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[bookmark: _Toc1034255877]Chapter 1: Introduction
1.1 [bookmark: _Toc616073180]Context
The field of applied artificial intelligence (AI) is experiencing remarkable advancements, which are driving a fundamental shift in the technological landscape of the United Kingdom. The fast breakthroughs that have been made in this domain are the driving force behind this transformation (Hall W. and Pesenti J., 2017). The recent announcement of the National AI Strategy by the government of the United Kingdom signals a significant commitment to harnessing the powers of artificial intelligence for the purposes of research, innovation, and the solving of societal concerns (AI Standards Hub, 2023). This strategic goal is further reinforced by significant investments, as seen by the $3.3 billion that was invested in local artificial intelligence firms in the year 2021. This program's major purpose is to establish the United Kingdom as a global leader in artificial intelligence governance and research. This will be accomplished through collaboration with other countries (GOV, 2024).
Small and medium-sized businesses (SMEs) have emerged as one of the most important factors in the field of applied artificial intelligence. This occurred during an environment that is constantly evolving and developing. Small and medium-sized businesses (SMEs) make significant contributions to innovation, job creation, and economic growth, even though larger organisations sometimes dominate conversations about these topics (Acemoglu D., 2018).
The objective of this dissertation is to investigate the complex challenges and opportunities that are faced by small and medium-sized businesses (SMEs), particularly in the field of online marketing within the Applied Artificial Intelligence sector. This is in recognition of the significant influence that SMEs have, particularly in this sector. As a result of this, it tries to provide insights that may be utilised to improve and inform marketing strategies, to drive strategic decision-making, and to strengthen competitiveness in a field that is marked by rapid change and innovation.
1.2 [bookmark: _Toc438423124]Research Questions
To get a comprehensive awareness of the challenges and opportunities that are present in the field of online marketing within the Applied AI sector of small and medium-sized businesses (SMEs) in the United Kingdom, the research will focus on the following important questions:
1. What are the most significant challenges that small and medium-sized businesses (SMEs) in the Applied Artificial Intelligence (AI) sector of the United Kingdom confront when it comes to the field of online marketing?
2. What are some ways that small and medium-sized businesses (SMEs) in the field of applied artificial intelligence might make the most of the opportunities that are presented to them through internet marketing?
3. When it comes to the subject of applied artificial intelligence, what characteristics of the online marketing efforts carried out by small and medium-sized firms (SMEs) have an impact on how customers perceive and react to those efforts?

1.3 [bookmark: _Toc1225427183]Justification
This research is significant because it has the potential to provide practical insights and recommendations that are relevant to both Small and Medium-sized Enterprises (SMEs) in the Applied AI sector and policymakers influencing the industry's regulatory framework. It also serves researchers who want to enhance their comprehension of the problems and opportunities in this quickly developing sector. The focus on internet marketing is intentional due to its significant impact on SMEs' exposure, consumer interaction, and overall competitiveness. This research aims to offer practical advice based on a thorough analysis of knowledge gaps to help SMEs effectively tackle difficulties and capitalise on possibilities in online marketing.
This study aligns with the main objectives of the National AI Strategy, significantly contributing to the understanding and progress of AI-driven businesses, particularly in the United Kingdom. The research findings have the capacity to influence policy deliberations and inform strategic decision-making at organisational and governmental levels. The UK aims to establish itself as a prominent figure in AI governance and research. The results of this research can significantly influence the direction of the Applied AI sector, fostering its ongoing development and creativity.
Emphasising the personal motive for this dissertation is essential. The student leading this research is naturally fascinated by the topic, driven by a sincere enthusiasm for AI firms and their significant expansion in recent years. This interest extends beyond academia, demonstrating a deep curiosity and passion for understanding the complexities of AI-driven enterprises. The student acknowledges the abundant opportunities for personal and professional development in this dynamic industry, with a view to potential future engagement. This personal connection highlights the strong dedication and excitement in investigating the obstacles and possibilities in online marketing for small and medium enterprises in the Applied AI industry.
Furthermore, it is important to note that while extensive research is dedicated to organisations using AI, there is a noticeable lack of investigation into the techniques adopted by AI companies. This study focuses on the Applied AI industry in the United Kingdom, offering a detailed analysis of the tactics utilised by these companies in their online marketing efforts. This emphasis on the tactics employed by AI firms introduces a distinctive aspect to current research, providing valuable perspectives that are sometimes disregarded yet are essential to comprehending the holistic landscape of the Applied AI sector in the UK.

1.4 [bookmark: _Toc506800603]Structure of the Dissertation	
The plan of this dissertation is to conduct an exhaustive examination of the opportunities and challenges in online marketing for Applied AI-sector SMEs in the United Kingdom. The following chapters have been structured to present the research in a coherent progression:
Existing theories, models, and empirical studies pertaining to online marketing in the context of SMEs and the Applied AI industry will be examined in Chapter 2, titled "Literature Review." The present chapter will establish the conceptual framework that will direct the investigation.
Chapter 3, titled "Research Methods and Methodologies," shall delineate the selected research approach, rationalise the chosen methods, and furnish an elaborate strategy for the acquisition and examination of data.
The research findings will be presented in Chapter 4, which consists of data analysis and discussions. This chapter will provide valuable insights into the challenges and opportunities that have been identified in the realm of online marketing for small and medium-sized enterprises (SMEs) operating in the Applied AI sector.
Conclusion, Limitations, and Recommendations in Chapter 5. will provide a practical summary of the study's main findings, an acknowledgment of its limitations, and suggestions for future research endeavours, policymakers, and small and medium-sized enterprises (SMEs).
In addition to a List of References and a glossary of terms utilised, the dissertation will culminate with any pertinent appendices that furnish supplementary information.

1.5 [bookmark: _Toc49355380] Review of Existing Literature	
Online marketing in small and medium-sized enterprises (SMEs) in the Applied AI industry is a complex and ever-changing field. For a thorough understanding, it is crucial to examine existing literature on relevant subjects. The upcoming chapter will comprehensively analyse pertinent theories, models, and empirical investigations to build the basis for the conceptual framework and guide the study process.









[bookmark: _Toc523471139]Chapter 2: Literature Review
[bookmark: _Toc1480981235]2.1Challenges faced by small and medium-sized enterprises in the UK operating in the Applied AI sector in online marketing.

SMEs in the Applied Artificial Intelligence sector in the United Kingdom have unique hurdles in internet marketing (Moilanen T., 2023).  An in-depth analysis of these difficulties is essential for creating successful strategies to improve SMEs' online visibility and competitiveness. This section will explore the major obstacles encountered by small and medium-sized enterprises (SMEs) in the Applied Artificial Intelligence (AI) sector, based on current research. It will focus on the low uptake of AI technologies, common AI solutions, sector-specific differences, and particular issues faced by SMEs.

[bookmark: _Toc1543732367]2.2   Phrasee, Eigen Technologies, Cytora, Darktrace, Streetbees, and Quantexa- Marketing Strategies  

Marketing Approach: Phrasee utilises generative artificial intelligence (AI) to produce on-brand content specifically designed for enterprise marketers. Their technology enables marketers to conduct experiments and refine content to enhance performance, conversions, and return on investment (ROI). Their main emphasis is on maintaining brand consistency by creating material that is in line with the brand's distinct tone and voice. Phrasee utilises data to accurately forecast the most effective content, guaranteeing that communications connect with the intended target. By using AI to analyses data and optimize messaging, Phrasee helps marketers deliver personalized and engaging content that resonates with their audience. This approach ultimately leads to increased customer engagement and improved campaign results.  Channels of content: Electronic mail Push notifications, Short Message Service (SMS), Website and mobile application, Online platforms for communication and networking and Google Ads according to Zinck B. (2023). 
Marketing Approach: Eigen focuses on the field of intelligent document processing (IDP). Their function is to automate pre-underwriting processes and assess underwriting tasks using AI-supported workflows. Eigen's primary objective is to retrieve information from documents such as contracts and regulations in order to mitigate risk, streamline procedures, and effectively navigate regulatory frameworks. Customer Success: Eigen partners with companies such as ING to expedite digital transformation and generate concrete benefits for customers and staff (Gouais M., 2023). 
Cytora's marketing approach involves integrating qualitative understanding with quantitative scale. They utilise a mobile application with a chat-style interface to record authentic experiences from consumers all around the globe. Their AI-driven analysis offers insights into the context and emotions that influence consumer decision-making. The Always ON platform from Cytora guarantees uninterrupted access to valuable information for making well-informed decisions.3. Content Channels: Conversations in the style of WhatsApp app Media content uploaded by users (Ruel C., 2023). 
Darktrace's marketing strategies: Darktrace's sales and marketing operations are highly efficient and powerful, comparable to the sponsorship of a McLaren Formula One car. Although there were doubts regarding its technology, Darktrace achieved a post-IPO valuation of nearly £7 billion. Critics have expressed apprehensions over its approach, which they believe prioritises sales tactics over the actual substance of the firm. Darktrace has expanded its sponsorship to include IndyCar racing in order to challenge its cybersecurity competitors in the United States (Darktrace, 2024). 
Streetbees performs within the field of data analytics. Their objective is to assist firms in different sectors (such as financial services, oil and gas, transport, and government) in establishing connections within their data and making well-informed decisions. The Human Intelligence Platform, Streetbees, records authentic experiences from its community of 4.5 million active users, known as "bees". These users provide their real-time experiences during consumption or usage, offering significant information that go beyond standard panels. Streetbees utilises Machine Learning to detect trends and generate Demand Spaces by analysing similarities in behaviours, wants, motives, or moods. These places facilitate the identification and stimulation of growth possibilities by exposing shifting momentum, seasonal effects, and new patterns. Cost-Effective system: Streetbees GO is a continuously available, subscription-based system that decreases reliance on impromptu research. Brands could select appropriate categories and marketplaces to make well-informed decisions throughout the course of a year (Streetbees, 2024).
Quantexa is also proficient in data analytics. They provide support to companies in several sectors, including financial services, oil and gas, transportation, and government. Quantexa aims to empower clients in uncovering concealed patterns and relationships. They tackle a wide range of problems, including money laundering and human trafficking, as well as using data from within organisations to minimise profit losses. Quantexa's growth trajectory began as a self-funded venture, initially backed by approximately $1.5 million in funding. In a span of one year, they successfully secured a total of $3.3 million in funding, with HSBC and Albion Capital taking the lead in the investment. They have prioritised expanding internationally in the European Union, United States, and Asia-Pacific region. Quantexa's robust network has played a crucial role in their expansion. They hold the belief that individuals make purchases from other individuals, placing significant emphasis on the value of skill and finding the appropriate answer (Somerville M., 2018). 

[bookmark: _Toc35388420]2.3   Limited Utilisation of AI Technologies

Assessing the issues faced by SMEs in the Applied AI industry, particularly in online marketing, relies heavily on the level of AI technology adoption by firms in the UK. Research by GOV (2022) found that just around 15% of firms in the UK have adopted at least one AI technology. 2% are currently in the pilot phase, while a notable 10% are preparing for future adoption according to T. Faridi (2023). The adoption rates show a direct relationship with business size, as 68% of large organisations, 34% of medium-sized companies, and 15% of small companies have implemented AI technologies (Pesenti W., 2017). 
[image: ]
Figure 1: AI-enabled opportunities and transformation challenges for SMEs.
(Lu X., 2022)
Research gaps:
The reports offer a good overview of adoption rates but lacks a detailed knowledge of the causes for the differing adoption rates among businesses of various sizes. Examining the distinct obstacles encountered by small and medium-sized firms, in contrast to larger corporations, would offer a more detailed viewpoint. The research does not include information on the temporal aspects of AI adoption, including the changes in adoption rates over time and the expected future trends. Analysing the evolution of AI adoption rates over time would provide valuable insights into the growth and maturation of the technology within different business sectors. Understanding these temporal aspects could help identify patterns and factors influencing the varying rates of adoption among businesses.
Expanding the Study:
Future research should explore the specific problems that SMEs in the Applied AI industry encounter when adopting AI technologies for online marketing. This involves examining the obstacles that prevent small and medium-sized enterprises from adopting artificial intelligence solutions and studying how these issues change over time. Furthermore, comparing SMEs with larger organisations would reveal unique obstacles encountered by smaller businesses. Additionally, investigating the strategies that successful SMEs have used to overcome these obstacles can provide valuable insights for other businesses in the industry. Understanding the specific challenges faced by SMEs in the Applied AI industry can help inform policy decisions and support initiatives aimed at promoting innovation and growth in this sector. 

[bookmark: _Toc776856760]2.4 Common AI Solutions

It is important to comprehend the common AI solutions used by firms in the UK to assess the technological environment and the obstacles encountered by SMEs entering online marketing. According to GOV's (2022) report, data management and analysis solutions are the most adopted by 9% of UK enterprises. Additional noteworthy AI technologies comprise natural language processing and generation (8%), machine learning (7%), AI hardware (5%), and computer vision and image processing/creation (5%).
[image: ]
Figure 2: Applications of Artificial Intelligence
(Edu T., 2022)


Research Gaps:
The research outlines general categories of common AI solutions but lacks detailed details about how they are used in small and medium-sized enterprises in the Applied AI sector. An in-depth analysis of the use of these solutions in online marketing campaigns could provide significant insights into the issues small and medium enterprises encounter when integrating these technologies efficiently. This analysis could help identify specific challenges faced by SMEs in adopting AI for marketing purposes and offer recommendations for overcoming them. Additionally, exploring case studies of successful AI implementation in similar companies could provide practical examples and best practices for others to follow.
Expanding the Study:
Future research should focus on analysing the use of common AI solutions in the internet marketing strategies of small and medium-sized enterprises. This involves comprehending the utilisation of data management and analysis solutions for targeted marketing, the significance of natural language processing in content production, and the influence of machine learning on consumer engagement. The research can illuminate the difficulties small and medium enterprises face in optimising these solutions for their online marketing efforts by unravelling these complexities. Additionally, exploring the potential barriers and challenges that SMEs encounter when implementing AI solutions can provide valuable insights for developing more tailored strategies. Understanding how these technologies can be integrated seamlessly into existing marketing practices will be crucial for the future success of small and medium-sized enterprises in the digital landscape. 

[bookmark: _Toc395085666]2.5 Sector fluctuations

The differing levels of AI implementation in various sectors offer a detailed view of the obstacles encountered by small and medium-sized enterprises in particular industries. Based on GOV's (2022) research, the IT, and telecoms (29.5%) and legal (29.2%) industries are at the forefront of AI use, whereas sectors such as hospitality (11.9%), health (11.5%), and retail (11.5%) show lower rates of adoption. These discrepancies highlight the need for targeted strategies to help SMEs in less AI-integrated sectors overcome barriers to implementation, such as cost and lack of expertise. Collaborative efforts between industry leaders and government initiatives can help bridge the gap and facilitate wider AI adoption across all sectors. 
Research deficiencies:
The study provides a detailed analysis of AI adoption rates by sector but does not delve into the specific obstacles encountered by SMEs in each sector. Industry-specific challenges, especially in online marketing, have not been investigated. Further research focusing on the unique barriers faced by SMEs in different sectors could provide valuable insights for developing targeted strategies to promote AI adoption. Understanding the industry-specific challenges in online marketing could help SMEs overcome obstacles and leverage AI technology more effectively in their businesses. 
Expanding the Study:
Future research should do a sector-specific analysis to identify the obstacles faced by SMEs in various industries within the Applied AI industry. It is vital to understand the challenges that SMEs in the hotel sector have when using AI-driven internet marketing tactics. This focused strategy would provide valuable insights that may be directly applied to small and medium-sized enterprises operating in particular industries. By tailoring solutions to the specific needs of SMEs in different sectors, researchers can develop more effective strategies to help businesses overcome barriers to AI adoption. This targeted approach could lead to significant advancements in the integration of AI technologies across a wide range of industries.

[bookmark: _Toc1266317869]2.6 Challenges Encountered by Small and Medium Enterprises
In addition to the general data on AI adoption, small and medium enterprises in the Applied AI industry face other hurdles. The hurdles include technical expertise, high prices, data privacy concerns, business model adaptation, integration, scalability, talent acquisition, ethical considerations, and the necessity to stay updated on AI breakthroughs (GOV, 2022).
[image: ]
Figure 3: Common AI Challenges
(Geeky Grid, 2020)

Research gaps:
The report presents a thorough list of issues but does not analyse the relative importance of each difficulty for small and medium-sized enterprises in the Applied Artificial Intelligence industry. It is crucial to identify the primary difficulties that affect SMEs in internet marketing to create specific solutions. By prioritizing the challenges faced by SMEs in the Applied Artificial Intelligence industry, tailored strategies can be developed to address their most pressing needs. This targeted approach will ultimately lead to more effective and efficient solutions for these businesses to thrive in the competitive landscape of internet marketing.
Expanding the Study:
Future research should perform a qualitative analysis to determine the importance of each difficulty in the online marketing field for small and medium-sized enterprises (SMEs). This entails comprehending the hierarchy of obstacles, pinpointing the ones that present the most significant hurdles, and determining if specific issues are interconnected. The research can provide customised suggestions to SMEs depending on the obstacles they are expected to face in their online marketing efforts.
The research by GOV (2022) offers interesting insights regarding the uptake of AI technology in the UK, but there are substantial gaps that require further exploration. Future research should focus on the specific difficulties encountered by small and medium-sized enterprises (SMEs) in the Applied AI sector when adopting AI technology. It should also investigate how common AI solutions are used in online marketing strategies, analyse different industry sectors, and rank challenges based on their importance in online marketing. This extensive research aims to provide a thorough understanding of the obstacles faced by SMEs in utilising AI for successful online marketing tactics.

[bookmark: _Toc1106213453]2.7 Maximizing Opportunities in Internet Marketing for SMEs in Applied Artificial Intelligence
With the growth of the Applied Artificial Intelligence (AI) industry in the United Kingdom, it is crucial to investigate how small and medium-sized businesses (SMEs) in this field may take advantage of the prospects in internet marketing. This section will examine the tactics used by AI companies to maximise the benefits of online marketing, focusing on digital content creation, search engine optimisation (SEO), social media marketing, email campaigns, thought leadership, influencer marketing, paid advertising, content syndication, webinars, and workshops, as well as collaborations and partnership (HM Government, 2023).
Furthermore, understanding the target audience and utilizing data analytics to track and measure the effectiveness of marketing strategies will be essential for SMEs in the AI industry to stay competitive. By staying up to date with the latest trends and technologies in internet marketing, AI companies can ensure they are reaching their target market effectively and efficiently.
AI companies intentionally use digital content creation to effectively engage their audience. This includes a variety of information such as blog articles, whitepapers, case studies, and videos, all carefully created to demonstrate the company's knowledge and creative solutions (HM Government, 2023).
[image: ]

Figure 4: How artificial intelligence revolutionizes E-commerce.
(Quick Spiders, 2024)
Research gaps:
The information emphasises the significance of content creation but does not delve into the specific obstacles that SMEs have when generating high-quality content. It is crucial to comprehend the challenges in content development, particularly for smaller organisations with little resources, to provide practical and effective suggestions (HM Government, 2023).
Expanding the Study:
Future research should conduct a qualitative analysis to reveal the obstacles encountered by Small and Medium Enterprises (SMEs) in the Applied Artificial Intelligence (AI) sector when participating in digital content development. This requires comprehending resource limitations, determining content types that appeal most to the target audience, and evaluating the efficacy of various content formats in internet marketing.

[bookmark: _Toc1065872331]2.8   SEO
AI companies acknowledge the crucial importance of SEO in improving online exposure. They utilise pertinent keywords, backlinks, and technical SEO strategies to enhance their websites and content, with the goal of achieving better rankings on search engines (Gladstone P., 2023). 
[image: ]
Figure 5: Opening the Power of AI SEO: Transforming Digital Marketing Strategies 
(Telegra, 2023)
Research gaps:
The research discusses general tactics used for SEO but does not focus on the specific obstacles faced by SMEs while improving their online visibility. It is crucial to comprehend the distinct SEO obstacles encountered by smaller organisations in the Applied AI industry to provide specific advice.
Expanding the study:
Future research should perform a sector-specific analysis to reveal the obstacles small and medium-sized enterprises encounter when implementing SEO tactics. This involves assessing the efficacy of various SEO strategies for small and medium enterprises, recognising typical mistakes, and investigating creative methods customised for the Applied AI industry. By understanding the unique challenges faced by SMEs in the Applied AI sector, researchers can provide tailored recommendations to improve SEO performance. This targeted approach will help businesses in this industry stand out online and reach their target audience more effectively.

[bookmark: _Toc637372928]2.9   Social Media Marketing 
Social media platforms are essential outlets for AI firms to engage with their audience. AI organisations utilise networks such as LinkedIn, Twitter, and YouTube to disseminate industry knowledge, success stories, and updates (Neilpatel, 2023).
[image: ]
Figure 6: AI in Social Media 
(GG Nindia, 2023)
Research gaps:
The study discusses the importance of social media marketing but does not provide detailed information on the difficulties small and medium-sized enterprises encounter when trying to use these platforms efficiently. It is essential to comprehend the intricacies of social media marketing for small businesses, including limitations in resources and content techniques (HM Government, 2023).
Expanding the Study:
Future research should focus on the obstacles faced by small and medium enterprises in the Applied AI industry while implementing social media marketing strategies. This entails analysing how small and medium-sized enterprises customise their content for various platforms, interact with their audience, and evaluate the impact of different social media channels within the AI business.

[bookmark: _Toc784374538]2.10   Email Campaigns 
Targeted email campaigns are a powerful tool for AI enterprises to connect with their audience. Personalised messaging, newsletters, and product announcements are typical components of these programmes (Santiago E., 2024).
[image: ]
Figure 7: Email Marketing 
(Ecommerce Masters, 2024)
Research gaps:
The report recognises the significance of email campaigns but does not investigate the obstacles small and medium-sized enterprises encounter when implementing successful email marketing strategies. Comprehending the obstacles to effective email advertising is essential for customising suggestions that match the circumstances of small and medium-sized enterprises (HM Government, 2023).
Expanding the Study:
Future research should perform a qualitative analysis to reveal the obstacles small and medium enterprises face when deploying focused email campaigns. This requires comprehending audience segmentation, personalisation methods, and the influence of content types on email engagement for small and medium enterprises in the Applied Artificial Intelligence industry.

[bookmark: _Toc180232472]2.11 Conceptual Leadership
AI companies establish themselves as industry experts. They engage in conferences, webinars, and research paper publications to demonstrate their expertise and contribute to the discussion (Law M., 2024).
[image: ]
Figure 8: Leadership Competency Framework
(Sketch Bubble, 2023)
Research Gaps:
The research recognises the importance of thought leadership but does not explore the obstacles small and medium enterprises encounter in becoming industry thought leaders. It is essential to comprehend the obstacles to thought leadership for small and medium-sized enterprises to develop practical tactics (HM Government, 2023).
Expanding the study:
Future research should investigate the obstacles faced by small and medium-sized enterprises in the Applied AI industry while establishing themselves as authorities in the field. This entails comprehending the necessary resources, the influence of thought leadership on brand exposure, and the efficiency of various platforms in building thought leadership.

2.12 Influencer Marketing
AI firms utilise the concept of partnering with industry leaders to establish credibility. Influencers promote their products or services to a broader audience.
Research Gaps:
The report acknowledges the importance of influencer marketing but does not explore the difficulties small and medium-sized enterprises encounter in properly managing influencer partnerships. Comprehending the intricacies of influencer marketing is essential for developing customised suggestions for small and medium enterprises (HM Government, 2023).
Expanding the Study:
Future research should investigate the obstacles faced by Small and Medium Enterprises (SMEs) in the Applied Artificial Intelligence industry while implementing influencer marketing techniques. This entails comprehending how small and medium enterprises (SMEs) select appropriate influencers, the negotiating procedures involved, and the influence of influencer endorsements on brand credibility (HM Government, 2023).


[bookmark: _Toc1576217617]2.13 Paid Advertising
AI firms commonly utilise sponsored channels like Google Ads and LinkedIn Ads for investment purposes. They focus on demographics and sectors to create leads.
Research Gaps:
The report recognises the significance of sponsored advertising but does not delve into the obstacles small and medium-sized enterprises encounter in efficiently allocating resources and optimising paid campaigns. Comprehending the complexities of paid advertising for small and medium-sized enterprises is essential for offering realistic suggestions (HM Government, 2023).
Expanding the Study:
Future research should focus on investigating the particular obstacles faced by Small and Medium Enterprises (SMEs) in the Applied Artificial Intelligence industry while implementing paid advertising tactics. This entails comprehending budget limitations, targeting efficiency, and the influence of various advertisement forms on lead generation for small and medium-sized enterprises (SMEs) (HM Government, 2023).

[bookmark: _Toc488616184]2.14 Content Syndication
Utilising sites like as Medium, Quora, and industry-specific forums to share content is a method to broaden audience and create expertise.
Research Gaps:
The study acknowledges the significance of content syndication but does not explore the obstacles small and medium enterprises encounter when selecting appropriate platforms and enhancing their content for syndication. It is essential to comprehend the intricacies of content syndication for small and medium enterprises in order to create specific recommendations (HM Government, 2023).
Expanding the Study:
Future study should investigate the obstacles faced by Small and Medium Enterprises (SMEs) in the Applied Artificial Intelligence (AI) sector while implementing content syndication strategies. This entails comprehending platform selection, content adaption, and the influence of syndication on brand authority for small and medium-sized enterprises.

[bookmark: _Toc1147564687]2.15 Online seminars and training sessions
AI companies utilise hosting webinars and workshops on AI issues as a strategic approach to educate potential clients and demonstrate their solutions.
Research Gaps:
The research recognises the importance of webinars and workshops but does not investigate the difficulties small and medium-sized enterprises encounter in efficiently organising and promoting these events. It is essential to comprehend the obstacles that hinder SMEs from successfully holding events to offer practical suggestions (HM Government, 2023)
Expanding the Study:
Future study should focus on the obstacles faced by small and medium enterprises in the Applied AI industry when arranging webinars and workshops. This entails comprehending promotional tactics, engaging the audience, and assessing the influence of these events on lead generation for small and medium-sized enterprises (SMEs) (HM Government, 2023).


[bookmark: _Toc1275492027]2.16 Collaborations and Partnerships

AI companies utilise collaboration with other tech enterprises, colleges, and research centres to boost their visibility and credibility.
Research Gaps:
The research recognises the significance of collaborations and partnerships but does not delve into the obstacles small and medium-sized enterprises encounter in finding appropriate partners and forming mutually advantageous connections. Comprehending the interactions involved in collaborations is essential for offering effective advice to small and medium-sized enterprises (HM Government, 2023).
Expanding the Study:
Future studies should investigate the obstacles faced by small and medium enterprises in the Applied Artificial Intelligence industry while applying collaboration and partnership tactics. This entails comprehending partner selection, negotiating procedures, and the influence of partnerships on brand credibility for small and medium-sized enterprises (SMEs).

[bookmark: _Toc146817800]2.17 Advancements in Marketing Strategies within the AI Industry
The research's conclusion highlights that marketing strategies in the AI industry progress in parallel with technological improvements. Remaining knowledgeable and adjusting to trends is essential for success in this ever-changing industry.
Research Gaps:
The research offers a future-oriented view but lacks an in-depth analysis of the obstacles small and medium enterprises encounter while adjusting to changing marketing techniques. It is important to comprehend how small and medium enterprises in the Applied AI business keep up with technical advances and adjust their marketing tactics to provide relevant advice that suit the industry's dynamic nature (HM Government, 2023).
Expanding the Study:
Future research should investigate the obstacles faced by Small and Medium Enterprises (SMEs) in the Applied Artificial Intelligence industry when adjusting to changing marketing strategies. This entails comprehending the strategies utilised by SMEs to stay updated, the obstacles hindering the adoption of new technologies, and the influence of technology-driven marketing on the competitiveness of SMEs.
Overall, the research by HM Government (2024) offers interesting insights into the techniques used by AI businesses in internet marketing, however there are substantial gaps that require more investigation. Future research should focus on investigating the obstacles that small and medium-sized enterprises in the Applied AI industry encounter when implementing various strategies such as digital content creation, SEO, social media marketing, email campaigns, thought leadership, influencer marketing, paid advertising, content syndication, webinars, workshops, collaborations, and partnerships. This extensive research aims to provide a thorough understanding of the obstacles faced by SMEs in using internet marketing potential in the Applied AI sector.


[bookmark: _Toc235788281]2.18 Extent of Utilization of Successful Online Marketing Strategies by SMEs in the Applied AI Sector 

Small and medium-sized businesses (SMEs) must carefully assess how effectively they utilise online marketing methods that have been successful in customer interaction, lead creation, and brand awareness as they traverse the Applied Artificial Intelligence (AI) industry. This part will explore the obstacles encountered by small and medium-sized enterprises in acquiring prompt insights, the differences between SMEs and larger corporations, and the impact of AI implementation on developing effective marketing strategies (GOV, 2022).
Difficulties in Acquiring Prompt Responses
Small and medium-sized enterprises (SMEs) face difficulties in accessing prompt responses to crucial key performance indicator (KPI) inquiries necessary for managing their operations, despite the widespread use of data-driven technologies. The study highlights a lack of real-time insights available to small and medium-sized enterprises (SMEs), which could hinder the development and implementation of successful online marketing campaigns.
Research Gaps:
The research recognises the difficulty but does not explore the particular obstacles small and medium-sized enterprises encounter in obtaining prompt solutions. It is essential to comprehend the obstacles, such as resource limits or technology limitations, to customise solutions that meet the specific requirements of SMEs in the Applied AI industry (GOV, 2022).
Expanding the Study:
Future research should perform a qualitative analysis to reveal the precise obstacles small and medium enterprises have in acquiring prompt information for structuring their internet marketing strategy. This requires comprehension of the technology framework, data analysis abilities, and resource constraints that could impede small and medium enterprises' ability to obtain real-time data.


2.19 Discrepancies with Larger Organisations
The literature analysis highlights a discrepancy in the ability of SMEs and larger organisations to offer customised experiences to clients. Small and medium-sized enterprises (SMEs) may struggle to provide customised client experiences due to a lack of business analytics knowledge within their leadership, which requires a change in decision-making methods.
Research Gaps:
The report highlights differences but does not delve into the particular effects on online marketing techniques used by SMEs. It is crucial to comprehend how these differences appear in consumer engagement, generating leads, and promoting brand recognition to offer practical suggestions (GOV, 2022).
Expanding the Study:
Future studies should investigate the precise obstacles small and medium-sized enterprises encounter while delivering customised consumer experiences via online marketing. This entails comprehending the significance of leadership skills, decision-making procedures, and the consequences of these differences on the efficiency of SMEs' internet marketing tactics.

2.20 The Impact of AI Implementation in Small and Medium Enterprises
AI adoption differs among businesses based on size, with major organisations at the forefront (68% adoption), followed by medium-sized enterprises (34%), and small companies (15%). The study highlights the need of comprehending consumer requirements and utilising AI to enhance effective marketing tactics for small and medium-sized enterprises.
Research Gaps:
The research emphasises the importance of AI adoption but does not investigate how small and medium enterprises explicitly utilise AI in their online marketing strategy. It is essential to comprehend how small and medium-sized enterprises include artificial intelligence in customer engagement, lead creation, and brand awareness to develop specific recommendations (GOV, 2022).
Expanding the Study:
Future research should perform a sector-specific analysis to reveal the precise methods SMEs in the Applied AI industry use AI in their online marketing efforts. This entails comprehending the practical uses of AI, the obstacles in AI implementation for small and medium enterprises (SMEs), and the influence of AI on the effectiveness of online marketing campaigns.
[bookmark: _Toc84106708]2.21 Suggestions for Small and Medium Enterprises in the AI-Powered Marketing Environment

The research indicates that small and medium-sized enterprises (SMEs) need to adopt digital transformation, focus on analytics skills in leadership positions, and adjust their decision-making methods to succeed in the AI-driven marketing environment. The proposals highlight the changing nature of the industry and the necessity for small and medium-sized enterprises to adjust their strategy to keep up with technological progress.
Research Gaps:
The research offers general suggestions but lacks detailed guidance on how small and medium enterprises (SMEs) can effectively incorporate these suggestions into their internet marketing efforts. Comprehending the real-world obstacles and possible remedies is crucial for providing realistic advice (GOV, 2022).
Expanding the Study:
Future research should do a qualitative analysis to identify the precise obstacles that small and medium-sized enterprises have when implementing digital transformation, improving analytics skills, and adjusting decision-making procedures. To succeed in the evolving AI-driven marketing environment, SMEs must comprehend the obstacles, limitations in resources, and effective strategies that can help them prosper.
Overall, the study by GOV (2022) highlights the obstacles and potential advantages for small and medium-sized enterprises in the field of Applied AI, although there are notable gaps that require more investigation. Future research should focus on investigating the unique obstacles faced by SMEs in acquiring prompt responses, examining the effects of differences with larger companies on online marketing tactics, analysing the impact of AI integration on SMEs' online marketing endeavours, and offering actionable suggestions for SMEs to succeed in the AI-dominated marketing environment. This extensive research aims to provide a thorough understanding of how small and medium enterprises (SMEs) in the Applied AI sector can efficiently utilise online marketing methods for customer engagement, generating leads, and enhancing brand recognition.

[bookmark: _Toc1558564669]2.22 Digital Transformation and Small and Medium Enterprises

Small and medium-sized enterprises in the field of applied artificial intelligence have the crucial task of efficiently utilising internet marketing tactics to interact with clients, create leads, and improve brand recognition. The literature highlights the importance of digital transformation in changing the landscape for small and medium-sized enterprises, shifting from just using digital tools to strategically repositioning within the digital economy.
Research Gaps:
The literature emphasises the significance of digital transformation but lacks a specific examination of the features of online marketing strategies in SMEs that contribute to effective digital transformation. Comprehending how small and medium enterprises incorporate digital transformation into their internet marketing tactics is crucial for offering specific advice (Zamani Z., 2022).
Expanding the study:
Future research should analyse the specific aspects of online marketing activities in SMEs that lead to effective digital transformation. This entails comprehending the tactics, tools, and methods small and medium-sized enterprises (SMEs) use to synchronise their online marketing with the overarching objectives of digital transformation.



[bookmark: _Toc484970274]2.23 Challenges encountered by Small and Medium Enterprises (SMEs) 

SMEs face difficulties in getting prompt responses to crucial key performance indicator (KPI) inquiries, even with the implementation of data-driven solutions. Big companies, offering tailored client interactions, could put small and medium-sized enterprises (SMEs) in a difficult position. Small and medium-sized enterprises lack business analytics skills among their leaders and need to change their decision-making methods.
Research Gaps:
The report highlights issues but does not delve into the particular features of online marketing activities that could be affected by the absence of business analytics skills and the necessity for a change in decision-making procedures. It is essential to comprehend how these issues appear in web marketing to create suggestions that cater to the distinct requirements of SMEs (Zamani Z., 2022).
Expanding the Study:
Future research should focus on the unique attributes of internet marketing strategies in small and medium-sized enterprises that are impacted by difficulties in acquiring prompt responses and variations in business analytics proficiency. This requires comprehending the effects of these problems on consumer engagement, generating leads, and enhancing brand recognition via internet marketing.

[bookmark: _Toc509057188]2.24 Adoption of Artificial Intelligence in Small and Medium Enterprises

Literature highlights the importance of AI adoption in enhancing successful marketing strategies for small and medium enterprises (SMEs). AI adoption differs among businesses based on size, with large organisations having the highest adoption rate at 68%, followed by medium-sized enterprises at 34%, and tiny companies at 15%. Recognising client demands and utilising AI are crucial components for achieving success in the AI-powered marketing environment.

Research Gaps:
The research recognises the significance of AI adoption but does not explore the attributes of online marketing strategies in SMEs that are impacted by AI adoption. It is essential to comprehend how small and medium enterprises incorporate artificial intelligence into their online marketing plans and the resulting effect on client perception to offer practical insights (Zamani Z., 2022).
Expanding the study:
Future research should perform a sector-specific analysis to reveal the distinct features of online marketing strategies in SMEs influenced by AI implementation. This entails comprehending the uses of AI, the obstacles in AI implementation for SMEs, and the influence of AI on customer perception and response to online marketing.
Zamani Z.'s (2022) research highlights the obstacles and potential for SMEs in the Applied AI sector, yet there are substantial gaps that require more investigation. Future research should focus on examining the distinct features of online marketing strategies in small and medium enterprises that contribute to effective digital transformation, analysing the effects of challenges on these strategies, and studying the impact of artificial intelligence adoption on online marketing initiatives and customer perception. This extensive research aims to provide a thorough understanding of how small and medium-sized enterprises (SMEs) in the Applied AI sector may strategically enhance their online marketing strategies to positively impact customer perception and response.




[bookmark: _Toc222721779]Chapter 3: Research Methods and Methodologies

[bookmark: _Toc311032603]3.1 Overview
This chapter provides an overview of the research methodology and procedures used in the study to examine the difficulties and advantages experienced by small and medium-sized firms (SMEs) in the Applied AI sector with regards to their online marketing tactics. The research predominantly depends on secondary data, utilising pre-existing literature, reports, and studies to acquire insights into the complex terrain of AI-powered internet marketing for small and medium-sized enterprises (SMEs).


[bookmark: _Toc1196349976]3.2 Research Methodology
[bookmark: _Toc2081979963]3.2.1 Exploratory Research
Exploratory research is used as the fundamental method to comprehend the present condition of small and medium-sized enterprises (SMEs) in the Applied AI industry and their involvement in online marketing. The research endeavours to uncover significant obstacles and potential advantages by examining relevant literature, reports, and studies.

[bookmark: _Toc998700851]3.2.2 Descriptive Research
It refers to a type of research that aims to describe and analyse a phenomenon or situation in a straightforward and precise manner.
Descriptive research is utilised to offer a comprehensive report on the difficulties faced by small and medium-sized enterprises (SMEs) in online marketing within the Applied AI business. By synthesising information from several sources, one can obtain a full and thorough understanding of the current situation.


[bookmark: _Toc373089782]3.2.3 Comparative Analysis

The study employs a comparative analytic approach to evaluate the disparities in difficulties encountered by small and medium-sized enterprises (SMEs) operating in the Applied AI industry. Utilising this comparison method facilitates comprehension of the distinct challenges faced by small and medium-sized firms.

[bookmark: _Toc135657445]3.3   Data Collection

[bookmark: _Toc1807788601]3.3.1 Secondary Data 
It refers to information that has been collected by someone else for a different purpose but can be used for the research.
The study exclusively utilises secondary data obtained from reliable sources, including academic journals, government reports, industry publications, and research projects. This strategy guarantees the utilisation of reliable and verified information.

[bookmark: _Toc899187419]3.3.2   Literature Review
A thorough literature analysis is performed to identify any current gaps in knowledge and establish a basis for comprehending the difficulties and potential in AI-driven internet marketing for small and medium-sized enterprises (SMEs). The literature review facilitates the development of research inquiries and conjectures.




[bookmark: _Toc1574477386]3.4 Data Analysis

[bookmark: _Toc746472543]3.4.1 Thematic Analysis
It refers to the process of identifying and analysing patterns or themes within qualitative data.
Thematic analysis is utilised to uncover repeating themes, patterns, and trends within the secondary data. This approach facilitates the classification and integration of data pertaining to the difficulties and prospects encountered by small and medium-sized enterprises in the field of Applied Artificial Intelligence.

[bookmark: _Toc791637365]3.4.2   Content Analysis
It refers to the process of examining and evaluating the content of a certain piece of information or data.
Content analysis is employed to analyse and understand the substance of scholarly papers, reports, and studies. The objective is to derive significant insights into the challenges and potential benefits for small and medium-sized enterprises (SMEs) in AI-powered online marketing.

[bookmark: _Toc1326765441]3.5   Ethical Considerations
Since the study is based entirely on secondary data, ethical considerations mainly revolve around ensuring accurate citation and recognition of all examined sources. The research upholds honesty and integrity in its presentation of findings by appropriately acknowledging the original authors and researchers.



[bookmark: _Toc571437472]3.6   Study Limitations

[bookmark: _Toc524207103]3.6.1   Availability of Data
The investigation is limited by the accessibility of pertinent and current secondary data. Occasionally, there may be a scarcity of recent data pertaining to features of small and medium-sized enterprises (SMEs) in the Applied AI sector.


[bookmark: _Toc1026580002]3.6.2   Generalizability 

It refers to the extent to which the findings of a study can be applied to a larger population or other similar situations.
Although attempts are made to collect information from various sources, the applicability of the results may be affected by differences in study methods, sample sizes, and geographical settings across different studies.

[bookmark: _Toc236130352]3.7   Summary
This chapter offers a thorough examination of the research methods and procedures used in the study. The utilisation of secondary data, along with topic analysis and content analysis, enables a comprehensive investigation of the difficulties and possibilities encountered by small and medium-sized enterprises (SMEs) in the Applied AI industry with regards to their online marketing strategies. In the upcoming chapter, the conclusions obtained from a thorough review of current literature and secondary data will be presented.



[bookmark: _Toc796160236]Chapter 4: Data Analysis and Discussions
	
This chapter presents a detailed analysis of the data collected from extensive research, with a focus on understanding the complex marketing strategies used by small and medium-sized enterprises (SMEs) in the applied artificial intelligence (AI) sector. This chapter aims to provide a comprehensive understanding of the challenges and opportunities faced by SMEs in effectively using online marketing in the field of applied AI. It does so by thoroughly examining different aspects of these strategies, such as their methodologies, impacts, strengths, weaknesses, and potential areas for improvement.
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[bookmark: _Toc643798715]4.1    Thematic Analysis of Marketing Strategies

The investigation begins by doing a comprehensive examination of the various marketing strategies employed by leading companies in the applied artificial intelligence (AI) industry. A thorough comprehension of the strategies and tactics employed by these companies is obtained by examining case studies, industry reports, and expert perspectives. Phrasee use generative AI to create on-brand content, while Eigen Technologies automates underwriting processes. Both companies' unique methods are carefully analysed to uncover underlying patterns and insights. This analysis allows for a deeper understanding of how AI is being utilized in marketing and financial industries, shedding light on potential opportunities for innovation and improvement. By studying these successful companies, valuable lessons can be learned to enhance marketing strategies and streamline processes within the AI industry.

[bookmark: _Toc1207252838]4.1.1  Phrasee: Leveraging AI for Content Optimization

Phrasee's marketing strategy centres on utilising generative AI to create customised content for enterprise marketers. Phrasee's objective is to improve engagement, increase return on investment (ROI), and promote customer pleasure by prioritising brand consistency and utilising data-driven insights. The effectiveness of their strategy in achieving marketing outcomes is thoroughly assessed by analysing their strategies and case studies (Bhonagiri V., 2023). This evaluation provides insights into the potential consequences for small and medium-sized enterprises (SMEs) working in similar industries. By understanding how Phrasee's AI technology can be tailored to meet the unique needs of different businesses, SMEs can gain valuable knowledge on how to enhance their marketing efforts and drive better results. This analysis also sheds light on the importance of leveraging innovative tools and technologies to stay competitive in today's rapidly evolving digital landscape.

Analysis Table 1: Phrasee's AI-driven Marketing Strategy

[bookmark: _Toc1821443598]4.1.2   Eigen Technologies: Streamlining Underwriting Processes
Eigen Technologies is a company that specialises in using advanced technology to process documents in an intelligent way. Their main goal is to make underwriting procedures more efficient and ensure that all regulatory requirements are met. Eigen's objective is to reduce risk, simplify processes, and accelerate digital transformation for partner companies by extracting relevant information from documents such as contracts and laws (Smana, 2018). By carefully examining their marketing strategies and relationships, thoroughly it analyse the effectiveness of their approach in attaining desired results. This provides significant insights for small and medium-sized enterprises (SMEs) facing similar challenges. Eigen's advanced technology allows for quick and accurate data extraction, ultimately streamlining operations and reducing the potential for errors. This can result in cost savings and improved overall performance for partner companies in the long run. 

Table 2: Streamlining Underwriting with Eigen Technologies

[bookmark: _Toc1701311263]4.1.3   Cytora: Integrating Qualitative Understanding with Quantitative Scale

Cytora's marketing approach centres on combining qualitative comprehension with quantitative magnitude. Cytora aims to utilise a mobile application with a chat-style interface to gather genuine consumer experiences and insights. By employing AI-driven analysis, Cytora seeks to offer significant insights into the decision-making processes of consumers. Cytora's objective is to facilitate easy access to crucial information, with the goal of achieving strategic business results and enabling well-informed decision-making. This is accomplished through in-depth analysis (Shenoy K., 2018). Through this approach, Cytora can help businesses better understand their target audience and tailor their marketing strategies accordingly. By leveraging technology and data analytics, Cytora aims to provide actionable recommendations that drive business growth and success.



Matrix 3: Cytora’s Consumer Insight Enhancement

[bookmark: _Toc47502075]4.1.4 Darktrace: Establishing Brand Credibility and Competitiveness

Darktrace utilises strong sales and marketing strategies, supported by prominent sponsorships, to enhance brand reputation and compete with rivals in the cybersecurity industry. Darktrace has experienced significant growth and increase in value after its initial public offering (IPO), which demonstrates the effectiveness of its marketing techniques despite initial doubts about its technology. Through a thorough analysis of its strategy and market position, this study examines the elements that have contributed to its success, providing useful insights for small and medium-sized enterprises (SMEs) looking to improve their competitive position (Daniels T., 2020). Darktrace's success can be attributed to its innovative approach to cybersecurity and its ability to adapt to the rapidly changing landscape of cyber threats. By leveraging cutting-edge technology and strategic partnerships, Darktrace has been able to stay ahead of the competition and solidify its position as a leader in the industry. This study highlights the importance of continuous innovation and strategic planning for SMEs looking to achieve similar success in their respective markets. 



Matrix 4: Darktrace’s Cybersecurity Brand Success Matrix

[bookmark: _Toc190205801]4.1.5  Streetbees: Gathering Authentic Consumer Insights

Streetbees operates in the field of data analytics, aiming to extract genuine consumer experiences and insights from its community of engaged consumers. Streetbees utilises machine learning to find patterns and analyse consumer behaviour, enabling effective decision-making and the identification of development prospects. By thoroughly examining its platform and analysing case studies, the effectiveness of its methodology in comprehending consumer behaviour and identifying trends is carefully evaluated, offering useful insights for small and medium-sized enterprises (SMEs) looking to enhance their market intelligence skills (Marcelo, 2019). Through the use of real-time data collection and analysis, Streetbees is able to provide up-to-date and relevant information for businesses to make informed decisions. This innovative approach allows SMEs to stay ahead of market trends and adapt their strategies, accordingly, ultimately leading to increased success in a competitive marketplace.



Matrix 5: Consumer Insight Analytics- Streetbees 

[bookmark: _Toc1554035809]4.1.6   Quantexa: Empowering Clients with Data Analytics

Quantexa is a company that focuses on data analytics. They help their clients discover hidden patterns and connections to fight financial crime and promote economic expansion. The effectiveness of the company's strategy in tackling intricate business difficulties and achieving strategic results is thoroughly analysed by closely examining its marketing strategies and efforts to expand internationally. By thoroughly examining the complexities of its operations and market positioning, valuable insights can be obtained to guide strategic decision-making for small and medium-sized enterprises (SMEs) operating in similar environments (Conchie C., 2023). Furthermore, this analysis can also provide valuable benchmarks for SMEs looking to improve their own marketing strategies and expand globally. By learning from the successes and challenges of larger companies, smaller businesses can adapt and thrive in competitive markets.


Matrix 6: Strategic Data Analytics –Quantexa

[bookmark: _Toc2078963205]4.2   Evaluation of Marketing Impact
After conducting a thematic analysis of marketing strategies, the attention now turns to evaluating how these strategies affect the marketing effectiveness of small and medium-sized enterprises (SMEs) in the applied artificial intelligence (AI) sector. The effectiveness of each approach in achieving desired outcomes is carefully examined by evaluating key performance indicators (KPIs) such as brand visibility, lead generation, and customer engagement. This thorough evaluation provides valuable insights for small and medium-sized enterprises (SMEs) looking to optimise their marketing efforts (Akolo W., 2023). By understanding which strategies yield the best results, SMEs can make informed decisions on where to allocate their resources for maximum impact. This data-driven approach allows businesses to adapt and refine their marketing strategies for continued success in the competitive AI sector.

[bookmark: _Toc1507750258]4.2.1 Impact on Brand Visibility

Brand visibility is a crucial measure for evaluating the effectiveness of marketing efforts. The influence of each company's marketing initiatives on brand visibility inside their respective target markets is thoroughly examined by analysing factors such as online traffic, social media engagement, and other relevant indicators. By doing a comparison analysis, we may identify noticeable trends and patterns in how brands are seen, which helps us understand the potential variables that contribute to differences among various organisations (Boyani G., 2024). This analysis allows companies to make informed decisions on where to allocate resources for maximum impact and return on investment. By understanding the factors that influence brand visibility, businesses can tailor their marketing strategies to better reach and engage with their target audience. 

Matrix 7: Brand visibility- aspects 



[bookmark: _Toc1823438208]4.2.2 Impact on Lead Generation

Efficient lead creation is a fundamental aspect of prosperous marketing efforts. The effectiveness of each company's marketing tactics in producing quality leads is thoroughly examined by analysing lead conversion rates, customer acquisition costs, and other relevant indicators. By doing a comparative evaluation, we may gain significant insights into the efficacy of various methods in driving lead generation efforts. This provides useful benchmarks for small and medium-sized enterprises (SMEs) looking to strengthen their sales pipelines (Lambert J., 2024). Furthermore, understanding the key drivers behind successful lead generation can help businesses allocate resources effectively and focus on strategies that yield the best results. This data-driven approach allows companies to make informed decisions and optimize their marketing campaigns for maximum impact. 


[bookmark: _Toc360295625]4.2.3   Impact on Customer Engagement

Customer engagement is a measure of how effectively a company's marketing efforts are resonating with its target audience. It indicates the level of active interaction between the audience and the company's brand and products. The impact of each company's marketing efforts on creating meaningful customer engagement is methodically examined by analysing data such as social media interactions, email open rates, and customer satisfaction scores. By doing a comparison study, we may uncover trends and patterns in customer engagement. This analysis provides valuable insights into the effectiveness of various strategies in developing long-term connections with customers (Jain N., 2023). Understanding customer engagement is crucial for companies to tailor their marketing strategies effectively to resonate with their target audience. By analyzing data on social media interactions, email open rates, and customer satisfaction scores, companies can gain valuable insights into how to create meaningful connections with customers and drive long-term loyalty. 

[bookmark: _Toc1173225756]4.3 Comparative Analysis of Marketing Strategies

This section provides a comparative examination of the strengths, weaknesses, opportunities, and threats (SWOT) that are inherent in the marketing strategies of each organisation. By comparing and analysing different methods and carefully considering their strengths and weaknesses, we can get important knowledge about how marketing works in the applied AI industry. This knowledge may provide essential advice for small and medium-sized enterprises (SMEs) looking to improve their marketing efforts (Team Blitzllama, 2024). Additionally, understanding the opportunities and threats present in the marketing strategies of various organisations can help SMEs identify potential areas for growth and potential risks to mitigate. By learning from the successes and challenges of others in the industry, SMEs can make more informed decisions when developing their own marketing plans.


[bookmark: _Toc414550783]4.3.1 Strengths of Marketing Strategies

Each company's marketing strategy boasts its unique strengths, contributing to its competitive advantage and market positioning. By elucidating these strengths and conducting a comparative assessment, insights into the factors driving success and differentiation within the industry are garnered. Through a nuanced exploration of the inherent strengths of each approach, valuable lessons and best practices for SMEs are gleaned, guiding strategic decision-making processes (Spacey J., 2023). This analysis allows SMEs to identify opportunities for growth and innovation by learning from established companies' successful strategies. By adapting and implementing these best practices, smaller businesses can enhance their own competitive edge and market positioning in their respective industries. 

[bookmark: _Toc1161850633]4.3.2   Weaknesses of Marketing Strategies

Although marketing strategies have their merits, they are not immune to limitations. Through the process of identifying and analysing these vulnerabilities, firms can uncover potential problems and restrictions that may hinder the efficient execution of their marketing strategy. By carefully analysing the limitations of each strategy, we can gain valuable insights into areas that may be improved and develop strategies to reduce risks. This analysis provides practical advice for small and medium-sized enterprises (SMEs) looking to enhance their marketing performance (Hill B., 2021). This can ultimately lead to a more effective and targeted approach in reaching their target audience and achieving their business goals. By understanding the limitations of their marketing strategies, SMEs can make informed decisions on where to allocate resources and focus their efforts for maximum impact.

[bookmark: _Toc1613734426]4.3.3 Opportunities for Improvement

Each company's marketing plan has chances for improvement, in addition to its strengths and flaws. Through the process of identifying and analysing these opportunities, it may reveal new areas for innovation and difference. This provides vital insights that can drive sustainable growth and give us a competitive advantage. By adopting a proactive strategy, small and medium-sized enterprises (SMEs) can optimise their marketing strategies and access new chances for growth and market penetration (Co Schedule, 2020). By continuously evaluating and adjusting their marketing efforts, SMEs can stay ahead of the competition and adapt to changing market trends. This proactive approach can help them seize new opportunities and maximize their potential for success in the long term.

[bookmark: _Toc1728531967]4.3.4 Threats to Marketing Effectiveness

Ultimately, the investigation explores the potential risks that could hinder the efficiency of marketing strategies in the field of applied artificial intelligence. By recognising and evaluating these dangers, potential hazards, and problems, firms can have a clear understanding of the obstacles they may encounter in reaching their marketing objectives. This text explores ways for reducing threats and guaranteeing long-term success in the competitive landscape by conducting a thorough review of external factors that impact marketing performance. It offers essential information for small and medium-sized enterprises (SMEs) navigating difficult market conditions (Walton A., 2023). The analysis also emphasizes the importance of adapting marketing strategies to changing consumer behaviour and technological advancements. By staying agile and responsive, SMEs can position themselves for sustained growth and profitability in the dynamic business environment. 

[bookmark: _Toc1555612588]4.4   Discussion and Insights

This part presents a synthesis of the findings from the data analysis and conversations, aiming to provide essential insights and practical advice for small and medium-sized enterprises (SMEs) engaged in the field of applied artificial intelligence (AI). The chapter provides practical guidance for optimising marketing effectiveness and driving sustainable growth by reflecting on the challenges, opportunities, and best practices. This equips SMEs with the necessary tools and insights to thrive in a dynamic and competitive business environment. By leveraging the recommendations outlined in this chapter, SMEs can enhance their AI strategies and stay ahead of the curve in their respective industries. Implementing these insights can lead to improved decision-making processes and ultimately drive success in the rapidly evolving landscape of AI technology. 


[bookmark: _Toc36955433]4.4.1 Key Insights

Based on the performed investigation, it has identified numerous important findings regarding the marketing techniques used by major participants in the applied AI industry. This text highlights the value of using AI technology to optimise content and emphasises the importance of brand credibility and consumer engagement in marketing. It identifies identifiable trends and patterns in marketing techniques, providing helpful information for SMEs looking to improve their marketing efforts. Additionally, the research underscores the significance of leveraging data analytics and personalisation strategies to target specific consumer segments effectively. By implementing these insights, businesses can enhance their marketing strategies and stay competitive in the evolving AI industry. 



[bookmark: _Toc798749453]4.4.2   Actionable Recommendations

The supplied recommendations offer practical guidance for small and medium-sized enterprises (SMEs) seeking to improve their marketing success in the field of applied artificial intelligence (AI), based on the acquired insights. The text provides practical assistance for accomplishing marketing targets and fostering sustainable growth by investing in AI-driven content optimisation tools, prioritising brand credibility, and focusing on customer interaction. By utilising these suggestions, small and medium-sized enterprises (SMEs) can improve their marketing tactics and take advantage of growing opportunities in the fast-changing field of applied artificial intelligence (AI). Implementing AI-driven content optimization tools can help SMEs stay ahead of the competition by delivering personalized and relevant content to their target audience. Additionally, focusing on customer interaction through AI technologies can enhance customer satisfaction and loyalty, ultimately leading to increased sales and business growth. 

[bookmark: _Toc191554367]4.4.3 Future Research Directions

Lastly, this paper outlines prospective areas for further research in the realm of marketing within the applied artificial intelligence industry. Through the identification of deficiencies and constraints in current literature and research procedures, possibilities for additional investigation and advancement are emphasised. The objective is to enhance our comprehension of marketing success in the applied AI environment by working together and doing multidisciplinary research. This will facilitate the emergence of novel ideas and discoveries in this rapidly growing subject. By collaborating with experts in various fields such as computer science, psychology, and data analytics, a more holistic approach can be taken towards understanding the intersection of marketing and AI. This will ultimately lead to more comprehensive insights and innovative solutions for companies looking to leverage AI technology in their marketing strategies. 
This chapter offers a thorough examination of marketing techniques used by major players in the applied AI industry. It gives useful insights and practical recommendations for small and medium-sized enterprises (SMEs) looking to negotiate the complexities of internet marketing in a fast-changing business environment. This study provides actionable recommendations for enhancing marketing efficiency and achieving long-term growth by combining data analysis and talks. It aims to assist small and medium-sized enterprises (SMEs) to succeed in the face of uncertainty and adapt to changes. The chapter also delves into case studies that illustrate successful marketing strategies employed by leading companies in the applied AI industry. By analysing these real-world examples, SMEs can gain valuable insights on how to effectively market their products and services in a competitive landscape.













[bookmark: _Toc1709264470]Chapter 5: Conclusion, Limitation and Recommendations	

[bookmark: _Toc1768886332]5.1 Summary
To summarise, the examination of marketing techniques utilised by small and medium-sized enterprises (SMEs) in the field of applied artificial intelligence (AI) uncovers several significant discoveries:
The significance of AI technologies lies in their ability to provide SMEs with chances to improve marketing effectiveness, streamline procedures, and obtain important customer insights. This is achieved through the utilisation of technologies such as generative AI and intelligent document processing.
Striking a balance between maintaining brand continuity and fostering innovation is essential for small and medium-sized enterprises (SMEs) to create credibility, gain market share, and distinguish themselves from competition.
Approaches that prioritise the needs and preferences of consumers: For small and medium-sized enterprises (SMEs) to make strategic decisions and establish lasting relationships with customers, it is crucial to give priority to consumer insights, personalisation, and engagement.
Implementation Challenges: Although AI-driven solutions provide significant benefits, their implementation presents difficulties for small and medium-sized enterprises (SMEs) due to the high initial investment, technological complexity, and data protection concerns.


[bookmark: _Toc813626090]5.2 Constraints

Although the research offers interesting insights, it is important to realise numerous limitations:
The study's limited sample size may restrict the capacity to apply the findings to the wider population of small and medium-sized enterprises (SMEs) in the applied artificial intelligence (AI) sector. Conducting further research with larger and more diverse samples has the potential to improve the accuracy and applicability of the findings.
Data Availability: The study and comprehension of marketing techniques used by SMEs may have been limited due to restricted access to private data and sensitive information from industry players.
Research schedule limitations may have impacted the extent and scope of data gathering and analysis, potentially leading to the omission of specific intricacies and complexities in marketing tactics.

[bookmark: _Toc700979357]5.3   Suggestions

Considering the derived conclusions and acknowledged limits, the subsequent suggestions are put up for small and medium enterprises (SMEs) functioning in the field of applied artificial intelligence (AI):
Allocate resources towards developing AI capabilities: It is advisable to give priority to investing in AI technology and expertise in order to improve marketing efficiency, streamline operations, and obtain a competitive advantage in the market.
Promote Innovation: Cultivate a work environment that encourages and supports the development and testing of new ideas and approaches to effectively respond to changing consumer demands, technological progress, and market dynamics.
Establish strategic alliances: Engage in partnerships with industrial partners, academic institutions, and technology providers to gain access to the necessary resources, skills, and networks required for the successful deployment of artificial intelligence.
Give priority to consumer insights: Give significant importance to comprehending consumer demands, tastes, and behaviours in order to propel customised marketing strategies and cultivate enduring customer relationships.
Tackle the difficulties in executing the plan: Effectively tackle obstacles associated with the adoption of AI, such as intricate technical aspects, apprehensions over data protection, and problems with scalability, by employing strategic planning, allocating resources wisely, and implementing tactics to minimise risks.

[bookmark: _Toc701535568]5.4 Prospects for Future Research

Up order to expand on the discoveries of this study and fill up any current deficiencies in the literature, future research endeavours could investigate the following domains:
Perform longitudinal studies to monitor the progression of marketing strategies and their influence on the performance of small and medium-sized enterprises (SMEs) over an extended period. This will offer valuable insights into long-term patterns and results.
Conduct cross-sectoral comparisons to analyse and contrast marketing strategies and practices in various sectors of the applied AI industry. This analysis aims to uncover obstacles, opportunities, and best practices that are specific to each sector.
Conduct qualitative research using approaches such as in-depth interviews and case studies to acquire a better understanding of the motivations, decision-making processes, and experiences of small and medium-sized enterprises (SMEs) while implementing AI-driven marketing strategies.
Examine the consequences of developing technologies, such as blockchain, augmented reality, and virtual reality, on marketing tactics and customer involvement in the applied AI industry.

[bookmark: _Toc1110064742]5.5 Summary

Ultimately, this research offers significant knowledge on the workings of online marketing in the applied AI industry. It emphasises the relevance of AI technologies, the need to strike a balance between maintaining brand consistency and fostering innovation, and the obstacles and possibilities that small and medium-sized enterprises encounter. This study intends to enlighten and guide small and medium-sized enterprises (SMEs) in navigating the difficulties of online marketing in the AI-driven world. It does so by identifying limitations, providing actionable recommendations, and proposing future research paths. The goal is to stimulate growth and competitiveness for SMEs in the digital age.
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[bookmark: _Toc1187487493]Terms of Glossary 
· Applied Artificial Intelligence (AI) refers to the utilisation of AI technologies and algorithms to address specific real-world issues and improve processes across different industries.
· Small and Medium-sized Enterprises (SMEs) refer to businesses with a smaller number of employees and lower yearly income in comparison to larger corporations. SMEs, or small and medium-sized enterprises, are classified differently in each country, but generally encompass organisations with a workforce of less than 250 employees.
· Online marketing refers to the use of digital platforms, including websites, social media, email, and search engines, for the purpose of promoting products or services and interacting with customers.
· Digital Transformation refers to the incorporation of digital technologies throughout all facets of a business, resulting in a fundamental shift in how firms function and provide value to their consumers.
· Thematic Analysis is a qualitative research method that is employed to find, analyse, and report patterns or themes within qualitative data.
· Key Performance Indicators (KPIs) are measurable measures that are used to assess the effectiveness of an organisation or specific operations in accomplishing strategic objectives.
· Brand Consistency refers to the practice of maintaining a consistent and cohesive messaging, images, and overall appearance of a brand across all marketing platforms and touchpoints.
· Customer Insights: A comprehensive comprehension of customer behaviour, interests, and demands acquired via the study of data and research.
· Artificial intellectual (AI) Technologies refer to technologies that replicate human intellectual processes, including learning, reasoning, and problem-solving, in order to automate tasks and generate predictions.
· Material Marketing is a marketing strategy that involves developing and sharing valuable, relevant, and consistent material with the goal of attracting and retaining a specific audience and encouraging profitable consumer behaviour.
· Search Engine Optimisation (SEO) refers to the systematic process of enhancing a website's visibility and ranking in organic search engine results.
· Machine Learning is a branch of Artificial Intelligence (AI) that allows computers to learn and enhance their performance via experience, without the need for explicit programming.
· Generative AI refers to artificial intelligence technologies that have the ability to create fresh content, like text, photos, or videos, by analysing patterns and instances found in pre-existing data.
· Risk mitigation refers to the systematic approach of discovering, evaluating, and mitigating possible risks in order to minimise their negative effects on corporate operations and objectives.

· Regulatory compliance refers to the act of following and conforming to the laws, regulations, guidelines, and specifications that are applicable to a given industry or commercial operation.
· Sentiment analysis is the procedure of examining text in order to ascertain the sentiment conveyed, which can be categorised as positive, negative, or neutral. This method is frequently employed to assess public opinion or customer feedback.
· Pattern recognition refers to the capacity of artificial intelligence (AI) systems to detect and comprehend patterns and regularities within data, hence empowering them to generate predictions and make informed judgements.
· Consumer Engagement refers to the active participation and connection of consumers with a brand or organisation across different communication channels, including social media, email, and customer service encounters.
· Brand credibility refers to how consumers perceive a brand's trustworthiness, reliability, and reputation. This view is typically influenced by aspects such as consistency, quality, and customer experiences.
· Market competitiveness refers to a business's capacity to compete successfully with other companies in the market. This is typically influenced by factors such as the uniqueness of the product, pricing tactics, and the effectiveness of marketing efforts.
· Data Analytics refers to the systematic examination and interpretation of unprocessed data in order to derive valuable insights and facilitate informed decision-making. This process typically encompasses various methodologies like data mining, statistical analysis, and predictive modelling.



























Focus: AI content for engagement and ROI


SME Impact: Insights for similar businesses


Adaptability: Tailoring AI for diverse needs


Tactics: Branding, data-driven insights


Evaluation: Strategy and case analysis



Technology 





Objective 





SME Impact 


Insights for SMEs facing similar challenges


Marketing 


Strategies and partnerships analysis


Advanced document processing for underwriting


Efficient underwriting, compliance, risk reduction



Cytora’s Consumer Insight Enhancement


Approach-Qualitative/ quantitative blend for understanding


Technology-Mobile app with chat-style interface for data gathering


AI Analysis- Providing insights into consumer decision-making


Objective- Facilitating easy access to crucial information


Business ImpactTailored marketing strategies, informed decisions



Darktrace’s Cybersecurity Brand Success Matrix


Sales & Marketing- Strong strategies and prominent sponsorships


Growth & Value- Significant increase post-IPO, demonstrating efficacy


Technology- Innovative cybersecurity approach


Adaptability- Ability to adjust to evolving cyber threats


Insights for SME's- Lessons for SMEs on competitive positioning


Data Collection 


SME Insights


Adaptability


Machine Learning 


Decision-making



Data Analytics-Identifying hidden patterns and connections


Focus-Combating financial crime and promoting economic growth


Marketing Strategies- Efforts to expand internationally


SME Insights- Guidance for similar SMEs in strategic decision-making


Global Expansion-Lessons for SMEs seeking to expand globally


Evaluation Metrics


Comparative Analysis


Resource Allocation
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