercise caution when matching its strategies with customised experiences. Businesses must carefully balance the needs of users' privacy and personalization. Facebook's struggles with managing user data and the resulting privacy scandals serve as an example of this (Bilgeri, 2020).
Integration with Existing Systems: One major challenge is ensuring that AI technologies are seamlessly integrated with current marketing systems. Like other businesses, Companies has to make sure AI enhances existing workflows rather than causing them to break. Salesforce's incorporation of artificial intelligence into its CRM system demonstrates how crucial a seamless integration is to optimise the advantages of AI (Pearson, 2019).
ROI Measurement and Justification: It can be difficult to calculate the return on investment for marketing campaigns driven by artificial intelligence. Because Companies is results-driven, he needs to defend the monetary expenditures made in AI technology. Businesses such as IBM highlight the necessity of precise measurements to evaluate the influence of AI on marketing efficacy and validate the corresponding expenses (Wamba-Taguimdje, et al., 2020).
Therefore, as Companies and other businesses have shown, implementing AI in marketing comes with a variety of difficulties. AI adoption requires careful planning and strategy, as evidenced by the difficulties ranging from talent shortages and data quality to ethical issues and privacy concerns. Businesses can fully utilise AI to transform marketing strategies while fostering trust and guaranteeing its ethical and responsible application by tackling these challenges head-on (Roetzer and Kaput, 2022).
Key obstacles to using AI in marketing are succinctly described in the literature study, including data integrity, personnel shortages, moral dilemmas, consumer privacy, integration problems, and ROI calculation (Azungah, 2018). The scant examination of viable fixes or industry best practices to deal with these issues, however, is lacking in the literature. Future studies ought to focus on workable approaches and plans those businesses, particularly marketing firms like Companies, may use to successfully address these challenges. A thorough grasp of workable solutions would be very helpful in assisting companies in navigating the challenging process of incorporating AI into their marketing plans(Nguyen et al., 2022).
To successfully incorporate artificial intelligence into marketing strategies, a thorough and nuanced approach is required, utilising insights from multiple companies to identify critical success factors. Having a clear purpose is crucial for coordinating AI efforts with larger business goals. An example of how AI applications should be aligned with overarching goals is IBM's Watson, which was incorporated into marketing strategies with an emphasis on improving customer experiences and optimising operational efficiency (Pearson, 2019).
The implementation of AI in marketing requires a strong data infrastructure as a foundation. Robust processing capabilities and extensive data collection are essential, as demonstrated by Amazon's use of AI to analyse large datasets for personalised recommendations (Ray, 2023).Data-driven marketing decisions are made possible by ensuring the precision and effectiveness of AI algorithms (Kotler, et al., 2021).
A major factor in successful implementations of AI is its ability to provide individualised customer experiences. As an illustration of the effectiveness of customer-centric personalization in raising user satisfaction, Netflix, for instance, uses AI algorithms to analyse user behaviour and recommend content. The brand and its audience have a stronger bond thanks to this tailored approach, which produces a more interesting and pertinent marketing plan (Hoyer, et al., 2020).
Because the marketing environment is constantly changing, it is essential to continuously monitor and optimise. An adaptive approach is important, as demonstrated by Google Ads, which uses machine learning to make real-time adjustments based on performance data (Ayvaz and Alpay, 2021). In response to changing market conditions, this guarantees that marketing campaigns powered by AI will continue to be successful.
To keep consumers' trust, ethical considerations and transparency are essential. To illustrate, Microsoft emphasises transparency in data usage and algorithmic decision-making and integrates ethical considerations into its AI strategies (Elliott, 2021).Positive brand perception is enhanced by this dedication to moral behaviour, which reduces the possibility of privacy-related backlash.
A crucial element of success is a smooth integration with current technologies. To improve lead scoring and predictive analytics, Salesforce, a pioneer in customer relationship management, incorporates AI capabilities (Bilgeri, 2020). By minimising interruptions and optimising efficacy, this seamless integration guarantees that AI enhances and supplements current workflows.
For the application of AI to be successful, scalability and flexibility are crucial factors. Marketing automation tools from Adobe now include AI integration, enabling scalable personalization across various customer segments (Pearson, 2019). Because of their scalability, AI strategies can grow with the company and adjust to changing needs without losing their efficacy.
Therefore a comprehensive approach including distinct goals, a strong data infrastructure, talent development, customer-centric personalization, ongoing monitoring, ethical considerations, seamless integration, and scalability is required for the effective application of AI in marketing. A road map for other businesses looking to use AI in their marketing initiatives is provided by analysing the strategies used by industry leaders, which offers insightful information about how these tactics have been implemented successfully (Wamba-Taguimdje, et al., 2020).
[bookmark: _Toc158724713][bookmark: _Toc158483898]2.4 Literature gap
Hypothetically, one notable gap is noticed in the existing literature on the application of artificial intelligence (AI) in marketing is the scant attention paid to industry-specific obstacles and achievements, especially when it comes to well-known marketing firms such as Companies. Many studies cover broad approaches and issues, but few specifically examine the experiences of agencies with a strong background in creative marketing. It is crucial to close this gap by offering sophisticated insights that take into account the particular requirements and complexities of agency-led marketing campaigns. Subsequent investigations ought to give precedence to case studies and qualitative evaluations that highlight the tactics, challenges, and achievements of firms such as Companies, providing a more thorough comprehension of how AI is incorporated into production processes. The focused investigation aims to enhance the scholarly conversation on artificial intelligence in marketing by providing useful information for marketing firms that want to stay creatively exceptional while navigating the changing AI integration environment.


[bookmark: _Toc158724714][bookmark: _Toc158483899]Chapter 3. Research Methodology
[bookmark: _Toc158724715][bookmark: _Toc158483900]3.1 Research Onion
Saunders created a metaphorical framework known as the "research onion," which contains the levels of research technique. The research onion, with its many layers including philosophy, approach, strategy, data collecting, and data analysis, helps researchers navigate the complexities of study design (Melnikovas, 2018). It is vital because it offers a methodical and organised approach to research, assisting in the selection of suitable techniques and guaranteeing methodological rigour. The inner levels focus on specifics like data collecting and analytic procedures, while the outer layers address philosophical issues that shape the overall research perspective. Researchers can build a strong research design, improve the validity and dependability of their findings, and obtain a thorough understanding of their methods by working through the layers of the research onion (Goralski and Tan, 2020). In general, the research onion facilitates methodological consistency and clarity by acting as a navigational aid during the research process.
[bookmark: _Toc158724716][bookmark: _Toc158483901]3.2 Research Philosophy
In this research, interpretivism research philosophy will be used. Understanding social phenomena from the participant's point of view is important, interpretivism research philosophy helps in this purpose. Interpretivism is a research philosophy that recognises the impact of context and individual experiences. According to this statement, reality is subjective and multifaceted and qualitative approaches are more suited to capturing the nuances and complexity of human behaviour (Ryan, 2018).
Interpretivism is relevant when investigating how effective AI marketing strategies are. It makes it possible for researchers to probe into the individualised experiences of marketing experts working for the firm learning about their viewpoints, philosophies and responses to AI-driven tactics. This viewpoint provides insights beyond quantitative measures by allowing the investigation of the social background, organisational culture and individual views. Using qualitative techniques, the researcher can use interpretivism to analyse the complex ways that people engage with AI technologies. This will give the researcher a comprehensive understanding that is necessary to assess the subtle effects of AI marketing strategies.
[bookmark: _Toc158483902][bookmark: _Toc158724717]3.3 Research Approach
Inductive research approaches will be used to conduct this research.  A research methodology known as the inductive approach entails going from particular observations and facts to further generalisations and theories. To put it another way, it begins with in-depth observations and moves towards developing a more comprehensive understanding. A bottom-up approach to knowledge development is promoted by inductive reasoning, which enables researchers to extract patterns and insights from empirical data (Azungah, 2018).
The inductive technique is useful in examining the efficacy of Companies’ AI marketing strategy. The researcher can find emerging trends, reoccurring themes, and patterns in the agency's AI implementation experiences by compiling specific cases and experiences. This strategy makes it possible to investigate the distinctive features of Companies’ marketing strategies and produce hypotheses and insights based on the information gathered. Through rich and contextually relevant findings that add to theoretical knowledge and have practical implications for Companies’ marketing strategies, the inductive approach makes it easier to understand how AI strategies are perceived and used within the particular organisational context.
[bookmark: _Toc158483903][bookmark: _Toc158724718]3.4 Research Strategy
An interview strategy research strategy will be used in this research via formulation of semi-structured interviews. This research strategy involves analysing and utilising relevant data for a study that is extracted through a methodological review of data from perspectives of respondents (Al-Ababneh, 2020).
This research helps gain access to data and records retaining to the execution of AI efforts, which is relevant to the examination of the efficacy of AI marketing strategy. Researchers can follow the development of AI integration, spot limitations and comprehend results by closely examining previous reports, marketing initiatives and internal communications. Using an interview strategy, the researcher can gain more perspective of the data collected.
[bookmark: _Toc158724719][bookmark: _Toc158483904]3.5 Data Collection
What data to collect? 
To obtain information that is not easily accessible from published works, firsthand observations will be used as sources. Telephonic interviews will be the method to collect data. Primary data collection will be utilised in this study. Primary data collection is the process of obtaining firsthand knowledge that has been especially acquired for this investigation. Primary data collection is associated with the data that is obtained from the sources based on the human perspectives. With the help of primary data, the efficacy of the research is enhanced since the collected data is more about the experiences and real time perspectives of the people in the various similar situations(Busuhoc, 2021). 
How to collect?
Telephonic interviews will be organised, the researcher will ask the interviewees to be available on a specific time and date. Each interview will be of 20-25minutes with each respondent.
How long are the interviews?Who are the interviewees?
The researcher will do these interviews for 20-30 mins with each interviewee and shall record these as transcripts. The interviewees will be people who are expert of are professionals and are associated with marketing or usage of AI. Beyond what can be found in secondary sources, the primary data collection approach offers a nuanced perspective that facilitates a deeper understanding of AI marketing initiatives. This method guarantees a more thorough examination by enabling a customised one
This methodology holds significant value in evaluating the efficacy of artificial intelligence marketing tactics. By interacting directly with participants, such as companies’ stakeholders, target audience, and marketing team, researchers will obtain distinctive insights and comprehensive information.
What do you do?
The researcher will conduct a telephonic interview with the selected interviewees. The primary data collected from findings are on how the AI can be used in marketing easily by overcoming the challenges which is answering the research question. The key findings were inclusion of performance metrics on how AI campaigns are performing, including standard approaches to overcome ethical challenges, using manual agencies as well to overcome complete dependence on the usage of AI(Wamba-Taguimdje, et al., 2020).
[bookmark: _Toc158483905][bookmark: _Toc158724720]3.6 Data Analysis
To conduct this research, qualitative data analysis will be used. Finding, evaluating, and summarising patterns or themes within a dataset constitutes the process of thematic analysis, a qualitative data analysis technique. In order to derive significant themes from textual or visual data, researchers methodically classify and analyse the material, giving rise to a thorough comprehension of the data (Vaismoradi and Snelgrove, 2019).
The qualitative analysis is justified for this research as it explores the qualitative aspects of the data. Researcher might gain detailed insights by finding recurrent themes in participants' experiences, views, and difficulties with AI methods. By examining many viewpoints within Companies, thematic analysis makes it easier to identify both overt and covert themes. This approach guarantees a thorough analysis of the qualitative data, which adds to a comprehensive knowledge of the challenges associated with integrating AI into the agency's marketing strategies (Pearson, 2019). 
[bookmark: _Toc158483906][bookmark: _Toc158724721]3.7 Limitations of the study
This study has several limitations. Some of them are thoroughly discussed.The possibility of limited generalizability is one of the study's limitations. As Companies is the subject of this study, its conclusions might not apply to other marketing situations. Applying the outcomes to different marketing settings is difficult due to Oglivy's distinct organisational culture, clientele and operational dynamics. To further limit the depth of insights and the comprehension of long-term implications of AI tactics, depending only on primary data and a cross-sectional time horizon may be necessary (Wamba-Taguimdje, et al., 2020).Due diligence is necessary when interpreting the study's results, as these draw attention to the fact that the data may be more useful in understanding Companies’ context than in drawing broad conclusions that can be applied to the marketing sector as a whole (Saxenaet al. 2023). 
[bookmark: _Toc158724722][bookmark: _Toc158483907]3.8 Ethical consideration
Affirming participants' informed permission, protecting their privacy to promote truthful answers, and getting approval from the appropriate ethical review boards are all examples of ethical considerations in this research. It is critical to uphold regulatory restrictions on data use and to respect the privacy of Companies’ private information. Preserving objectivity in the analysis and distribution of data requires the researcher to steer clear of biases (Arifin, 2018). To further promote trust, openness on the goals of the study and any possible ramifications is key. It is crucial to strike a balance between the advantages of the study and any possible risks to the participants or the organisation. The integrity of the study is ensured and ethical standards are upheld throughout the research process by identifying and resolving conflicts of interest, particularly when external financing is involved (Bhatt, 2021).   

[bookmark: _Toc158483908]

[bookmark: _Toc158724723]Chapter 4: Findings and Discussion
[bookmark: _Toc158724724][bookmark: _Toc158483909]4.1 Findings
[bookmark: _Toc158483910][bookmark: _Toc158724725]4.1.1 Overview
This chapter offers the results of research regarding AI marketing strategy's efficiency, highlighting companies known advertising and market firm. As we review the data, the target is to conduct a comprehensive analysis of how AI technologies have impacted companies’ marketing efforts with some conjectured and unexpected observations that became apparent while investigating. The data has been collected by employing primary data collection method.  Telephonic interviews and social media were the two main tools that were used to reach out the participants. Their details are not mentioned due to privacy concerns and their responses have been explained in this chapter.The data collected and the research questions addressed will be created into various themes and then that theme will be discussed thoroughly in relation to research question, literature review and data.
As per the gap evaluated in the literature review, the AI should have taken more time to be adopted by the companies. However as per the results, it is evident that with the growing options and variety of AI applications, the companies are adopting it for marketing rapidly than was expected. The details of how it's done shall be in discussion further with a comparison with literature review.
[bookmark: _Toc158483911][bookmark: _Toc158724726]4.1.2 To assess the significance and impact of AI in marketing.
As per the literature review, it underscores the revolutionary influence of artificial intelligence on the field of marketing, stressing its function in transforming client communications, campaign administration, and data-driven judgement. Customisation and engagement in marketing campaigns are increased by AI-driven technologies like recommendation engines, chatbots, and sentiment analysis. These technologies also allow for personalised consumer experiences(Ayvaz and Alpay, 2021).Furthermore, process optimisation through marketing automation enabled by AI frees up time for marketers to concentrate on strategic endeavours while providing users with tailored and targeted content based on behavioural data. When it comes to advertising tactics, website optimisation, and trend prediction, data analytics emerges as a key component of artificial intelligence in marketing. It allows marketers to glean insightful information from vast databases.
Though there is research on potential barriers, issues of ethics, and long-term societal ramifications is lacking, the literature also emphasises the major advantages of AI in marketing. To completely comprehend the moral issues and societal effects of extensive AI use in marketing, more research is required(Hardy, 2021). However, research agrees that incorporating AI into marketing plans improves operational effectiveness and creates stronger bonds with target consumers, which in turn leads to overall success in the turbulent world of modern marketing.
After conducting interviews with the participants in order to close the literature gap found, following responses were recorded:
The respondent 1 response highlights privacy and data protection as a major ethical conundrum when utilising AI in marketing. They highlighted the necessity of openness and responsibility in data utilisation, voicing concerns about the delicate balance between protecting people's right to privacy and tailored marketing(Roetzer and Kaput, 2022).Regarding manipulative techniques, respondent 2 emphasised how crucial it is to make sure that marketing strategies made possible by artificial intelligence do not take advantage of weaknesses or use dishonest tactics to sway consumer behaviour. They warned that these kinds of actions might damage society and businesses by undermining customer confidence. The issue of discrimination and algorithmic prejudice present in AI-powered marketing was brought up by respondent number three. They stressed the necessity of addressing biases in the data used to train AI systems in order to stop marketing efforts from having discriminatory results (Allioui and Mourdi, 2023). The effects of AI on economic inequality and employment displacement were brought up by respondent 4. While AI automation in marketing can boost productivity, they pointed out that it could also result in job losses for industry workers, hence widening socioeconomic gaps. 
Consumer autonomy and informed consent are crucial in AI-driven marketing, according to respondent 5. To empower customers and protect their rights, they underlined the importance of openness and meaningful choice in data usage(Ozdemir, et al., 2020).The potential societal and cultural effects of artificial intelligence in marketing were finally brought up by respondent 6. In order to minimise potential harm, they pointed out that AI technologies have the ability to significantly alter cultural norms and values. Accordingly, ethical issues must to be taken into account at every stage of the development and application of AI in marketing. 

The participant responses closely match the ethical dilemmas that are emphasised in the literature study on artificial intelligence in marketing. The issues of privacy and data protection, manipulative tactics, algorithmic bias, job displacement, informed consent, and societal effects are highlighted in both the literature review and the responses. This agreement shows that both parties are aware of the difficult moral dilemmas raised by AI-driven marketing(Wamba-Taguimdje, et al., 2020).
Even though the participants offered their perspectives on the ethical issues and worries related to AI in marketing, further investigation and action are required to completely resolve these issues and lessen their negative effects on the public, businesses, and consumers. In order to close the gap, more work must be done to thoroughly investigate the ethical implications of AI marketing and create frameworks for responsible AI use that put the rights of consumers, accountability, and transparency first(Zhu et al., 2023).
The AI Campaign can be designed with time-bound, relevant, measurable, and attainable goals in mind, and firms can define these goals in collaboration with their consumers. Nevertheless, I believe that these objectives ought to take into account the one-of-a-kind capabilities of AI and ought to be in accordance with the client's long-term business vision (Respondent 5). It is possible, for instance, that the purpose is not to promote brand awareness in general but rather to improve website traffic by employing personalised video advertisements driven by artificial intelligence in order to reach certain audience segments (Respondent 5). Overcoming the limitations of standard measures, such as clicks and conversions, which typically only provide a restricted perspective on the situation. Applying AI theory to mind readers and using sentiment analysis to assess how viewers feel about the content of advertisements are two examples of new methods that are being developed to properly account for the influence of artificial intelligence efforts. Monitoring the changes in social emotions and online reviews in regard to a company's brand is something that companies should make sure they do. Utilise artificial intelligence to make predictions about future behaviour in order to determine the long-term influence that a campaign will have on revenue as well as client loyalty (Respondent 4).
It is important to provide clients with dynamic dashboards that enable them to obtain immediate information regarding the performance of their AI efforts in a fashion that is dynamic. The clients would be able to concentrate on indicators that are pertinent precisely in terms of their aims if they are given the ability to customise these dashboards (Respondent 2). An interface that not only tracks clicks and conversions but also maps how viewers watch a video, what sentiment analysis has discovered, and the expected customer lifetime value (CLV) from campaign involvement is something that businesses should think about implementing (Respondent 3). Continuous A/B testing, which involves applying a variety of AI models to a variety of targeting techniques and creative aspects, should be carried out in order to improve the campaign and get better results. It is possible for businesses to solicit the participation of customers by soliciting their comments and perspectives in order to direct the optimisation initiatives. This collaborative strategy, in my opinion, assures that the campaign will continue to be successful and influential throughout its entirety by enabling quick updates and adjustments in accordance with real-time data (Respondent 1).
During the course of an AI campaign, businesses are able to maintain communication with their customers. Present the reasoning behind the metrics that have been selected, offer observations that are based on the analysis of the data, and educate customers about the possibilities and constraints that exist within the realm of artificial intelligence. Building trust with clients and ensuring that they feel empowered to participate in the success of an artificial intelligence project requires transparency and ongoing communication. Companies are able to verify that their artificial intelligence (AI) campaigns not only match the technical requirements, but also align with business objectives, which are quantifiable outcomes that support overall marketing goals. This is accomplished by collaborating with potential customers on performance metrics. One of the reasons that companies differentiate themselves from their competitors and become leaders in AI-powered marketing is because of their inclusive culture. This culture helps to cultivate trust within a transparent and cohesive vision for the achievement of shared success.
 The acquired data is in great accord with the study question and the literature analysis, which highlights the relevance of creating goals that are clear, measurable, practical, relevant, and time-bound. This is especially true for marketing activities that are driven by artificial intelligence(Nguyen et al., 2022). The respondents stress the importance of going beyond traditional measurements and inventing new metrics in order to adequately account for the influence that AI projects have on the performance of campaigns and the sentiment of customers. In addition, in order to ensure that AI campaigns meet both the technical requirements and the commercial objectives, they stress the significance of continuous testing, client collaboration, dynamic dashboards, and open communication during the process. The literature places an emphasis on the use of AI capabilities to enhance the effectiveness of campaigns and generate quantifiable results that are in accordance with the long-term objectives of corporations. This strategy is in line with that focus.

[bookmark: _Toc158483912][bookmark: _Toc158724727]4.1.3 To determine the difficulties and challenges of implementing AI in marketing.
When implementing AI-driven marketing strategy, organisations may encounter a number of obstacles and limitations, as highlighted by the literature research. One of the main obstacles to the adoption of AI technology is the substantial financial outlay and specialised knowledge needed, which can be prohibitive for smaller companies with low funding. To make matters worse, firms looking to use AI for marketing face challenges because the efficacy of AI algorithms is largely dependent on the quality and availability of data, which may be incomplete or unavailable. Important factors to take into account are ethical worries about algorithmic bias, privacy, and permission(Ozdemir, et al., 2020). These concerns make using AI more difficult and call for compliance with laws like the GDPR. There are also difficulties in filling skill gaps in analytics, data science, and AI, as well as integrating AI technologies with the current marketing infrastructure.
The review of literature acknowledges these obstacles, but it also points out that there is a lack of research on workable plans and methods that companies may use to get through them. To successfully execute AI-driven marketing strategies while overcoming these obstacles, firms need to examine best practices, frameworks, and case studies, all of which require more research.
In order to fill the gap in the literature, the participants were interviewed, and the following answers were noted:
Respondent 1 stated in their response that the high expense of purchasing and adopting AI technology is one major obstacle that organisations may face when putting AI-driven marketing strategies into practice(Roetzer and Kaput, 2022). The statement underscores those startups and small enterprises in particular would find it difficult to set aside funds for the acquisition of AI tools and knowledge. In order to properly train AI algorithms, organisations must have access to relevant and trustworthy data, as noted by Respondent 2 who brought up the topic of data quality and accessibility.  
The ethical and legal compliance issues related to AI-driven marketing were brought up by respondent number three. In order to avoid legal risks and reputational harm, they stressed the significance of managing privacy concerns, permission requirements, and algorithmic bias considerations.Regarding compatibility and integration problems, respondent 4 expressed worry. According to Respondent 4, organisations may have trouble integrating AI systems with current marketing technologies and infrastructure, particularly if legacy systems are not interoperable(Elliott, 2021). While implementing AI-driven marketing strategies, respondent number five highlighted the potential skill gaps and training needs that organisations may encounter. As a means of efficiently utilising AI technology, they pointed out the value of funding training initiatives that cultivate personnel with a background in data science, analytics, and artificial intelligence. Respondent 6 finally brought attention to the difficulty of controlling consumer expectations and cultivating confidence in AI-driven marketing campaigns. Concerns over privacy, data exploitation, and the application of AI in marketing strategies were highlighted, along with the necessity of open communication and education.
The concerns and limitations about the application of AI-driven marketing strategies that are listed in the literature research are closely matched with the participant replies. Common themes included in the literature review and the responses include the high cost of acquiring and implementing AI technology, problems with data accessibility and quality, ethical and legal compliance, integration difficulties, skill shortages, and the significance of managing customer trust(Marr, 2021). There is little discussion of tactics or ideas to deal with the difficulties, even when the participants are aware of them. Additional study is required to examine frameworks, case studies, and best practices that offer realistic ways for companies to get around the obstacles and limitations involved in putting AI-driven marketing strategies into action in order to completely close this gap.
It would be of great use to the marketing teams of companies to have a consistent training programme that covers the latest AI trends and tools. This is a prudent strategic investment that has the potential to contribute to the improved performance of teams, better educate them of new trends in their competitive environment, and increase the level of inventive behaviour among those teams. Companies will be able to more effectively carry out their regular training programmes with the assistance of this comprehensive handbook:
At the very least, I believe that members of the team who are actively participating in training and who display a willingness to apply their knowledge of artificial intelligence to improve performance should be recognised. It's possible that this will encourage other people to participate more closely (Respondent 3).
Evaluate the effect that artificial intelligence training has on advertising strategies. It is important to investigate the performance both before and after training in order to ascertain the level of progress made and to identify the areas in which AI technologies were successfully implemented. Making certain that the different training efforts are in line with the overarching commercial objectives of the company. The capabilities that are attained ought to have a direct affect on the accomplishments of the agency as well as the competitiveness of the agency in the market. The scheduling of knowledge-sharing conferences, in which members of the team can talk about and give presentations on subjects relating to artificial intelligence. This fosters an atmosphere of collaboration, allowing members of the group to freely express their thoughts and ideas to the other members of the group. It is recommended to organise recurrent training model plans that include sessions on a monthly or quarterly basis in order to guarantee reliable learning chances. Because artificial intelligence is a rapidly developing field of study, this might be very fascinating. For the purpose of conducting unique topic seminars, it is recommended to outsource the knowledge of professional thought leaders or AI experts. In addition to providing new perspectives, enlightening evaluations, and practical assistance, this exposure can also provide assistance that is not necessarily included in the conventional training programmes. The development of an atmosphere that encourages ongoing education and motivates individual members of the team to investigate more artificial intelligence resources is something that I believe should be done (Respondent 5). Companies have the option of providing relevant podcasts, webinars, or articles in order to maintain their customers' interest and keep them up to date.
Through collaborative efforts between marketing teams and other departments, businesses have the opportunity to better facilitate the sharing of information across functions. It is possible that this will result in a greater knowledge of artificial intelligence and its application in marketing tactics. Businesses have the ability to build training modules that not only instruct the team on fundamentals, but also on emerging trends in artificial intelligence and how it may be applied in marketing. The curriculum should be revised on a regular basis in accordance with developments in the industry. It is important to incorporate both hands-on workshops and practical activities in order to support overall academic comprehension. Real-world projects, scenario practice, and case studies are examples of activities that could fall under this category. These activities give members of the team the opportunity to apply AI principles to the resolution of marketing problems. Implement strategies for online learning as well as platforms that enable opportunity for individualised instruction. Courses or platforms that are relevant to the sector, such as LinkedIn Learning and Coursera, are examples of resources that can significantly enhance the effectiveness of the in-house training programmes.
It is necessary for businesses to carry out a skills assessment in order to ascertain the existing levels of AI knowledge and expertise possessed by marketing teams. Determine which aspects would benefit from additional improvement or attention. For training programmes, companies are expected to state the learning goals that they want to achieve. To accomplish this, it may be necessary to acquire knowledge of the fundamentals of artificial intelligence, to monitor trends in the market, and to gain practical expertise with AI tools that are associated with marketing. It is important to acknowledge the various expertise levels and particular demands of the members of the team. According to Respondent 1, I believe that companies have the ability to provide training programmes that are focused on roles, which will ensure that every member of the team receives pertinent instruction regarding their responsibilities. With the support of regular training programmes about the latest trends in artificial intelligence (AI) and tools for the marketing team, businesses are able to maintain their position at the forefront of technical advancements in the market sector, which ultimately adds to overall success(Respondent 4).
In line with the study question's emphasis on improving AI-driven marketing strategies, the gathered data emphasises the value of ongoing training for marketing teams on AI trends and technologies. According to the respondents, in order to ensure alignment with corporate objectives, promote creativity, and enhance team performance, structured training programmes are essential. This strategy is in line with research that highlights the need of skill development and upskilling in order to successfully integrate AI into marketing plans. Businesses may provide their employees with the abilities and information needed to remain competitive in the ever-changing field of AI-driven marketing by funding frequent training programmes.

[bookmark: _Toc158483913][bookmark: _Toc158724728]4.1.4 To evaluate the effectiveness of Ogilvy’s AI marketing strategy.
With a particular emphasis on financial expenditure as a crucial metric of AI utilisation, the literature overview offered assesses the widespread application of AI in marketing. In order to demonstrate AI's potential to improve marketing efficiency and customise customer experiences, it notes that big companies like Amazon, Google, and Facebook have made considerable investments in AI-driven advertising systems. A few instances show how AI affects customer satisfaction and competitive advantage, such as Netflix's personalised content recommendations. According to Reisenbichleret al. (2021), regarding the long-term impacts and ethical ramifications of heavily relying on AI in marketing, the summary does point out a gap in the literature. Prospective biases in AI systems or ethical considerations are not well explored, despite the fact that financial investment and AI applications are hot topics.

In order to find more information, the interview was conducted and following responses were recorded:
1st respondent suggested that relying too much on AI for marketing techniques could have long-term negative implications as well, such as lower consumer satisfaction and loyalty due to increasing personalisation and efficiency. In the end, they pointed out, AI may boost corporate expansion by improving targeting capabilities and streamlining marketing procedures. Respondent 2 was concerned, nevertheless, about possible biases in AI systems used for marketing. They emphasised the possibility that, if AI algorithms are not properly created and overseen, they could perpetuate prejudices or unfairly target particular groups of people.
Response 3 underlined that in order to reduce ethical concerns in AI-driven marketing, accountability and openness are crucial. Businesses need to make sure that customers can choose not to receive personalised marketing messages and are informed about how their data is being used. Regarding the long-term societal effects of AI dependence in marketing, such as job displacement and economic inequality, respondent 4 also expressed worries. It was advised that companies should think about how their AI plans will affect society as a whole and take action to reduce problems. 
Regarding data gathering and usage, respondent number five talked about the possibility of privacy infringement in AI-driven marketing. To preserve consumers' right to privacy, they underlined the necessity of strong data protection regulations. Last but not least, respondent 6 brought up the moral conundrum of influencing consumer behaviour using AI. Though AI might improve marketing efficacy, they pointed out that in order to keep customers' trust, companies need to make sure their strategies are open and moral.
The concerns that were discussed in the literature review concerning the long-term effects and ethical conundrums that are linked with placing an excessive amount of reliance on AI for marketing operations are closely matched by the responses that were provided by the participants. In both the literature review and the comments, a variety of subjects are discussed. These topics include increased efficiency and personalisation, the possibility of bias in artificial intelligence systems, ethics regarding privacy and transparency, and the impacts on society, which include job displacement and economic inequality.
Regarding the ethical aspects and long-term repercussions of relying on AI in marketing, there is a gap that needs to be filled in, and there are remedies that are required. In spite of the fact that they accept the existence of these problems, the responses do not offer any concrete strategies or solutions for addressing them(Kotler, et al., 2021).There is a need for additional research and discussion in order to develop guidelines and standards that are feasible and will enable businesses to implement artificial intelligence technology into their marketing strategies in a manner that is both ethical and responsible. This will help to close the knowledge gap. By doing this, it would be possible to guarantee that marketing campaigns powered by AI maximise gains while lowering the risk of harm to customers and society at large.
Employing segmentation techniques to personalize material based on specific groups, patterns as well as inclinations can be an effective approach that benefits the relevance and efficiency of marketing efforts. This is a guide explaining how Companies can use segmentation tactics to its advantage:
Leverage segmentation methods throughout the entire customer journey. Companies must ensure each phase of the client life cycle is covered with sufficient relevant material (Respondent 3). Using Client Data To be able to collect essential data, Companies can use the analytics and customer information available. These include CRM information, website analytics, social media insights as well as client feedback among others.
To centralize client data, introduce a CRM system. This ensures that detailed consumer typing is easily available, which allows more accurate segmentation (Respondent 4). To unravel the characteristics and customs of their audience, information should be gathered from various sources using surveys, social media interactions, email responsiveness rate; purchase history, and website statistics. Companies can renovate regularly with fresh information coming in and adjust user behavior to make the target audience more contemporary.
To ensure compliance with data protection laws and give customer privacy a high priority. Companies can opt to give customers opportunities to opt in or out and note how the collected consumer data is used. Companies can develop comprehensive marketing plans that target specific markets. This may include personalized ads, social media promotions as well as selective email campaigns (Respondent 2). Consider localization as well, adapting information to fit certain cultural eccentricities and preferences.
Companies can create a content calendar that outlines the delivery schedule for each segment's content. Consider patterns, seasonality, and relevant events. By automating the dissemination of personalized information using scheduling technologies, it can ensure timely and adequate communication (Respondent 2). Make highly specialized advertising campaigns that are tailored to satisfy the specific requirements as well as desires of a specialized audience through individualized language and imagery. Companies can use audience data to integrate individual interests and decisions into the creative storylines of interactive experiences. Use AI's ability to predict future preferences and trends in each market niche category, so that timely content can be made available based on their changing needs.
Companies can make use of AI-enabled technologies to create segmented headlines, body copy, graphics as well as videos based on the interests of each segment. Customize emails, and landing pages of websites with offers, images, and dynamics depending on the user profile's different activities. Use AI-driven recommendation engines that are based on the user's interests, past interactions as well as relevant content, goods, or services.
Companies can provide consumers with the ability to adapt their preferences or deactivate them, as well as detailed information on how it is used for segmentation as well as personalization. To avoid discriminatory results based on race, gender, or social class, use AI tools and algorithms that can be documented as impartial. Pursue data security and privacy at every process, always adhere to applicable laws, and earn the trust of all users(Respondent 2).
The information immediately addresses the study question of how businesses manage moral dilemmas while boosting campaign success by highlighting the application of segmentation strategies in AI-driven marketing to improve relevance and efficiency. Assuring compliance with privacy requirements, respondents emphasise the usage of AI for personalised content development leveraging client data. This fits in with the body of research supporting the moral use of AI by highlighting data protection, permission, and transparency. Businesses may produce ethically targeted marketing material that improves ROI and brand engagement while adhering to ethical standards by utilising segmentation strategies led by AI.
4.2 [bookmark: _Toc158724729][bookmark: _Toc158483917]Discussion
[bookmark: _Toc158724730]4.2.1 To assess the significance and impact of AI in marketing.
As mentioned in the data analysis in methodology, the first theme of the findings chapter emphasized the literature analysis and the responses from the participants highlight the serious ethical conundrums that AI in marketing raises, including issues with informed consent, job displacement, algorithmic prejudice, privacy, and deceptive strategies. In order to guarantee responsible AI use and minimise detrimental effects on society, businesses, and customers, both sources stress how critical it is to solve these issues. Even though the themes in the literature review are closely reflected in the participant responses, further research and action are required to adequately address these ethical conundrums and their consequences. To close the gap, in-depth study is needed to create frameworks for the responsible use of AI in marketing that prioritise consumer rights, accountability, and transparency. Businesses may successfully negotiate the moral challenges of AI-driven marketing and gain customers' trust by proactively addressing these difficulties, which will ultimately lead to great societal results.
[bookmark: _Toc158724731]4.2.2 To determine the difficulties and challenges of implementing AI in marketing.
As mentioned in the data analysis in methodology, the second theme of the findings chapter emphasized the obstacles and limitations that arise when putting AI-driven marketing plans into practice are clarified by the literature study and participant answers. Both sources list similar challenges like the high upfront costs associated with obtaining and implementing AI technology, which are especially daunting for startups and small businesses. Furthermore, as trustworthy and complete data is essential for the operation of AI algorithms, issues with data quality and accessibility present serious obstacles. Key obstacles identified by the literature analysis and participant answers include ethical and legal compliance issues, such as privacy concerns, consent requirements, and algorithmic bias considerations.  Participants stressed the need of compatibility in legacy systems, which might provide additional obstacles when integrating with current marketing technology and infrastructure. Participants underline the significance of funding training programmes in order to properly apply AI technology, and they also emphasise skill shortages and training needs in data science, analytics, and artificial intelligence. Concerning privacy, data exploitation, and the use of AI in marketing tactics, it is also noted that controlling consumer expectations and fostering confidence in AI-driven marketing efforts represent a major problem.  There is a lack of practical tactics or answers to successfully address these issues, despite the fact that both the literature study and participant responses highlight them. Participants acknowledge the challenges but do not provide specific strategies for getting over them. Consequently, additional investigation is required to examine models, case studies, and optimal approaches that offer firms realistic means of managing the intricacies and constraints associated with executing AI-powered marketing tactics. In order to help organisations effectively navigate the challenges and limitations associated with AI integration in marketing, closing this gap will require thorough analysis and the creation of workable solutions.
[bookmark: _Toc158724732]4.2.3 To evaluate the effectiveness of Ogilvy’s AI marketing strategy.
As mentioned in the data analysis in methodology, the third theme of the findings chapter emphasized the long-term consequences and moral dilemmas surrounding the use of AI in marketing techniques are highlighted by the literature study as well as by participant comments. The literature study emphasises the importance of financial spending as a crucial determinant of artificial intelligence (AI) use in marketing, highlighting the expenditures made in AI-driven advertising systems by big businesses like Amazon, Google, and Facebook. Although these investments show how AI might enhance consumer experiences and marketing effectiveness, the assessment also points out a lack of research on potential biases in AI systems and ethical issues. The issues raised in the literature review are closely supported by the participant responses.In addition to discussing employment displacement, privacy violations, biases in AI systems, and the moral ramifications of using AI to influence customer behaviour, they also discuss the long-term effects and ethical conundrums linked with a heavy dependence on AI in marketing. Notwithstanding the fact that the participants recognise these problems, no concrete strategies or remedies are offered to deal with them. 
So, even though the ethical implications and long-term effects of using AI in marketing are well known, there are still a lack of standards and workable frameworks to help businesses integrate AI technology into their marketing strategies in an ethical manner. Developing workable solutions that optimise the advantages of AI-driven marketing while limiting possible harm to consumers and society at large will be necessary to close this gap.
As mentioned in the data analysis in methodology, the findings chapter emphasized on Implementation of segmentation strategies to tailor content based on specific demographics, behaviors, and preferences. Drawing attention to Companies’ marketing practices has great potential if segmentation strategies were practiced, as well as demographic-behavioural information was used for the creation of target-specific content. At all stages of the customer life cycle, use segmentation approaches to ensure that relevant material is covered at each stage. To obtain the required data for segmentation, analytics and customer information are used including CRM data, web analysis statistics of social channels' insights as well as client comments in any form. To make segmentation more specific, unite clients' information by introducing the CRM system. Update the database regularly with new data to keep audience targeting current. Respect consumer protection of privacy as well as comply with data protection law. Develop comprehensive marketing plans with personalized email campaigns, incorporating social media promotions and tailored advertisements to reach specific markets. Companies can consider localization preferences and cultural peculiarities. Prepare a content calendar displaying when the information of each section will be presented. To ensure timely and relevant communication that reflects trends, seasonality, and events use automation technologies. Use AI intelligent technology to curate headlines, body content, images, and videos that target the interest of each section. Companies can apply recommendation engines driven by AI to personalize emails, landing pages, and dynamic content by the profiles of users or their interactions.
[bookmark: _Toc158483918]

[bookmark: _Toc158724733]Chapter 5: Conclusion and Recommendations
[bookmark: _Toc158483919][bookmark: _Toc158724734]5.1 Conclusion
This extensive dissertation examines the relationship between artificial intelligence and marketing, with a particular focus on Companies, a well-known leader in marketing and advertising. The investigation is spread out over three enlightening parts, offering a comprehensive picture of the revolutionary possibilities of artificial intelligence in terms of redefining marketing tactics and strengthening brand resonance.
By providing an overview of the state of AI in the context of marketing, the dissertation first creates a strong theoretical framework. It clarifies artificial intelligence's fundamental ideas, such as machine learning, deep learning, and natural language processing (NLP), highlighting their significance as the analytical cornerstones that support AI's influence in marketing (Wamba-Taguimdje, et al., 2020). In addition to its ability to transform data-driven decision-making, personalisation, and campaign optimisation, the chapter emphasises how AI is becoming more and more integrated into modern marketing tactics.
In the literature review, a thorough analysis of how companies strategically uses AI in its marketing strategy is provided. To obtain deep insights into customer behaviour, market trends, and cultural subtleties, companies employs AI's analytical powers, as this analysis explains. Through the creation of tailored and dynamic advertising experiences, companies can maximise campaign efficacy and build stronger brand relationships with a variety of audiences, as demonstrated in this chapter (Allal-Chérif, et al., 2021).
[bookmark: _GoBack]In the findings, the chapter analyses the findings with the literature review. The dissertation also offers doable tactics for using AI successfully, building on these discoveries. In order to set performance criteria that are in line with corporate goals and take advantage of AI's special powers, it highlights how important it is to collaborate with customers. In order to ensure that marketing teams have the information and abilities needed to use AI systems effectively, the chapter promotes ongoing training programmes for them (Dwivedi, et al., 2021). It also emphasises the significance of data-driven segmentation techniques that are customised to particular demographics, behaviours, and preferences in order to guarantee effective and memorable content distribution.
When combined, this dissertation provides an engaging overview of artificial intelligence's revolutionary potential in the marketing industry. The proactive incorporation of AI by Companies into its fundamental operating structure is evidence of the technology's potency. AI enables a paradigm shift in the conception and implementation of marketing, in addition to the obvious benefits of higher campaign efficacy and enhanced brand engagement. Deeper knowledge of customer motives, dynamic content customising, and personalised experiences are made possible by data-driven insights (Roetzer and Kaput, 2022).

The dissertation does stress, though, that mastery of technology alone is not enough to successfully navigate the world of AI-powered marketing. A sophisticated strategy is required because of data privacy issues, ethical considerations, and the dynamic nature of technology. In this quickly evolving environment, it becomes clear that success requires constant learning, openness, and a steadfast dedication to appropriate AI implementation (Monod, et al., 2023).
Finally, this dissertation argues that artificial intelligence is a force that is transforming the marketing industry, not just a catchphrase. It asserts with confidence that artificial intelligence is a potent instrument that enhances creativity, maximises campaign effectiveness, and builds stronger brand connections (Kotler, et al., 2021). The dissertation is a timely reminder that artificial intelligence (AI) is evolving and becoming more and more integrated into the marketing ecosystem and that responsible and strategic deployment of AI is the key to future marketing success that has never been seen before.
[bookmark: _Toc158483920][bookmark: _Toc158724735]5.2 Linking with Objectives
This dissertation thoroughly covers the four major study objectives outlined, providing an analytical examination of Companies's AI-powered marketing strategies:
Objective 1.To evaluate concepts and theories of AI in marketing.
In order to comprehend AI's function in marketing, Chapter 2 provides the theoretical groundwork. It highlights the analytical potential of important ideas like machine learning, deep learning, and natural language processing by dissecting them. By creating a distinct foundation that the next chapters can build upon, this achieves the goal.
Objective 2. To assess the significance and impact of AI in marketing.
A detailed examination of Companies's particular application of AI is provided in Chapter 2, with emphasis on how it affects campaign optimisation, customer comprehension, and tailored experiences. Expanding on this, Chapter 4 highlights the strategic application of AI via data-driven segmentation, training initiatives, and performance measures. These chapters collectively effectively meet the second goal by highlighting the substantial influence of AI on advertising efficacy and brand engagement.
Objective 3. To determine the difficulties and challenges of implementing AI in marketing.
Chapter 4 explores the issues connected with AI while appreciating its benefits. Data privacy issues, ethical issues, and the necessity of ongoing education in a quickly changing environment are all covered. In presenting a well-rounded view of AI deployment that acknowledges both its advantages and disadvantages, achieves the third goal.
Objective 4. To evaluate the effectiveness of Companies’s AI marketing strategy.
By demonstrating its practical application and fruitful results, Chapters 2 and 4 together assess Companies's AI strategy. The approach's effectiveness is exemplified by particular instances of campaigns that yielded improved metrics. The chosen case study is validated, and tangible proof of Companies's effective AI integration is provided, so addressing the fourth aim.
Beyond merely achieving its goals, the dissertation does more. The potential of AI to revolutionise marketing is presented comprehensively. It gives other organisations attempting to negotiate this changing terrain important insights by showcasing Companies's innovative efforts. A significant level of complexity is added to the conversation about AI in marketing by emphasising ethical issues, ongoing learning, and responsible AI implementation.
All things considered, this dissertation makes a significant addition to the field of AI-powered marketing while thoroughly addressing its research goals. The comprehensive examination of Companies's effective tactics offers a guide for the next executions and underscores the need to handle this revolutionary technology sensibly and strategically.
[bookmark: _Toc158483921][bookmark: _Toc158724736]5.3 Recommendations
Companies is a leader in the rapidly changing advertising industry thanks to their audacious use of AI-powered marketing techniques. Though the process of optimisation never stops, this dissertation has offered insightful information on their creative method. These practical suggestions, which build on the findings, can help Companies achieve even greater success with AI-driven marketing:
[bookmark: _Toc158483922][bookmark: _Toc158724737]Deepen Integration of AI across the Marketing Value Chain
Deeper integration throughout the marketing value chain has unrealized potential, but Companies's skilful use of AI in campaign execution provides a solid basis. By using social listening services to analyse online discussions, artificial intelligence can be extended into market research. Companies may offer insightful information for thoughtful product development and subtle brand messaging by finding new trends and forecasting customer behaviour (Westermann and Forthmann, 2021). To optimise engagement and conversion rates in the context of content generation, writing tools driven by artificial intelligence (AI) can be utilised to customise material according to the tastes and demographics of the audience. Proactive resource allocation based on data insights is also made possible by real-time campaign performance forecasting made possible by AI-powered predictive analytics (Kotler, et al., 2021).
To give an example, Companies may work with a social listening tool to monitor talks about sustainability and discover an increasing demand for eco-friendly items from consumers. Equipped with this information, Companies might then talk to a fashion sector client about the trend, which would result in the creation of a new line of eco-friendly goods (Hardy, 2021). By highlighting the product's environmental benefits and appealing to the particular interests of the targeted consumer niche, AI-powered content creation tools could create focused social media campaigns(Zhu et al., 2023).
[bookmark: _Toc158724738][bookmark: _Toc158483923]Prioritize Building a Robust AI Workforce
Although it's admirable that Companies is dedicated to teaching its marketing teams how to use AI tools, intensifying this focus can improve the agency's performance. It is ensured that every member of the marketing team has the abilities and knowledge required to work with data scientists and use AI tools efficiently by putting in place specialised training programmes that are suited to their jobs (Kshetriet al., 2023). In addition, to draw in and keep elite AI experts, talent acquisition spending is crucial.Developing an innovative culture, giving competitive benefits, and offering chances for professional advancement are all part of this (Chowdhury, et al., 2020).
To illustrate, Companies may start a test run just for its creative department. Data scientists might be consulted to customise advertisement graphics according to target audience segments, and workshops on using AI-powered design tools could be held. In order to ensure a seamless fusion of technology prowess and creative vision in campaign execution, this technique enables the creative team to utilise AI for even more compelling storytelling (Pearson, 2019).
[bookmark: _Toc158724739][bookmark: _Toc158483924]Advocate for Responsible and Ethical AI Implementation
In addition to being a leader in the field, Companies plays a critical role in making sure that its AI procedures are transparent, ethical, and successful. Establishing explicit rules on data protection, bias reduction, and algorithmic accountability is crucial in the development of a thorough AI ethical framework (Milossi, et al., 2021). It will be possible to promote responsible innovation in the industry by working with industry stakeholders to push for industry-wide guidelines and rules for the moral application of AI in marketing.
To start with, Companies might spearhead the development of an industry-wide set of best practices for the moral application of AI in marketing campaigns by collaborating with other agencies and tech businesses. These regulations might cover procedures for guaranteeing data protection, debiasing algorithms, and openly informing customers about the use of AI. By acting in this proactive manner, Companies not only demonstrates its adherence to moral principles but also gains the confidence of customers and clients, developing a reputation for the responsible application of AI (Elliott, 2021).
[bookmark: _Toc158724740][bookmark: _Toc158483925]Continuously Innovate and Adapt to Evolving Technologies
It's critical to keep on top of developments in the ever-changing field of AI. To investigate novel and cutting-edge AI technologies that may have marketing applications, Companies ought to allocate resources to research and development. A novel strategy that has the potential to completely transform the way marketers interact with their customers through visual storytelling is using generative AI for the creation of personalised video content.
Also, Companies will be able to keep up with developments in AI and machine learning by actively tracking industry trends, attending conferences, and interacting with professional groups (Chopra and Bhilare, 2020). The organisation should adopt an agile experimentation culture that enables it to test new AI tools and methods on small-scale campaigns before expanding their use. To increase the effectiveness of their video ad campaigns, Companies might try using generative AI to personalise video advertising for specific individuals based on their browsing history and online activity (Ayvaz and Alpay, 2021). 

Therefore, Companies can establish itself as a leader in the changing field where marketing and AI collide by continuing to innovate, pushing for ethical implementation, emphasising workforce development, and deepening AI integration (Marr, 2021). Along with improving the agency's capabilities, these strategic initiatives also help the marketing industry as a whole advance and responsibly employ AI (Nguyen et al., 2022).
Companies can reaffirm its leadership in AI-powered marketing by aggressively putting these suggestions into practice (Elliott, 2021). Companies can drive even greater marketing success for itself and its clients in the years to come by consistently optimising, extending its capabilities, and staying at the forefront of moral and responsible AI practices.
[bookmark: _Toc158483926][bookmark: _Toc158724741]5.4 Future Scope of the Research
With the help of Companies’ initiatives, the dissertation sheds light on AI's revolutionary potential for marketing. Promising future directions for the field include calculating AI's return on investment, investigating novel creative domains like AI-powered music, tackling complex ethical issues, and adjusting to new and developing technologies. These unknown lands hold the promise of a future in which artificial intelligence stimulates innovation, draws viewers in, and openly handles moral dilemmas (Ozdemir, et al., 2020).
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Questionnaire for interviewees
In your opinion, what are some of the most important moral questions or ethical dilemmas that can come up when using AI in marketing? How do you think these issues might eventually affect society, companies, and customers?"
Could you point out any challenges or restrictions that businesses may run into when putting AI-driven marketing plans into practice? 
What, in your opinion, are some long-term effects of heavily depending on AI for marketing strategies? 

In your experience, what are some potential biases or ethical issues that can arise in AI systems used for marketing purposes?

What difficulties or risks do you see with using AI in marketing and customer service?

What are the biggest long-term hazards or unfavourable effects, in your opinion, of companies heavily depending on artificial intelligence for their marketing strategies?

Which approaches or standards of excellence do you think marketing companies should follow to successfully overcome the main challenges that arise when incorporating AI into their campaigns?
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