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Abstract 

This study investigates the impact of the implementation of AI in the marketing industry, paying particular attention to the thoughts and feelings of the consumer. The findings from this research will be used to provide recommendations as to how organisations can effectively integrate AI into their marketing campaigns.  A review of the academic and professional literature was conducted, which first, identified the link between big data and AI. The secondary data identified consumers' desires for personalisation in marketing. The secondary data findings also highlighted the benefits as well as key concerns and issues regarding the implementation of AI within marketing, which was substantiated by the primary research. 

To collect the primary research ten semi-structured interviews were conducted. Candidates were selected based on the characteristics of the average consumer. The research type was inductive, and the findings were transcribed and analysed using thematic analysis. From the findings, six key themes were identified, which were, consumer knowledge, convenience and benefits, quality over quantity, acceptance, the need for human knowledge and the concerns. Consumers were aware of AI, and a general understanding of its uses in marketing. Consumers were open to AI’s use in marketing and did not necessarily think AI was a differentiator when determining what company to purchase from. The consumer's main focus was the product or service provided, as well as the overall shopping experience. If AI could aid this in any way consumers were open to its use in marketing. Despite this, consumers acknowledged some potential concerns with AI’s implementation in marketing, primarily regarding data privacy and reduced human interaction. 

Based on the findings three recommendations were provided to aid organisations looking to implement AI in their marketing campaigns. These recommendations included educating the consumer on AI, including its uses and how their personnel data is stored and utilised in a more simplistic manner. It is also recommended that human interaction is eased out of marketing campaigns, ensuring the technology is adequate enough before removing human interaction entirely. The final recommendation was to provide less irrelevant adverts. 
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[bookmark: _Toc131018404]Introduction 

[bookmark: _Toc131018405]Opening section

As we enter the fourth industrial revolution, emerging technologies must be considered. These technologies will change how we live and how businesses operate. One of the revolutionary technologies at the heart of the industrial revolution is Artificial Intelligence (AI). This technology will undoubtedly change how organisations market their products or services, as well as the consumer's shopping experience. When it comes to stakeholders within a business, consumers are one of if, not the most crucial stakeholders to consider. One of the integral practices organisations use to interact with their consumer base is marketing. This study will investigate how marketing will evolve in the future, focusing on the implementation of AI and its effects on the consumer. This chapter will introduce the study, firstly, by discussing the background and context, secondly, by outlining the research problem, followed by the research aims, objectives, questions, significance, and finally, the limitations. 

[bookmark: _Toc131018406]Background 
To understand the effects AI will have on marketing, it is imperative to understand what AI is. According to Smith (2006), the term artificial intelligence originated from John McCarthy in 1956; however, AI was first conceptualised a few years prior in 1950 by English mathematician Alan Turing, who first posed the question ‘can machines think’ in his 1950 paper “Computing, Machinery and Intelligence”. McCarthy (2007) provided the following definition of AI (p.2): 
“It is the science and engineering of making intelligent machines, especially intelligent computer programs. It is related to the similar task of using computers to understand human intelligence, but AI does not have to confine itself to biologically observable methods.” 
According to Haugeland (1985), AI is “The exciting new effort to make computers think . . . machines with minds, in the full and literal sense” (p.2). This definition focuses on AI thinking humanely rather than rationally. One of the aims of AI is to “solve problems and achieve goals in the world as well as humans” (McCarthy, 2007, p.5). Based on these interpretations, it is clear that AI was introduced to replicate decisions usually made by humans, suggesting we are heading towards a more robotic future with less human input in making decisions. 
AI has the potential to create content and place it in front of the right audience by analysing large amounts of data, allowing organisations to have a deep insight into their customer's buying behaviour and interests (Hall, 2019). An example of AI being implemented in marketing includes accurate and personalised recommendations, which help to create unique marketing campaigns based on consumer behaviour (Ramnarayan, 2021). Another use of AI is chatbots, which are used to help solve customer queries quickly and around the clock (Ramnarayan, 2021). Another potential use of AI is its use in enhancing digital marketing campaigns. AI can be used in digital billboards, ensuring that the right message is displayed to the right people at the right time, known as programmatic advertising (Cheng, 2022). AI can also help reduce the likelihood of human error; however, AI must replace human feelings such as empathy and compassion, which are skills still required to ensure marketing campaigns continue to have the personnel touch (Cheng, 2022). 

AI can have many different use cases; however, according to an analysis conducted by Chui (2018), of the 400 different advanced potential use cases, marketing was the sector in which AI was deemed to have the most significant effect. As marketing is now predominantly digitally based and will likely be solely digitally based, AI will likely have a considerable role in the marketing industry's future. AI can be used to improve consumer experience and help yield greater returns on investments for the organisation, meaning it can benefit both parties (Chui, 2018).  

[bookmark: _Toc131018407]Rationale

AI will be at the forefront of technological advancements, and will undoubtedly play a major role in humanity's future. AI will be beneficial to lots of people; however, many people have concerns regarding its implementation into everyday life (Anderson & Rainie, 2018). AI’s implementation in marketing will have an enormous effect on the consumer, and being the key stakeholders, their thoughts and feelings should be a priority for organisations. There are numerous studies where people have given their thoughts and feelings regarding AI; for example, a study conducted by Myers (2022) to gain the views of people around the world on their thoughts and feelings towards AI found that 60% of adults believe that AI will drastically change their lives in the next 3-5 years, with the same number believing that it will make their lives easier. 50% of respondents also stated they trust companies that use AI as much as those that don’t, and the same percentage know what products or services use AI (Myers, 2022). 

There is very little when it comes to the consumer's view of AI regarding marketing specifically; however, information is abundant regarding the potential effects of AI and its use cases. In a study conducted by the World Economic Forum, CEOs across the globe were surveyed regarding their views on AI. On average 42.75% of CEOs agreed and 20% strongly agreed that AI would have a more significant impact than the internet (Rao et al., 2019). 85% of CEOs also believed that AI would significantly change how they do business in the next five years (Rao et al., 2019). In a study conducted by McKinsey analytics, the most common use cases of AI in marketing and sales were customer-service analytics and customer segmentation (Balakrishnan et al., 2020). 

With the widespread implementation of AI, it is essential to get a clearer understanding of what the consumer feels about the implementation of AI. Consumers will ultimately determine whether the implementation of AI will be a success, based on their response and acceptance of this technology. The existing research lacks information on the consumer's viewpoint on AI in marketing. What are their thoughts and feelings towards a more computerised approach to marketing? According to Hall (2019), answering your customer's questions is imperative, as this will allow organisations to stay ahead of their competitors and display transparency, which will build trust and help improve customer retention. It is crucial to retain customers as its much more cost-effective than attracting new ones (Hall, 2019). A 5% increase in customer retention could increase a company's profitability by 75% (Hall, 2019). 

[bookmark: _Toc131018408]The research aims, objectives and questions.

Aim - To determine how artificial intelligence will revolutionise marketing in the future 

Research objectives
· To critically review the relevant literature on the effect of the implementation of AI on the consumer’s shopping experience 
· To critically review the relevant literature on the effect of AI in marketing on organisations 
· To conduct semi-structured interviews with consumers to determine their knowledge of AI within marketing and how this could affect their shopping habits and experience in the future. 
· To make recommendations as to how organisations can effectively integrate AI into their current marketing strategies 

Research Questions

1. What is the consumers knowledge of AI in marketing? 
2. Do consumers feel the implementation of AI in marketing will improve their shopping experience?
3. Do consumers feel willing to embrace the implementation of AI in Marketing?
4. What concerns do consumers have regarding a more automated marketing approach?
[bookmark: _Toc131018409]Significance 

This study will help complement the existing knowledge that is available surrounding the implications of AI within marketing. Alongside reviewing the relevant literature from the marketer's perspective, primary data collected based on the consumer's point of view will help to fill in the void in the current literature. For example, in a report published by Business Insider, they investigate how AI will change marketing, with the page title being “A new customer experience”, this report focuses on the effect of AI from an organisational perspective rather than a consumer perspective (Business Insider, 2018). This is also the case in an article by Bernard Marr for Forbes. This article covers AI in marketing in general, lacking any information from the consumer's viewpoint (Marr, 2022). Gaining insight from the consumer's perspective will provide insight into the true effects of AI in reality, which organisations could consider when implementing AI within their current marketing strategies. 

[bookmark: _Toc131018410]The limitations 

The first potential limitation identified is that the scope of the research may be too broad. Although the data will provide a general overview of the opinion of the consumer, it will not focus on specific markets; this could be a potential downside as different markets may have differing views on the implementation of AI in marketing. Another potential limitation is regarding the use of qualitative methodology, meaning the analysis will be based on interpretation rather than fact, which could potentially lead to observer bias. Another limitation of this study is that resources and time are limited; therefore, only a minimal amount of data can be collected for analysis. Due to the fact that this will be a qualitative form of data collection, fewer data samples will be obtained compared to a quantitative research method, potentially leading to more ambiguity due to the smaller data set. The final limitation identified is that as a relatively inexperienced researcher, the quality of the research may not be as precise and informative compared to other studies, which could also reduce the validity of the results.

[bookmark: _Toc131018411]The structural outline 

In chapter one, the overall context of the study has been introduced, with the aims, objectives and research questions finalised. The research's value and potential limitations of the study have also been identified. In chapter two, a review of the existing literature will be conducted to identify the critical developments within AI and its recent introduction to marketing. Chapter three will provide an introduction to the chosen research methodology, including potential limitations, a presentation of primary data, and an analysis of the primary data in comparison to the secondary data findings. Chapter four will summarise the key findings of the research in relation to the research questions and research aim, followed by the limitations of the study and recommendations for future research and recommendations based on the findings as to how organisations can effectively implement AI into their marketing campaigns. 
[bookmark: _Toc131018412]Literature Review 

[bookmark: _Toc131018413]Introduction 

Stefanski (2022) states that AI is being embraced across all business sectors worldwide, with the number of businesses adopting artificial intelligence increasing rapidly, with an increase of 270% of businesses adopting AI in the past four years. This figure will likely increase further as the technology gets more advanced and embraced by consumers. It is estimated that the global AI market is set to reach $267 billion by 2027 (Stefanski, 2022).  However, AI will not be effective without big data (O’Leary, 2013). 

[bookmark: _Toc131018414]Main findings 

[bookmark: _Toc131018415]Big Data 

AI has unleashed many new marketing opportunities and will undoubtedly change how marketers operate. When looking at the implementation of AI within marketing, one of the undoubted benefactors is the organisations implementing it, and the key behind this is big data (O’Leary, 2013). “Big data is a term for massive data sets having a large, more varied and complex structure with the difficulties of storing, analysing and visualising for further processes or results” (Sagiroglu & Sinanc, 2013, p.1).

Big data consists of three main elements; these are volume (the amount of data), velocity (the speed at which the data is collected) and variety (the different types of data) (Lin, 2022). There is also occasionally a fourth element, which is veracity, which refers to the accuracy and quality of the data (Lin, 2022). According to IBM (2021), data can be either structured or unstructured; structured data is typically quantitative, organised and easily understood by machine learning algorithms. Structured data is stored in data warehouses, a data warehouse is defined by Raheem (2019) as “the highly structured store of the data that requires a significant amount of discovery, planning, data modelling, and development work before the data becomes available for analysis by the business users” (p.59). Structured data is stored in tabular formats, e.g., structured query language (SQL) databases; SQL is the programming language used to manage this data type (IBM, 2021). Some potential use cases of structured data include customer relationship management (CRM), online bookings, and accounting (IBM, 2021).

In contrast, unstructured data is qualitative and left is in its raw format. Some benefits of unstructured data include the increased speed in obtaining the data, and the format it can be stored in, which is a data lake, which massively reduces costs (Raheem, 2019). Raheem (2019) states that a data lake is a “storage repository that holds a vast amount of raw data in its native format, including structured, semi-structured, and unstructured data” (p.59). This data type requires expertise and specialised tools for it to be utilised. Some potential use cases for unstructured data would be data mining, predictive data analytics and chatbots (IBM, 2021). Due to the different use cases that data warehouses and data lakes possess, many organisations will utilise both types of data storage (Raheem, 2019). 

According to Lin (2022), data derives from three common sources: customer data, financial data, and operational data; in the case of marketing, the data obtained would be customer data. In marketing, data is paramount, and today that data is more obtainable than ever, in the form of cookies, social media, surveys, email tracking and data from third parties. Despite all of this data, it is not simply good enough to just have the data, how the data is utilised is genuinely key (Lin, 2022).

[bookmark: _Toc131018416]Big data and AI

Big data and AI are interdependent; one cannot work without the other, the true potential of AI cannot be utilised without big data, and big data cannot be correctly interpreted without AI (Maryville University, 2021). The first step in using big data and AI is agreeing on a data collection method. This will be unique to every organisation and once the data is collected, it can be run through machine learning or deep learning algorithms for analysis and interpretation (Maryville University, 2021). This will lead to a cycle, as the more data inputted into the AI, the smarter it becomes, thus requiring fewer human interventions and potentially becoming automated (Maryville University, 2021). Organisations that combine big data and AI “can automate almost 80% of all physical work, 70% of data processing, and 64% of data collection tasks” (Brown, 2021, para. 1). These figures highlight the enormous potential effect this technology could have in the workplace. A positive for organisations would be its potential to increase organisations return on investment (ROI), and a negative could potentially be a reduction in jobs (Brown, 2021). 

According to IBM (2021), structured and unstructured data allow businesses to analyse digital communications for compliance, track high-volume conversations on social media and gain new marketing intelligence. This data can also be used to improve understanding of customer’s needs, create more targeted marketing campaigns, track metrics, reduce operational costs, and offer better product opportunities and offerings (IBM, 2021). Companies that utilise data optimisation and incorporate AI within their marketing strategies can “see a growth of 3-4 times their ad spend” and increase their ROI (Brown, 2021, para. 37). Ramnarayan (2021) states that “Artificial intelligence has the potential to transform companies by making sense out of an insanely voluminous variety of data being generated with its ability to serve customers more effectively and efficiently, personalizing at scale” (p.75). This statement highlights the potential enormous effects that big data and AI could have in marketing. 

Most AI systems used in marketing today fall under analytical AI rather than human-inspired or humanised AI (Kaplan, 2021). An example of AI-driven personalisation includes chatbots using natural language processing and machine learning to converse with customers (Carlson, 2022). Other examples include directing consumers towards content they want to see and providing personalised ads for these products based on prior purchase history, demographics, and recent browsing (Carlson, 2022). Another example is utilising AI to analyse voices and behaviour to better understand their consumer's emotions (Carlson, 2022). 
The Economist magazine demonstrates an example of the potential uses of analytical AI. After realising the number of readers had declined, they decided to create a marketing campaign using AI to entice new readers. They aimed to attract 650 thousand potential new readers, and in under ten days, they had already achieved half of this; by the end of the campaign, they had attracted an astonishing 3.6 million new readers, and awareness in the United States increased to 64%, which meant a campaign return-on-investment of 10 to 1 (Kaplan, 2021). Not only did the campaign attract more new customers than expected, but it also positively impacted their current UK readers, with an increase of 24% in current readers more likely to suggest the magazine to others (Kaplan, 2021).  
Bughin et al. (2017) state big data is only useful when used alongside AI, as it needs AI to be correctly interpreted and utilised within marketing campaigns. With AI and big data working in unison, marketers have a new way of creating more effective marketing campaigns better suited to their consumers’ wants and needs. Most big data applications originate from sales and marketing, suggesting that AI and big data are at the forefront of the marketing revolution (Bughin et al., 2017).

[bookmark: _Toc131018417]Concerns with big data and AI

Although big data and AI have many positives, there are some concerns about implementing them within marketing strategies. The first concern with AI is discrimination and bias; examples of this include Amazon's facial recognition technology, which showed tendencies of racial and gender bias (Raji &﻿ Buolamwini, 2019). According to Kaplan (2021), another example is Microsoft’s Twitter chatbot named Tay, this bot learned from its discussions and the discussions of others; however, it could be manipulated, leading the bot to be misogynistic, offensive, and racist. Another concern is the likelihood of AI replacing many jobs in the future. AI will offer job opportunities in the technology sector; however, for sectors such as marketing, AI will likely reduce jobs, which could affect local economies (Kaplan & Haenlein, 2020). AI, machine learning, robots and automation could lead to a net loss of jobs by 7% by 2025 (Conick, 2017). Despite the creation of jobs such as content curators and data scientists, the loss of jobs will outweigh the creation of jobs (Conick, 2017). 

Ethical concerns are another issue that must be considered with AI. With access to an abundance of data, ethical concerns must be considered. For example, targeting an alcoholic with adverts about alcohol would be unethical (Kaplan, 2020). Another concern regarding AI is the legalities surrounding the use of data, hence the introduction of the General Data Protection Regulation (GDPR) in the European Union in 2018; this prevents personnel data from being abused (EU, 2018). In contrast, China is less restrictive regarding personnel data, as they hope to be the leaders in AI by 2030 (Kharpal, 2017). Some potential challenges with big data include detecting and deleting irrelevant records, forecasting due to the ever-changing external environment and information security (Stupar et al., 2021). For AI to truly replace human interactions it must be able to display feelings such as empathy and compassion, (Cheng, 2022). Anderson & Rainie (2018) found that there were concerns regarding people losing control over their everyday lives, with people potentially becoming too dependent on AI, causing a reduction in their cognitive, social and survival skills. 

[bookmark: _Toc131018418]Consumer knowledge of AI

Artificial intelligence is a relatively new phenomenon, and there is very little literature available regarding the consumer's knowledge of AI’s use in marketing. There have been several studies whereby consumers have been questioned about their knowledge and opinions surrounding AI; however, the amount of information about the consumer's knowledge of its uses in marketing is very scarce, which is a factor in conducting this study.  

For AI to be truly successful, it needs to be understood by the people it will affect the most; in the case of marketing, this is the consumer. A study conducted by The European Consumer Organisation (BEUC), which surveyed around 12,000 people across different countries in Europe, found that 82% of the respondents had previously heard of AI, however, did not have a true understanding of it, just 9% of these people felt ‘well-informed’ about AI and 48% stating they were ‘somewhat informed’ (BEUC, 2020). A study conducted by IPSOS for the World Economic Forum based on 19,504 adults across 28 different countries found that 64% of respondents had a good understanding of what AI is; however, in the UK, this dropped to 57% (Myers, 2022). 31% of respondents suggested that shopping would be the area that could change the most due to AI, only behind employment (32%), safety (33%) and education (35%) (Myers, 2022). 

Ensuring people get educated and understand AI more is crucial; the more significant the knowledge the consumer has regarding AI, the more likely they will embrace and utilise it (Meisel, 2020). According to Meisel (2020), in a survey of 5,000 UK adults, 74% recognised one benefit of AI; however, just 44% could recognise multiple benefits when shopping and interacting online. In another study of 1000 people conducted in the United States, 43% of respondents stated that they were not sure what AI is or what it is used for, and 7% stated that they did not know or did not care about AI (Byer, 2020). These figures highlight the need for consumers to be educated about AI and its uses in marketing. 

[bookmark: _Toc131018419]Will AI improve consumers' shopping experience?

One key question regarding the introduction of AI into the marketing world is, will it improve consumers' shopping experiences? Organisations have made numerous claims regarding the positive effects that AI will have on the consumer's shopping experience, but what do the consumers themselves think? In a study conducted by the Customer Data Platform (CDP), 2500 adults were surveyed, and were asked how they felt about specific sectors of customer service and how the implementation of AI would impact them; shopping recorded the second-highest positive percentage (51%) and the joint lowest negative percentage of 11% (Onorato, 2022). In another study, consumers were asked if they agreed that using AI in specific sectors would be more helpful than not. The sectors included shopping, healthcare technology, appliances, finance, gaming, streaming services, education, and driving (Shah, 2022). Of all these sectors, shopping had the third highest positive response, with 40% of respondents stating they agreed or strongly agreed that AI would positively affect the shopping sector (Shah, 2022). Despite this, another study suggested 45% of people stated that they had not perceived any added value from implementing AI in personalised advertisements in the last 12 months (BEUC, 2020). Despite AI’s perceived benefits, there is still room for improvement based on these findings. 

Regarding chatbots, a survey conducted by computer-generated solutions (CGS) (2019) found that when making an enquiry, 86% of consumers preferred communicating with a person over an AI chatbot, with just 4% preferring a chatbot, and 10% undecided. 50% of respondents also found that chatbots made resolving their issues even harder, with 19% yet to try them and 31% believing it made it easier. 71% also stated that they would be less likely to purchase from a brand if they didn’t have any human interaction (CGS, 2019). In the CDP study mentioned previously, the study also found that just 34% of people found chatbots useful, 44% stated there was room for improvement and 64% stated access to a live person would improve their experience (Onorato, 2022). 

[bookmark: _Toc131018420]Do consumers want to embrace AI?

In this digital world, AI is everywhere, and it is getting embraced more and more by the average consumer; from smart devices such as Ring doorbells and GPS systems, however, are consumers willing to embrace AI in marketing? A report by Salesforce (2019) which consisted of over 8000 surveys in North America, Europe, Asia, and Oceania, states that 62% of consumers would be willing to embrace AI to improve their experiences. 84% of respondents also stated they value the experience more than the product or services a company offers (Salesforce, 2019), and this is where AI-driven marketing can be utilised. Huang & Rust (2021) state that AI-driven marketing can enhance and improve a consumer experience and journey when buying a product or service.

When customers interact with a business, they do not want to feel like another statistic; they want to be treated individually, and as people. Currently, 56% of consumers believe that companies are generally impersonal (Salesforce, 2019). 71% of respondents also stated that they want communication in real-time from companies, and 56% expect to find what they are looking for in less than four clicks (Salesforce, 2019). Consumers value personalisation highly and are open to organisations using AI if it means they receive personnel recommendations, with 81% of respondents stating this; however, 44% said it was dependent on the company using it, which highlights the importance of building a good relationship with consumers and, more importantly, building trust (Onorato, 2022).  

Since the pandemic, personalisation has become vital for organisations and customers, with the number of online shoppers increasing drastically from 19.7% in February 2020 to 26.6% in May 2022 (Croudace, 2022). This figure is slowly decreasing as we head back to normality; however, the percentage of people shopping online is still well above pre-pandemic levels, which makes personalisation crucial in online shopping. Personalisation is vital for customers, with 71% of consumers demanding companies use personalisation and 76% stating they would be left frustrated if this was not the case (Arora et al., 2021). A report by Mckinsey found that 72% of people expect businesses to recognise them individually whilst also knowing their interests (Arora et al., 2021). 67% of people like having relevant recommendations, 66% want personnel messages, 65% want targeted promotions, and 53% want triggers based on their behaviour (Arora et al., 2021). Despite consumers' desires, 58% of state personnel recommendations are only ‘somewhat accurate’, thus, there is room for improvement (Onorato, 2022). These demands suggest that consumers are willing to embrace AI to achieve the personalisation they desire. If done incorrectly, adverts can have a detrimental effect. According to Hopkins (2021), adverts consumers encountered on social media were described as excessive by 31% of respondents, intrusive by 27% and distracting by 26%. With just 12 % saying they were relevant, 19% stating they were personalised and 13% helpful. On websites, 32% stated they were excessive, 30% stated they were distracting, and 28% stated they were intrusive. With website adverts, 15% thought they were helpful, 13% personalised, and 13% relevant (Hopkins, 2021).  

[bookmark: _Toc131018421]Consumer concerns with AI marketing

There has been much scepticism surrounding AI, bringing along many concerns from the consumer as it becomes more widely adopted. In an Ipsos study, just 35% of consumers from the UK stated that they trust companies that use AI compared to companies that do not use AI, as well as this, 50% of UK respondents stated that services that use AI make them nervous (Myers, 2022). Onorato (2022) states that nearly 82 % of consumers have concerns as to how organisations are utilising AI in their marketing strategies, with their primary concern being their online privacy. This is also backed up by a report by BEUC (2020), which states consumers have an obvious concern regarding their privacy online as well as the reliability and safety of AI, alongside its potential for discrimination. 

A report by Kingaby (2020) found several consumer concerns with using AI in advertising. The first concern highlighted was excessive data collection; for AI to be utilised to its full potential, organisations must house large amounts of sensitive consumer data. The second concern is regarding discrimination and restriction of choice. This means consumers are concerned that the algorithms may not display the products consumers may want to see, restricting the choice of consumers, which in turn can restrict lifestyle choices or simply prevent certain groups of people from seeing certain items or offers. Another concern was that pricing may differ from person to person based on their shopping habits. The third concern highlighted is that AI may take advantage of vulnerable people; for example, advertising may encourage irrational spending and target people with lower incomes and less digital literacy. Finally, consumers were concerned that AI could be used to promote scams and fake news (Kingaby, 2020). Scams are an increasing concern, with a quarter of global markets concerned with ad fraud (Statista, 2023). Ad fraud is expected to cost the United States $100 billion in 2023, and until effective systems can be implemented online scams will continue to be a threat to consumers (Statista, 2023), substantiating consumers' concerns with AI’s potential use in the promotion of online scams. 

When it comes to earning the consumer's trust, ethics plays a huge role, Aggarwal et al. (2019) state that 62% of people said they would have greater trust in an organisation that uses AI ethically, 61% would recommend that an organisation to friends and family and 59% would have greater loyalty with a company that operates using AI ethically. 86% of executives in the UK stated that they were aware of instances where AI caused ethical issues in the last three years. 47% of consumers had also experienced ethical issues with AI in this timeframe. Organisations are starting to see the importance of good ethics, with 51% of executives now considering it essential to ensure that AI systems are ethical and transparent. This is crucial in building trust with the consumer and overcoming one of the biggest concerns consumers have with AI. Marketers stated that the main reasons behind AI's unethical use and lack of transparency were the pressures to implement systems quickly and the lack of resources and training (Aggarwal et al., 2019). 

Consumers and organisations view AI in marketing differently in some ways but similarly in others. Consumers are sceptical when embracing AI; however, organisations are very open to using AI, with 3 in 4 businesses either exploring or implementing AI (Thomas, 2020). Organisations are seemingly more open-minded with AI; however, they still value trust as highly as the consumer, with 78% of businesses stating it is essential for them to trust AI’s analysis and recommendations and ensure it is safe and fair (Thomas, 2020). As previously stated, consumers know very little about AI, and although organisations have a greater understanding of AI, 37% still state that a hindrance to the successful adoption and implementation is their limited AI expertise and knowledge (Thomas, 2020). 

[bookmark: _Toc131018422]Conclusion 

In conclusion, AI is driven by data, which is a necessity for organisations to achieve the best results from the use of AI. One of the crucial building blocks within AI is trust. Trust from both the consumer and organisation is necessary for its implementation to successful. The lack of trust could partially be down to the lack of understanding. The consumer still has much to learn regarding AI, especially in marketing. AI’s implementation in marketing is not without its concerns. Both consumers and organisations have concerns with AI, especially regarding ethics; however, the consumer, organisations, and marketers will each benefit from AI should it be implemented correctly. 
[bookmark: _Toc131018423]Research Methodology 

[bookmark: _Toc131018424]Introduction

In the following chapter, the research methods will be presented, including the research philosophy, type, strategy, time horizon, data collection and analysis methods, sampling strategy, limitations, and a conclusion. Validation behind the decisions to use specific methods will be provided. Each chosen method will aid in achieving the primary research aim and objectives three and four. The aims and objectives of the research are:

Aim - To determine how artificial intelligence will revolutionise marketing in the future

Research objectives
· To critically review the relevant literature on the effect of the implementation of AI on the consumer’s shopping experience.
· To critically review the relevant literature on the effect of AI in marketing on organisations.
· To conduct semi-structured interviews with consumers to determine their knowledge of AI within marketing and how this could affect their shopping habits and experience in the future.
· To make recommendations on how organisations effectively integrate AI into their current marketing strategies.

Saunders's Research Onion will provide the foundation of the methodology chapter. The Onion was initially conceptualised in 2007 (Saunders et al., 2019, p. 130). It's comprised of six layers that identify the epistemological, ontological, and practical approaches that will underpin the research methodology (Saunders et al., 2019, p.130). The chosen methodology relates to the third research objective, which is to collect primary data using semi-structured interviews. The primary data will substantiate the secondary data collected from relevant academic literature.

[bookmark: _Toc131018425]Research design

[bookmark: _Toc131018426]Research philosophy 

Saunders identifies three research assumptions within business and management: Ontology, Epistemology and Axiology (Saunders et al., 2019, p. 133). In this research, the epistemology assumption type will be used. Saunders et al. (2019) also identify five management philosophies: positivism, critical realism, interpretivism, postmodernism and pragmatism (Saunders et al., 2019, pp. 144-155). The research philosophy will be interpretivism, as this paradigm is associated with qualitative research. This is because it's based on non-numerical and non-quantifiable data and originates from the knowledge, experiences, and opinions of individuals; meaning the data is subjective rather than objective (Myers, 2008). The phenomenon under investigation is the consumer's thoughts and feelings on implementing AI in marketing; as the data is not factual and is based on opinions and experiences, the interpretivism approach is justified. Interpretive research relies on observation and questioning to collect data (Nottingham University, n.d). Semi-structured interviews provide the correct data type to use these philosophies. In comparison, positivism relies upon measurable, quantifiable, and factual data in a numerical format, making it objective (Anderson, 2000). This data is analysed scientifically, used in quantitative research methods and is usually obtained through surveys. 
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The Research Onion – (Saunders et al., 2019, p.130)

[bookmark: _Toc131018427]Research type

The second layer of Saunders's Research Onion identifies the research type. There are two general research types these are deductive and inductive. In this study, the research type will be inductive. Inductive research works from the “top down”, to hypothesise the data to either add to or contradict the theory (Cresswell & Plano Clark, 2007, p.23). The inductive approach is associated with qualitative research methods, whereas the deductive approach is associated with quantitative methods (Dudovskiy, n.d.). The inductive approach uses existing theory to construct the initial research question and then identifies patterns and relationships within the primary data set to develop the theory (Saunders et al., 2019). The deductive approach requires an abundance of sources (Dudovskiy, n.d.). In contrast, the inductive approach is used when sources are scarce (Dudovskiy, n.d.), which, as previously stated, is the case with this research, which is another contributor to the use of the inductive research type.  

[bookmark: _Toc131018428]Research strategy

The third layer of the Research Onion helps identify the correct research strategy. Numerous approaches can be taken when deciding upon a strategy, such as experimental research, action research, case study research, grounded theory, ethnography, and archival research (Phair & Warren, 2021). The theory used in this research will be grounded theory. The grounded theory's “aim is to ‘discover’ or generate theory grounded in the data produced from the accounts of social actors” (Saunders et al., 2019, p. 205). According to Chun Tie et al. (2019), grounded theory “sets out to discover or construct theory from data, systematically obtained and analysed using comparative analysis” (p.1). The reasoning behind this choice is that this is a theory typically qualitative and inductive, which correlates with the research being conducted. Grounded theory is often associated with purposive sampling, which is the method that will be utilised. In qualitative research, it is customary to analyse data as you collect it, and grounded theory is designed to allow researchers to do this (Saunders et al., 2019). Within quantitative research, the researcher analyses the data once they have collected the entire data set. This strategy is often helpful for research whereby there is little existing literature, which is the case with this phenomenon (Phair & Warren, 2021).

[bookmark: _Toc131018429]Choices 

The fourth layer of the onion assists the researcher in deciding how many data types they will use. Three different methods can be utilised, and these are a mono-method, mixed method, and multi-method. The multi-method approach within qualitative research is a method whereby researchers combine two or more qualitative research methods to investigate a phenomenon (Roller & Lavrakas, 2015). One of the advantages of this type of data collection is the sheer volume of data that can be obtained, leading to more reliable and accurate results; however, this method is very time consuming and may require funds to be completed (Denzin & Lincoln, 2011). 

The following method is the mixed method, which incorporates both qualitative and quantitative research methods; this method allows a researcher to collate a broader range of evidence by using the two different methods and, in turn, covering a more comprehensive basis (George, 2022). Another benefit is the flexibility this method provides the researcher as it enables them to combine aspects of different studies to get more precise and potentially more accurate results (George, 2022). The downside of this type of method is primarily the workload, which is a significant factor in why this method was avoided (George, 2022).  Alongside this, the researcher could encounter differing results from both qualitative and quantitative studies, which could hinder the accuracy of results (George, 2022). The method chosen for this study is the mono-method. This method only utilises either qualitative or quantitative research; this method has less of a workload (Phair & Warren, 2021), and as the aim is to get the consumer's views on AI in marketing based on their experiences, simply using a qualitative approach will suffice. This method was also chosen due to its flexibility and ability to capture the thoughts and feelings of the consumers, based on experience. 

[bookmark: _Toc131018430]Time horizon

The two options within the time horizon are cross-sectional and longitudinal. Of these two options, the cross-sectional method will be used. The cross-sectional time frame is the most suitable of the two methods, as this method collects data from different samples at the same point in time, looking at multiple variables (Kesmodel, 2018). The longitudinal method involves the researcher examining the same samples over a long period to see the changes over time and only looks at one variable (Saunders et al., 2019). With the longitudinal method, the timescale is not viable to complete a study using this method. In this study, one variable will be looked at, which is why the cross-sectional method was chosen.

[bookmark: _Toc131018431]Data collection method 

Within qualitative research, interviews are the most common data collection method. They are used to obtain information about the interviewee’s experiences, beliefs, and opinions on a phenomenon subjectively (Busetto et al., 2020). Within qualitative research, there are three types of interviews, these are structured, semi-structured and unstructured (Gill et al., 2008). Structured interviews are essentially just verbal questionnaires, whereby there is no variation and no room to ask follow-up questions; due to the structure of these interviews, they are quick to complete (George, 2022). The restrictions of these interviews in qualitative research is wouldn’t provide enough data to generate themes. Unstructured interviews, however, do not include specific or a set number of questions and do not reflect any preconceived theories and thus are often used by experienced researchers (George, 2022). These types of interviews are often time-consuming, and each interview is very unique, which could lead to unreliability and make it challenging to obtain recurring themes within the data (Thompson, 2016). To collect the primary data for this research, one-on-one semi-structured interviews will be used.

Semi-structured interviews incorporate aspects of both unstructured and structured interviews. Semi-structured interviews allow interviewees to express their views and opinions whilst following a structure, making generating themes easier (Busetto et al., 2020). Semi-structured interviews use open-ended questions, whereby pre-determined topics and sub-questions are set based on secondary data obtained from relevant academic literature; these sub-questions allow the researcher to delve into more detail and uncover more themes (Busetto et al., 2020). According to Kallio et al. (2016), when using semi-structured interviews, five steps should be followed, these are 1) identify the prerequisites; 2) retrieve and use knowledge; 3) construct the interview guide; 4) pilot test and 5) conduct the research. At the beginning of the research, four research questions were constructed and expanded upon to create twelve sub-questions that will be used in the interviews (see appendix 3). Ten interviews will be conducted and if interviewees cannot answer a question, prompts will be used to clarify the question. Before the interviews, each respondent must sign a consent form confirming they are happy to participate in the research (see appendix 2). The interviews will take roughly 15 minutes and will be recorded and then transcribed, with each respondent's information remaining safely stored and anonymised. 

[bookmark: _Toc131018432]Data analysis 

The analysis method that is being used is Braun & Clarke’s thematic analysis. Thematic analysis is “a method for identifying, analysing and reporting patterns (themes) within data” (Braun & Clarke, 2006, p. 79). According to Braun and Clarke (2006), six stages should be followed to conduct a practical thematic analysis. The first stage is for the researcher to familiarise themselves with the raw data, which involves transcribing the data and noting down initial ideas. The second stage is to generate initial codes; at this stage, the researcher identifies data of interest within raw data allocating these extracts with codes; a crucial step in this phase is to identify as many potential themes as possible (Braun & Clarke, 2006). According to Gibbs (2012), “Coding is how you define what the data you are analysing are about” (p. 39). Relevant passages with the interview transcriptions will be identified and allocated a name, which will be the code and all text that exemplifies similar meanings will be allocated the same code (Gibbs, 2012). The coding method that will be utilised is thematic coding. Thematic coding is a common qualitative analysis technique with the aim of “finding key thematic ideas in the text”, this allows the researcher to identify what is going on within the data (Gibbs, 2011, 0:20). 
According to Braun and Clarke (2006), the third step is to search for themes within the codes identified, using the codes identified to create overarching themes and sub-themes. The fourth stage is to review the themes and refine them, and then the researcher reviews the themes to see if a pattern can be identified. If not, the researcher needs to consider if the theme is problematic or if the data within the theme is the problem; if this is the case, then a new theme needs to be created, and the data allocated to a different theme or disregarded. Once this has been done, these final themes must be reviewed to see if they accurately represent the original data set. The fifth stage defines and names the final themes, and finally, the sixth stage is to write the report (Braun & Clarke, 2006). Thematic analysis is the most common qualitative method for interviews; it offers great flexibility as it can be applied to many qualitative methods, big or small (Clarke et al., 2015). It is an excellent tool for a beginner researcher, due to its simplicity, effectiveness and flexibility which is why its being utilised in this study. 
[bookmark: _Toc131018433]Sampling strategy 
There are two types of sampling strategies, probability and non-probability sampling. The difference between these methods is that probability samples are selected randomly based on specific criteria, whereas in non-probability sampling, samples are chosen by the researcher (Schreuder et al., 1999).  The non-probability sampling strategy used will be purposive sampling; within purposive sampling, there are numerous strategies (Palinkas et al., 2015). The strategy adopted for this research is typical case sampling. With this strategy, the researcher chooses participants who are considered normal or have an average view of the phenomenon being investigated (Palinkas et al., 2015). This method was chosen to get the views of the average consumer rather than those who specialise in the field or those with no understanding at all.
[bookmark: _Toc131018434]Limitations
Despite the thought and preparation that has gone into this research, there are some inevitable limitations to the research due to the chosen methodology. The first limitation identified is, as with most qualitative studies, there is potential for observer bias, which would not be the case with a quantitative study. To combat this, objectivity must be applied during each interview and prompting the interviewee in such a way whereby they provide an answer that is beneficial for the researcher must be avoided. Another limitation of this research type is that the sample size is minimal compared to a quantitative study due to the lack of time allocated to complete the study, which may lead to less accurate data. The next limitation is regarding the sampling strategy; with purposive sampling, there is always a risk of researcher bias, as the participants are all chosen at the researcher's discretion. To mitigate this, the best possible candidates will be chosen for the study based on the characteristics of average consumers.
[bookmark: _Toc131018435]Ethical and Logistical Considerations
Within any research, there are ethical and logistical considerations. Ethics are an essential aspect of research because ethical research ensures that participants in the study are protected, this is achieved by “respecting participants, minimising harm, ensuring confidentiality to the greatest degree, and engaging in meaningful and authentic informed consent” (De Wet, 2010, p.303). This research will be conducted following the University of Wales Trinity Saint David’s Research and Integrity Code of Practice, with the completion of the PG2 / E1 ethics form outlining the research (see appendix 1). To mitigate any ethical concerns before every interview, each interviewee will be handed a consent form outlining the fact that their information will be anonymised (see appendix 2), and their information stored securely per the General Data Protection Act (2018).  
[bookmark: _Toc131018436]Conclusion
In conclusion, Saunders's research onion provided the foundation to develop a comprehensive research methodology. In this research, the epistemological assumption type will be used with inductive research alongside the grounded theory research strategy. There will only be a collection of one type of data (qualitative), and this data will be collected using ten semi-structured interviews using the cross-sectional sectional method. The analysis will be conducted using thematic analysis. Consideration was given to ethics and potential limitations of the study to ensure the information is as reliable, ethical, and accurate as possible. 
[bookmark: _Toc131018437]Findings and Discussion
[bookmark: _Toc131018438]Introduction 

In the forthcoming chapter, the primary research findings will be introduced. The primary data was collected using ten semi-structured interviews, which were subsequently analysed using thematic analyses, following the six steps of thematic analyses (Braun & Clarke, 2006). The interviews were recorded and once completed, were transcribed and codes were identified. The primary data obtained will be analysed in comparison with the secondary data obtained in the literature review. These results will provide new evidence, either, supporting or challenging existing evidence.

[bookmark: _Toc131018439]Findings 

[bookmark: _Toc131018440]Theme 1: Consumer knowledge 

The first theme identified from the data was regarding consumer knowledge surrounding AI. From the interviews, an understanding of the level of knowledge that consumers had regarding the use of AI in marketing was obtained. For example, participants 4 and 10 stated:

“Streaming services such as Netflix use AI to provide personalised recommendations tailored to our needs.” (4)

“I've heard of it on news programmes, the tv and radio, they have lots of discussions on television, radio programmes, and yeah, technology programmes and news, things like that.” (10)

Based on the ten interviews, many of the respondents had a general idea of AI, with their knowledge primarily coming from social media platforms and news outlets. However, there is still ambiguity regarding the use of AI in marketing, with participants 5 and 7 stating:

“In the past, I have heard of artificial intelligence. It’s something which I do not know a great deal about but have a basic understanding of.” (5)

“I’m not sure where AI would be used in marketing, if I’m honest, it's not something I know a lot about.” (7)

Many of the respondents demonstrated their knowledge, particularly regarding personalised adverts, with the majority of respondents acknowledging they are aware their data is being collected to provide them with more personalised adverts. The primary examples respondents gave were based on targeted adverts on social media platforms:

“So if I search on my phone for a product, like I'm looking for some type of handbag, and then the next thing I see on my Instagram is adverts for that handbag.” (1)

“I am aware that social media uses AI to customise ads and posts to me by collecting data. For example, on Instagram, I follow many fitness influencers, AI uses this information to promote different gym wear.” (8)

[bookmark: _Toc131018441]Theme 2: Convenience and benefits 

Another prevalent theme throughout the interviews was concerning AI’s convenience and how it speeds up their shopping experience. For example, respondents 1 and 5 stated: 
“I prefer using a chatbot because I think they're quicker. Yeah, they normally are able to resolve the problem without it being escalated to other people.” (1)
“I do not intend on using organisations with AI, however, I do typically use these because of how much easier and convenient they are.” (5)

Alongside the convenience factor that was acknowledged by many of the respondents, many of them also recognised the fact that targeted and personalised adverts have made them aware of new products that they would not have previously considered or been aware of: 

“every now and then, there is something I hadn't thought of” (2)

“opens my eyes to products that I hadn’t thought of before.” (7)

Respondent 9 also stated that AI could provide them with offers that previously they may not have been aware of before, they stated the following:

“tailor-made ads of big offer items that I may miss without it” (9)

[bookmark: _Toc131018442]Theme 3: Quality over quantity 

A regular theme that appeared within the code was the regularity that adverts are displayed online. From the research, consumers stated they often found it an annoyance at the regularity that adverts were appearing, and in fact, was deemed to hinder their shopping experience, as stated by respondents 4, 5, 7 and 10:

“I come across adverts regularly on social media” (4)
“Sometimes this is a bit annoying, and I feel like I'm bombarded with adverts” (4)

“I see them as pain or nuisance rather than being helpful” (5)
“Sometimes they are useful, but they can become repetitive as I see lots of them regularly, which can be annoying”. (7)

“I must say that most of the time, it probably annoys me more” (10)

Based on these extracts, it’s evident that consumers believe that there are currently too many irrelevant adverts which are seen as a hindrance and annoyance rather than benefitting their shopping experience.

[bookmark: _Toc131018443]Theme 4: Acceptance 

From the research, it was apparent consumers were open to the use of AI marketing. Many of the respondents did not see AI as a differentiator when shopping online. The primary differentiator was the quality of the product or service rather than if the company used AI or not:

“Ultimately, the main factor that influences my buying decision is the quality of the product or service.” (4)

“it’s all about the product at the end of the day” (6)

“If I choose a brand, it'll be because it offers a certain sort of quality, image, or price (10)

Consumers also believed that the use of AI was inevitable and is so widely adopted already, they believed that their thoughts and feelings were somewhat redundant. Consumers stated that they would find it very difficult to find an online retailer that does not currently use AI marketing, and thus, they have just come to accept and embrace it:
“I feel that most companies that are marketed to me online, or that I see online or that I look for online, probably already use some sort of artificial intelligence” (1)
“It's very difficult hard to find a website or app that doesn’t use AI, so now it's become something that I just accept now”. (8)
“AI is going to be used in advertising whether I like it or not, and I don't really have any objections to it”. (10)
[bookmark: _Toc131018444]Theme 5: Human intelligence is valued

Despite the influx of personalised adverts and online chatbots, human interaction and knowledge are still valued by the consumer. Many of the interviewees felt that chatbots are not yet advanced enough to provide a similar service that a person can provide. Consumers felt that AI chatbots did not have common sense and currently only provide a limited number of responses which are generic and often weren’t able to solve their queries:
“A chatbot only has a select amount of responses that it can give you. Sometimes you need someone to use some common sense” (2)
“I find that the chatbots are quite generic, and they only provide very basic advice” (4)
“Speaking to an actual person, I find, is much easier than speaking to a computer or robot. It is much easier to achieve what you want when you can speak to an actual person who can understand your needs.” (5)
Two respondents went on to say that there is still a need for human interaction when buying products online, with one going as far as suggesting that the lack of human interaction may ruin their shopping experience entirely: 

“If everything is automated, then there will be no human interaction, and this may ruin the shopping experience.” (4)

“There is still a need for individuals to be able to interact in certain instances”. (5)

[bookmark: _Toc131018445]Theme 6: Privacy concerns 
One of the main recurring themes in the code was regarding online privacy, whether that being of no concern or a large concern to some respondents. In the code, it was evident that it was not the fact that companies were collecting the data that was the issue. The concern was what was happening to the data once it was collected, that was the greatest concern to consumers:
“My data being sold to companies.” (1)
“It uses people's data, but there's no issue with that data as long as it's not listed anywhere that it shouldn't be” (2)
“As long as the shopping experience remains ethical, and the AI does not break any privacy issues” (5)
In contrast, some of the respondents stated that they had no concerns with their data being collected:
“I don’t believe that AI can cause any type of harm” (6)
“I don’t really have any concerns, to be honest.” (9)
Another respondent suggested that they would be more comfortable with their data being collected if the company collecting the information was more transparent concerning how their data was being utilised or if they were genuinely interested in that company:
“If companies made it clear what information they are collecting and how they are collecting it would make me feel a lot more comfortable.” (8)
“I don't mind AI being used in marketing or advertising if it's used by companies that I'm genuinely interested in or companies that I have given permission to” (10)
Some respondents also provided a different view stating they believed that if an organisation was utilising AI, they would perceive it as being a more successful, modern and well-known company: 

“If companies are still using older methods of advertising that are not targeting properly, then are they not falling behind?” (2)

“If the organisation did use AI, I would believe they are more up-to-date and modern.” (6)

“I think that businesses that don’t use AI are more likely to be smaller and less well-known, as the bigger companies are more likely to use AI.” (7)

These findings highlight the fact that data privacy is still a concern to some consumers and that organisations must operate ethically to generate trust with the consumer when collecting personal data. It also highlights the fact that AI is seen as a positive regarding brand image because the organisations using it are seen as more technologically advanced. 

[bookmark: _Toc131018446]Discussion 

[bookmark: _Toc131018447]Theme 1: Consumer knowledge 

Upon completion of the interview analysis, the data highlighted that consumers were aware of AI, with every respondent stating that they had previously heard of AI. The source of this knowledge ranged from radio stations to social media to television. 

“I've heard of it on news programmes, the tv and radio, they have lots of discussions on television, radio programmes, and yeah, technology programmes and news, things like that.” (10)

This evidence is supported by a survey conducted by BEUC, where they found that 82% of 12,000 respondents had previously heard of AI, with 48% being somewhat informed (BEUC, 2020). In a study conducted by IPSOS for the World Economic Forum, 57% of UK respondents had a good understanding of AI (Myers, 2022). The findings primary and secondary findings suggest that the majority of people had previously heard of AI, however, their understanding was limited in relation to its application in marketing, as demonstrated by the following statements:
“In the past, I have heard of artificial intelligence. It’s something which I do not know a great deal about but have a basic understanding of.” (5)
“I’m not sure where AI would be used in marketing, if I’m honest, it's not something I know a lot about.” (7)
The majority of interviewees recognised just one benefit, whether that be personalised adverts or chatbots, with few recognising more than one benefit. This data is supported by the findings in the literature review, with 74% of 5,000 UK adults recognising one benefit of AI when shopping and interacting online and just 44% recognising multiple benefits (Meisel, 2020).  Examples of consumer knowledge of AI uses: 
“I think that might be AI being used for targeted adverts” (1)
“Streaming services such as Netflix use AI to provide personalised recommendations tailored to our needs.” (4)
“I am aware that social media uses AI to customise ads and posts to me by collecting data.” (8)
Based on these findings, they suggest that although the majority of people are aware of AI, however, there is still room for improvement regarding the education of the population when it comes to the uses of AI in marketing. 

[bookmark: _Toc131018448]Theme 2: Convenience and benefits  

The convenience and benefits that are provided by AI in marketing were recognised by many of the interviewees when shopping online. Regarding chatbots, a study by CGS (2019) found that 31% of people suggested that chatbots made solving their issues easier. In the findings, just 2 out of 10 respondents stated that they preferred using chatbots compared to talking to a person: 
“I prefer using a chatbot because I think they're quicker. Yeah, they normally are able to resolve the problem without it being escalated to other people.” (1)
“Personally, I prefer talking to a chatbot because they arguably have more knowledge on keywords linking to products” (6)
Despite just 20% and 31%, respectively, being in favour of chatbots, the benefits that chatbots are clear, they are quick and available 24/7, however, they are still yet to reach the point where they are knowledgeable enough to replace the common sense of a human. Despite the uncertainty of chatbots, some consumers do recognise the benefits of personalised adverts:

“it makes it a lot faster to shop because it avoids me from scrolling through pages of items that I'm not interested in.” (8)

Consumers were also aware that personalised adverts had allowed them to discover products that they had not previously considered and were used regularly:

“Every now and then, there is something I hadn't thought of” (2)

“The adverts which are targeted on actual shopping websites I use quite a lot.” (5)

From the findings, it was clear that personalisation in advertising is valuable to the average consumer. These findings are supported by findings in the literature review, whereby 81% of consumers value personalisation highly and were open to organisations using AI if they were receiving personalised adverts (Onorato, 2022). 

[bookmark: _Toc131018449]Theme 3: Quality over quantity 

A recurring theme that was identified throughout the data was that consumers preferred quality over quantity. Consumers encountered adverts regularly when online, however, these adverts occurred so often that they were often deemed to be an annoyance rather than a benefit due to their regularity and relevance. When questioned about personalised adverts, respondents 5 and 7 stated:

“I see them as pain or nuisance rather than being helpful” (5)
“Sometimes they are useful, but they can become repetitive as I see lots of them regularly, which can be annoying”. (7)

This theme occurred regularly and is also supported by the findings in the literature review. According to Hopkins (2021), the three most common words to use regarding adverts both on social media and websites were excessive, intrusive, and distracting. This theme is also supported by further secondary data, that stated that just 58% of consumers believed that their personnel recommendations were somewhat accurate (Onorato, 2022). A report by Mckinsey found that 72% of consumers expect to be recognised individually and 67% like relevant recommendations (Arora et al., 2021). This highlights the need for more relevant and personal adverts compared to the current bombardment of irrelevant adverts. 

[bookmark: _Toc131018450]Theme 4: Acceptance 

A report by Salesforce (2019) found that 62% of consumers stated that they would be willing to embrace AI to improve their experiences. 84% of respondents also stated they value the experience more than the product or services a company offers (Salesforce 2019). Similarly, from the primary data, it's evident that whether or not an organisation used AI was irrelevant, the main factors were the quality of the product, or the service provided:

“Ultimately, the main factor that influences my buying decision is the quality of the product or service.” (4)

“it’s all about the product at the end of the day” (6)

Acceptance was a regular theme identified in the data. A study by CDP supported these findings, highlighting the effect that consumers believed AI would have on their shopping experiences. Shopping recorded the second-highest positive response and joint lowest negative response (Onorato, 2022), which suggests consumers are open to AI’s use in marketing. Alongside this, in another study, 40% of respondents stated that they believed that AI would have a positive effect on the shopping industry, which was the third-highest positive response out of the eight sectors in the survey (Shah, 2022). From the research, the acceptance of AI in marketing was largely down to the fact that consumers believed that its integration was inevitable due to the sheer volume of organisations already adopting it. 
“I feel that most companies that are marketed to me online, or that I see online or that I look for online, probably already use some sort of artificial intelligence” (1)
“It's very difficult hard to find a website or app that doesn’t use AI, so now it's become something that I just accept now”. (8)
[bookmark: _Toc131018451]Theme 5: Human intelligence is valued 

Another theme that occurred regularly in the data was consumers still very much value human interaction. The results were unanimous when questioned whether they would prefer to use a chatbot or potentially wait longer to speak to a person. Eight of the ten respondents stated they prefer to speak to someone rather than a chatbot: 

“A chatbot only has a select amount of responses that it can give you. Sometimes you need someone to use some common sense” (2)

“Speaking to an actual person, I find, is much easier than speaking to a computer or robot. It is much easier to achieve what you want when you can speak to an actual person who can understand your needs.” (5)

As previously stated in the literature review, for AI to replace human interaction in marketing it must be able to display feelings such as empathy and compassion (Cheng, 2022), based on these results, this is yet to be achieved. A study by CDP also substantiated these findings with just 34% of people stating they find chatbots useful (Onorato, 2022). A survey conducted by CGS (2019) also found similar results with 86% of consumers preferring to speak to a person rather than an AI-powered chatbot, with 50% also stating that using a chatbot made resolving their query more difficult. 71% also stated that they would be less likely to purchase from a brand if there was no human interaction (CGS, 2019). These findings are supported by the following statement:

“If everything is automated, then there will be no human interaction, and this may ruin the shopping experience.” (4)

Concern was also raised that AI may hinder job opportunities in marketing in the future, with one respondent stating:

“I think the main concern with AI is that it may replace a lot of jobs” (4)

According to Kaplan and Haenlein (2020), this concern may well be a reality, as although AI will provide job opportunities in the technology sector it will likely make many current marketing roles redundant. 

[bookmark: _Toc131018452]Theme 6: Privacy concerns 

A reoccurring theme from the interviews was the privacy concerns that consumers had, that came from AI using their data. From the interviews, it was evident that it was not the collection of the data that was the issue but, how that data was used once it had been collected that was concerning:

“It uses people's data, but there's no issue with that data as long as it's not listed anywhere that it shouldn't be” (2)

This concern around the use of personal data was also apparent in the literature review, with a report by Kingaby (2020), stating that excessive data collection was the consumer's greatest concern with AI’s use in marketing.  Another study found that nearly 82 % of consumers have concerns as to how organisations are utilising AI in their marketing strategies, with online privacy as the main concern among consumers (Onorato, 2022). Another respondent during the interviews stated that as long as organisations remained ethical then they would have no problem with their data being collected if used ethically:

“As long as the shopping experience remains ethical, and the AI does not break any privacy issues” (5)

This was also apparent within the literature review with Aggarwal et al. (2019) stating that 62% of people would have greater trust in an organisation that uses AI ethically. Consumers value personalisation highly and 81% are open to organisations using AI if they can receive personnel recommendations, however, 44% stated it was dependent on the company using it (Onorato, 2022), this highlights the importance of a relationship and communication between business and consumer.  

Contrary to findings in the literature review, stating just 35% of consumers from the UK trust companies that use AI compared to companies that do not use AI (Myers, 2022). The primary research findings showed that companies that use AI are viewed as being larger, more technologically advanced and in line with the current market:

“If companies are still using older methods of advertising that are not targeting properly, then are they not falling behind?” (2)

“If the organisation did use AI, I would believe they are more up-to-date and modern.” (6)


[bookmark: _Toc131018453]Diffusion of Innovation Theory
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Diffusion of Innovation adopter categories (Kaminski, 2011).

The primary research findings indicate that per the Diffusion of Innovation Theory, the overwhelming majority of respondents would be characterised as the early majority (Pragmatists) (Kaminski, 2011). These interviewees were accepting of AI if it allowed them to purchase their desired product or improved their experience. As well as this, the pragmatists had little concern with the implementation of AI within marketing, however, they were unsatisfied with its current application, acknowledging there is still great room for improvement. On the other hand, a couple of the respondents showed characteristics identified within the late majority category (Conservatives). These respondents showed more scepticism towards AI and had greater concerns with its implementation within marketing and were technologically shy (Kaminski, 2011). 
[bookmark: _Toc131018454]Conclusion 

The final chapter will conclude by summarising both the primary and secondary findings, allowing for an overall conclusion to be drawn from the two sets of data. This will allow a conclusion to be drawn concerning the four research questions as well as the research aim for this study. This study was conducted due to the limited availability of secondary data available, based on the consumer's thoughts and feelings towards AI, concerning marketing specifically. To collect the primary data ten semi-structured interviews were completed to obtain the data. Prior to the discussion of the consumers' view of AI in marketing in the literature review, an analysis of big data and its link to AI was completed to provide the reader with the foundations of what big data is and its importance within AI. From the literature, it is evident that AI and big data are interdependent, with AI required to interpret big data and big data required for AI to truly flourish (Bughin et al., 2017). The findings allowed for the research aim to be achieved, by identifying the uses of AI in marketing through secondary research as well as discovering consumers' views on the use of AI in both primary and secondary research. 

[bookmark: _Toc131018455]RQ1 What is the consumer's knowledge of AI in marketing? 

Concerning the first research question, based on both primary and secondary research, it’s evident that consumers are aware of AI; however, the average consumer's knowledge is primarily limited to one of the use cases AI has to offer, either personalised adverts or chatbots. These findings were supported by the primary research, with every respondent stating that they had previously heard of AI. Despite consumers being aware of AI, their knowledge was more limited regarding the use of AI in marketing. From both the primary and secondary research it was evident that consumers' knowledge was primarily limited to one of AI’s uses in marketing. The primary research also made it evident that consumers were primarily aware of AI’s use in providing personalised adverts and occasionally its use in chatbots. 



[bookmark: _Toc131018456]RQ2 Do consumers feel the implementation of AI in marketing will improve their shopping experience?

A review of the literature highlighted the fact that consumers felt that the shopping industry would be one of the sectors to benefit the most from the introduction of AI. Based on the secondary research it was evident that consumers valued personalisation highly, with some consumers willing to embrace AI if it meant they were able to receive the personalisation they desired. Despite the shopping industry being recognised by consumers as one of the main benefactors in two separate studies. The secondary research found there were still doubts as to the value AI provided consumers. From the primary research findings, it was evident that consumers recognised the benefits of personalised adverts, as they made their shopping experience quicker and introduced them to new products. However, one of the primary themes was that personalised adverts although occasionally useful, the majority of the time they were an annoyance due to their regularity, which hindered the consumer's shopping experience. Both primary and secondary research findings highlighted consumers' negative opinions of personalised adverts and chatbots despite recognising their benefits. Findings in the secondary data highlighted that consumers would much prefer to talk to a person rather than a chatbot, and these results were further substantiated by the primary research findings. Eight of the ten interviewees state they would prefer to talk to a human. The main issue consumer had with chatbots was that they were simply not knowledgeable enough to solve their queries and lacked the common sense of a human.  These findings suggest that the technology is not yet at the level to truly enhance the consumer's shopping experience.

[bookmark: _Toc131018457]RQ3 Do consumers feel willing to embrace the implementation of AI in Marketing?

Findings in the literature review identified the willingness of consumers to embrace AI in marketing. Consumers desire the personal experience that AI can provide. Based on one study in the literature review, consumers were willing to embrace AI if it provided the personalisation they desired. The secondary data also highlighted the fact that consumers were open to AI’s introduction into the market if it improved their shopping experience. From the primary research, it was evident that consumers were willing to embrace AI. The reasons behind the acceptance of AI differed from those found in the secondary research. The primary research indicated that consumers were willing to embrace AI due to two main factors. Whether or not an organisation used AI within their marketing was not a differentiator when it came to consumers deciding where they would shop. Consumers were primarily focused on the quality of the product or service, and if that organisation happened to use AI, then they were happy to accept it, which was also the case in the secondary research. The primary research also found that consumers felt that due to AI’s current wide adoption, it was something consumers just accepted. Contrary, some respondents suggested that they see organisations that are not utilising AI as falling behind, suggesting they are less successful and not as technologically advanced.  

[bookmark: _Toc131018458]RQ4 What concerns do consumers have regarding a more automated marketing approach?

Based on primary and secondary research it was evident that the consumer's main concern was data privacy. Findings in the secondary data provided significant evidence highlighting consumers' concerns regarding data privacy, which was by far the most significant concern raised by consumers. Based on the findings in the primary research, consumers were not necessarily concerned with the data collection itself, it was how the data was being used that was the main issue, with some consumers stating companies did not make it clear how their data was being used. Some interviewees were also concerned with their data being sold to third parties. Both primary and secondary research indicated that ethics play a huge role in the consumer's perception and trust in an organisation, with findings from both primary and secondary sources concluding that consumers would be willing to part with their data if they knew that the organisation operated ethically. The second common concern found in both primary and secondary data was AI may significantly reduce human involvement in the marketing process. As previously stated with chatbots, human interaction is still valued by the consumer, with AI not yet advanced enough to truly replace the marketer's role in advertising. Discrimination and bias were other issues highlighted in the secondary data; with concerns that AI could potentially restrict consumer choice, offer different pricing options based on shopping habits or prevent certain groups of people from seeing certain products or offers.

[bookmark: _Toc131018459]Summary and recommendations for future research

This research aimed to gain an understanding of the consumer's view of the implementation of AI within marketing. Based on preliminary research it was evident that there was a lack of literature on this phenomenon. This study has contributed to a gap within the literature; however, further research is required to come to a more precise conclusion. If further research was to be conducted, based on the limitations of this study, obtaining a larger data set would be recommended, using both qualitative and quantitative methods of data collection. This will allow the researcher to reap the benefits of both data types, allowing for both opinions and facts to be obtained. This will generate more accurate results, allowing the researcher to identify patterns within the data by using factual and interpretive data. Greater reliability could also be achieved by using either a random sampling method or a multi-sampling method. For example, purposive sampling for interviews and random sampling for surveys. This will reduce the potential for researcher bias, allowing for more accurate results. Contrary to the typical case sampling and qualitative data used in this study, a random sampling approach alongside quantitative data could calculate the average feelings of consumers based on data. In this study, participants were selected, based on the researcher's interpretation of the average consumer, however, a quantitative data set would allow for the average opinion of consumers to be calculated based on data results rather than on opinion. This would make the findings objective, rather than subjective, as was the case with this research. Should future research be carried out, it could identify AI’s effectiveness in specific marketing activities as well as in specific markets and segments. This would identify what methods are most successful in specific markets and segments. Future research could also identify the best way of integrating AI into current marketing strategies, such as customer relationship management and analytics. 
[bookmark: _Toc131018460]Recommendations

[bookmark: _Toc131018461]Recommendation one: Educate the consumer base

One of the primary issues with consumers and AI is their understanding of its application. Despite consumers' awareness of AI, organisations need to educate their consumer base about AI’s uses and how consumers' personal data is utilised. This will in turn create trust, alleviating consumers' primary concerns and will enhance the relationship between the consumer and the organisation, allowing for greater customer retention. Based on the data, one of the primary concerns of the consumer was not that their data was being collected, but how their data was being used. Organisations must be more transparent with the consumer base as to how their data is being used. The current system whereby consumers can accept or reject cookies needs to be refined, so that consumers are clear, as to why their data is being collected, how it is being used and how it's being kept secure. Consumers could be educated through informative marketing campaigns and the current cookies system needs to be refined to be more informative for the consumer. 

[bookmark: _Toc131018462]Recommendation two: Gradually remove human interaction

Consumers are aware of AI's benefits in marketing and desire its personalisation. However, based on both primary and secondary findings, it was evident that AI was not yet sufficient for consumers’ needs, with consumers still yearning for human interaction. Based on consumer feedback, they believe that AI is yet to reach the level where it can truly replace humans. Based on these findings, it’s recommended that any organisation wishing to implement AI within their marketing campaigns do so gradually. It’s important to not remove all human contact with consumers and not replace it with AI until the technology is proven to be adequate to provide a similar if not better service than humans. 

[bookmark: _Toc131018463]Recommendation three: Less irrelevant adverts

Findings in both primary and secondary data highlighted the fact that many personalised adverts are irrelevant and often seen as an annoyance rather than a benefit. Based on these findings, adverts need to be more personal and relevant to the consumer's interests. Consumers are currently bombarded with adverts, often deemed irrelevant and excessive. Thus, organisations need to reduce the number of adverts they display and instead display fewer, more personalised adverts. This will improve the consumer's shopping experience and eradicate one of the consumer's current issues with AI in marketing. 
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APPLICATION FOR ETHICAL APPROVAL

In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. A researcher may not be covered by the University’s insurance if ethical approval has not been obtained prior to commencement.

The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.

The individual undertaking the research activity is known as the “principal researcher”.

Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing within normal educational requirements, and literary or artistic criticism.

Please read the notes for guidance before completing ALL sections of the form.

This form must be completed and approved prior to undertaking any research activity. Please see Checklist for details of process for different categories of application.  

Delete the Guidance Notes at the end of the form BEFORE submitting your application

SECTION A: About You (Principal Researcher)
	1
	Full Name:
	Benjamin Oliver Rees

	2
	Tick all boxes which apply:

	Member of staff:
	☐
	Honorary research fellow:
	☐

	3
	Undergraduate Student
	☒	Taught Postgraduate Student
	☐	Postgraduate Research Student
	☐


	4
	Institute/Academic Discipline/Centre:
	UWTSD 


	5
	Campus:
	Carmarthen Campus


	6
	E-mail address:
	2003741@student.uwtsd.ac.uk


	7
	Contact Telephone Number:
	07399612822


	
	For students:

	8
	Student Number:
	2003741

	9
	Programme of Study:
	Business and management 

	10
	Director of Studies/Supervisor:
	Anthony Burns




SECTION B: Approval for Research Activity
	1
	Has the research activity received approval in principle?
(please check the Guidance Notes as to the appropriate approval process for different levels of research by different categories of individual)
	YES
	☒	NO
	☐
	
	
	Date

	2
	If Yes, please indicate source of approval (and date where known): Approval in principle must be obtained from the relevant source prior to seeking ethical approval
	Research Degrees Committee
	☐	

	3
	
	Institute Research Committee
	☐	

	4
	
	Other Dr Roisin Mullins

	☒	11.10.22



SECTION C:  Internal and External Ethical Guidance Materials
	
	Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines.

	1
	UWTSD Research Ethics & Integrity Code of Practice

	☒
	2
	
UWTSD Research Data Management Policy
	☒

	3
	This may include codes of conduct of professional bodies or overseas laws (particularly for data protection).

	☐



SECTION D: External Collaborative Research Activity 
	1
	Does the research activity involve collaborators outside of the University?
	YES
	☐
	NO
	☒

	2
	If Yes, please provide the name of the external organisation and name and contact details for the main contact person and confirmation this person has consented to their personal data being shared.as part of this collaboration.

	3
	Institution
	


	4
	Contact person name
	


	5
	Contact person e-mail address

	

	6
	Has this individual consented to sharing their details on this form?
	YES
	☐
	NO
	☐

	7
	Are you in receipt of a KESS scholarship?
	YES
	☐
	NO
	☐

	8
	Is your research externally funded
	YES
	☐
	NO
	☐

	9
	Are you specifically employed to undertake this research in either a paid or voluntary capacity?
	Voluntary
	YES
	☐
	NO
	☐

	10
	
	Employed
	YES
	☐
	NO
	☐

	11
	Is the research being undertaken within an existing UWTSD Athrofa Professional Learning Partnership (APLP)
	If YES then the permission question below does not need to be answered.
	YES
	☐
	NO
	☐

	12
	Permission to undertake the research has been provided by the partner organisation
	(If YES attach copy)
If NO the application cannot continue
	YES
	☐
	NO
	☐




Where research activity is carried out in collaboration with an external organisation
	13
	Does this organisation have its own ethics approval system?
	YES
	☒
	NO
	☐

	14
	
If Yes, please attach a copy of any final approval (or interim approval) from the organisation

UWTSD has its own website whereby they have a section for the sole purpose of ethics. 
https://www.uwtsd.ac.uk/research/research-ethics/




SECTION E: Details of Research Activity
	1
	Indicative title:
	The effect of the implementation of AI in marketing: A consumer’s perspective

	2
	Proposed start date:
	11.10.22
	Proposed end date:
	31.03.23

	3
	Introduction to the Research (maximum 300 words)
Ensure that you write for a Non-Specialist Audience when outlining your response to the three points below:
· Purpose of Research Activity
· Proposed Research Question
· Aims of Research Activity
· Objectives of Research Activity
Demonstrate, briefly, how Existing Research has informed the proposed activity and explain
· What the research activity will add to the body of knowledge 
· How it addresses an area of importance. 

	4
	Purpose of Research Activity
Produce a qualitative research study using primary and secondary data to produce a dissertation.

(this box should expand as you type)

	5
	Research Question
To investigate the impact of implementing artificial intelligence (AI) in marketing. 

(this box should expand as you type)

	6
	Aims of Research Activity
To determine how artificial intelligence will revolutionise marketing in the future 

(this box should expand as you type)

	7
	Objectives of Research Activity

To use a semi-structured interview style in a qualitative research study to get data regarding consumers' knowledge and thoughts on the implementation of AI within marketing and analyse the data using thematic analysis.

(this box should expand as you type)

	8
	Proposed methods (maximum 600 words)
Provide a brief summary of all the methods that may be used in the research activity, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed.

	9
	Part 1, I intend to use collect qualitative data through eight to ten recorded 10-minute interviews with participants using a semi-structured interview style.
(this box should expand as you type)




	10
	Location of research activity
Identify all locations where research activity will take place.

	11
	Research will be conducted using interviews, the participants will be in the UK.

(this box should expand as you type)

	12
	Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural and/or legal sensitivities or vulnerabilities of participants.

	13
	


(this box should expand as you type)



	14
	Use of documentation not in the public domain: Are any documents NOT publicly available?   

	NO
	☒

	
	
	YES
	☐

	15
	If Yes, please provide details here of how you will gain access to specific documentation that is not in the public domain and that this is in accordance with prevailing data protection law of the country in question and England and Wales.



(this box should expand as you type)



SECTION F: Scope of Research Activity
	1
	Will the research activity include:
	
YES
	
NO

	2
	Use of a questionnaire or similar research instrument?
	☐
	☒

	3
	Use of interviews?
	☒
	☐

	4
	Use of diaries?
	☐
	☒

	5
	Participant observation with their knowledge?
	☒
	☐

	6
	Participant observation without their knowledge?
	☐
	☒

	7
	Use of video or audio recording?
	☒
	☐

	8
	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	9
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☒

	10
	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☒

	11
	Investigation of participants involved in illegal activities?
	☐
	☒

	12
	Use of procedures that involve deception?
	☐
	☒

	13
	Administration of any substance, agent or placebo?
	☐
	☒

	14
	Working with live vertebrate animals?
	☐
	☒

	15
	Other primary data collection methods, please explain in this box
For example, ‘focus groups’. Please indicate the type of data collection method(s) in this box and tick the accompany box.
	☐
	☒

	16
	Details of any other primary data collection method:



(this box should expand as you type)
	
	


If NO to every question, then the research activity is (ethically) low risk and may be exempt from some of the following sections (please refer to Guidance Notes).

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 

SECTION G: Intended Participants
	1
	Who are the intended participants:
	
YES
	
NO

	2
	Students or staff at the University?
	☐
	☒

	3
	Adults (over the age of 18 and competent to give consent)?
	☒
	☐

	4
	Vulnerable adults?
	☐
	☒

	5
	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	☐
	☒

	6
	Prisoners?
	☐
	☒

	7
	Young offenders?
	☐
	☒

	8
	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☒

	9
	People engaged in illegal activities?
	☐
	☒

	10
	Others (please identify specifically any group who may be unable to give consent) please indicate here and tick the appropriate box.

	☐
	☒

	11
	Other – please indicate here:
Complete this only if your participants cannot give consent. This includes animals.

(this box should expand as you type)
	
	



	12
	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	13
	How many participants are expected?

	
I will have roughly eight to ten interviewees for my qualitative research. The interviews will be conducted through teams meetings and in-person interviews. 

(this box should expand as you type)

	14
	Who will the participants be?

	Friends and family

(this box should expand as you type)

	15
	How will you identify the participants?
	By pseudonym



(this box should expand as you type)





	16
	Information for participants:
	
YES
	NO
	
N/A

	17
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☒
	☐
	☐

	18
	Will you tell participants that their participation is voluntary?
	☒
	☐
	☐

	19
	Will you obtain written consent for participation?
	☒
	☐
	☐

	20
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☒
	☐
	☐

	21
	If the research is observational, will you ask participants for their consent to being observed?
	☐
	☐
	☒

	22
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☒
	☐
	☐

	23
	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☒
	☐
	☐

	24
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☒
	☐
	☐

	25
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☒
	☐
	☐

	26
	If NO to any of above questions, please give an explanation 

	27
	You should be able to tick YES for all of these questions. If not, then explain why not in this box.


(this box should expand as you type)



	28
	Information for participants:
	
YES
	NO
	
N/A

	29
	Will participants be paid?
	☐
	☒
	☐

	30
	Is specialist electrical or other equipment to be used with participants?
	☐
	☒
	☐

	31
	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☒
	☐

	32
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☒
	☐

	33
	If YES to any question, please provide full details 

	34
	You should be able to tick NO for most of these questions. For any cases that you have ticked YES then provide details in this box. If you are using cameras/voice recorders to record interviews then please state that in this box.



(this box should expand as you type)





SECTION H: Anticipated Risks
	1
	
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 

If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.  

	2
	Full risk assessment completed and appended? 

	Yes 
	☐

	
	
	No
	☒

	3
	Risks to participants
For example: emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information

	4
	Risk to Participant:

Emotional distress from answering questions.
Fears over personal data getting out.

(this box should expand as you type)
	How will you mitigate the Risk to Participant

Inform and remind them that their participation is voluntary, and they can choose not to reply or withdraw participation completely with no adverse effects to them.
Store data on a password protected device during the study and then delete after the study is completed.


(this box should expand as you type)

	5
	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
	


(this box should expand as you type)

	6
	Risks to investigator
For example: personal safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to Investigator:

Career/education harm if participant personal data is exposed.
Participants becoming hostile at questions asked.

(this box should expand as you type)
	How will you mitigate the Risk to Investigator:
Store participant data on a password protected device during the study and then delete after the study is completed.
Change the style of questions asked and remind participant that their participation is voluntary.


(this box should expand as you type)

	7
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to University:
· Risk of legal action is student improperly protects participants personal information and it enters public domain.


(this box should expand as you type)
	How will you mitigate the Risk to University:
· Store participant data on a password protected device during the study and then delete after the study is completed.



(this box should expand as you type)



	8
	Disclosure and Barring Service

	9
	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	YES

	NO

	N/A


	10
	Does your research require you to hold a current DBS Certificate?
	☐
	☒
	☐



SECTION I: Feedback, Consent and Confidentiality
	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	I would thank the participants for their cooperation and willingness to help in my data collection.


(this box should expand as you type)

	2
	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	I will tell the participants that I am conducting a qualitative study investigating the consumers knowledge, opinions, and experiences of the use of AI within marketing. In addition to this I would inform them of my intention to record our conversation before asking them to sign a participant agreement/consent form.


(this box should expand as you type)

	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	I will use pseudonyms for my participants and other nonidentifying information such as but not limited to age and profession to discuss the findings. 


(this box should expand as you type)



SECTION J: Data Protection and Storage
In completing this section refer to the University’s Research Data Management Policy and the extensive resources on the University’s Research Data Management web pages (http://uwtsd.ac.uk/library/research-data-management/).
	1
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person.
	X
	☐

	2
	If YES, provide a description of the data and explain why this data needs to be collected:

	
	Audio and video recordings of the conversation will be collected in order to transcribe and analyse the collected data after the discussion, there will be no personnel data stored for the quantitative research. 


(this box should expand as you type)

	3
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	
	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c ) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	
☐
	
X

	4
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	
	

(this box should expand as you type)



	5
	
Will the research activity involve storing personal data and/or special category data on one of the following:
	YES
	NO

	6
	Manual files (i.e. in paper form)?
	☐
	☒

	7
	University computers?
	☐
	☒

	8
	Private company computers?
	☐
	☒

	9
	Home or other personal computers?
	☒
	☐

	10
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☒
	☐

	11
	“Cloud” storage or websites?
	☒
	☐

	12
	Other – specify:

	☐
	☒

	13
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of password protection, encryption, anonymisation and pseudonymisation:

	
	
All data will be kept in password protected cloud storage on the University Office 365 system which will not be shared. Audio/visual data will be transcribed and would be shown to participants to check accuracy of reporting. Any USB sticks used to store or transfer data will be password protected. All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in the password protected folder. 


(this box should expand as you type)

	14
	All Data Storage

	15
	Will the research activity involve any of the following activities:
	YES
	NO

	16
	Electronic transfer of data in any form?
	☒
	☐

	17
	Sharing of data with others at the University?
	☐
	☒

	18
	Sharing of data with other organisations?
	☐
	☒

	19
	Export of data outside the European Union or importing of data from outside the UK?
	☐
	☒

	20
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	21
	Publication of data that might allow identification of individuals?
	☐
	☒

	22
	Use of data management system?
	☐
	☒

	23
	Data archiving?
	☐
	☒

	24
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and DPA (and/or any international equivalent):

	
	
All data will be encrypted and kept in password protected cloud storage on the University Office 365 system which will not be shared. Any USB sticks used to store or transfer data will be password protected. All data transfers will be encrypted and password protected.  All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in the password protected folder. The data will be stored until the completion of the project and then deleted. In accordance with the DPA2018, participants will have the right to ask to see what data is held relating to them, and this data will be deleted immediately if the participant requests this, in which case the data will not be used in the project.


(this box should expand as you type)

	25
	List all who will have access to the data generated by the research activity:

	
	The Principal Researcher (Myself)
The module lead marking the work


(this box should expand as you type)

	26
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	The Principal researcher (Myself)


(this box should expand as you type)

	27
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.  

	
	
All data will be encrypted and kept in password protected cloud storage on the University Office 365 system which will not be shared. Any USB sticks used to store or transfer data will be password protected, and will be reformatted at the end of the project in order to destroy the data. The data will be stored until the completion of the project and then deleted. 

(this box should expand as you type)

	28
	Please indicate if your data will be stored in the UWTSD Research Data Repository (see https://researchdata.uwtsd.ac.uk/ ).   If so please explain. (Most relevant to academic staff) 

	
	


(this box should expand as you type)

	29
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)

	YES
	☒

	
	
	NO
	☐

	30
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	YES
	☒

	
	
	NO
	☐





SECTION K: Declaration
	31
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	
	Signature of applicant:
	Ben Rees 
	Date: 05.12.22




For STUDENT Submissions:
	32
	Director of Studies/Supervisor:
	Anthony Burns
	Date: 05.12.22

	33
	Signature:
	

	



For STAFF Submissions:
	34
	Academic Director/ Assistant Dean:
	
	Date:

	35
	Signature:
	

	



Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:
	☒
	I have read the guidance notes supplied before completing the form.

	☒
	I have completed ALL RELEVANT sections of the form in full.

	☒
	I confirm that the research activity has received approval in principle

	☐
	I have attached a copy of final/interim approval from external organisation (where appropriate)

	☐
	I have attached a full risk assessment (and have NOT completed Section H of this form) (where appropriate)  ONLY TICK IF YOU HAVE ATTACHED A FULL RISK ASSESSMENT

	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice.

	☒
	I understand that before commencing data collection all documents aimed at respondents (including information sheets, consent forms, questionnaires, interview schedules etc.) must be confirmed by the DoS/Supervisor, module tutor or Academic Director.

	☒

	I have deleted the guidance notes before submitting the PG2 for consideration



	RESEARCH STUDENTS AND STAFF ONLY
All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.
You will be informed of the outcome of your claim by email; therefore it is important that you check your University and personal email accounts regularly.

	STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit  this form (and receive the outcome) via systems explained to you by the supervisor/module leader.



This form is available electronically from the Academic Office web pages: https://www.uwtsd.ac.uk/academic-office/appendices-and-forms/ 


Application Process

All staff research projects and all research students must submit the Ethical Approval Form to the University Research Ethics Committee via the Academic Office (pgresearch@uwtsd.ac.uk).   Staff research directly in relation to personal study for taught undergraduate or Masters programmes should be submitted via the Institute procedures explained below.

Taught masters and taught undergraduate research Ethical Approval Forms are considered within Institutes.  Institutes will provide details of the specific processes for this.  Where the Ethical issues within any single ethical application are of particular concern the Institute will refer these to the University Research Ethics Committee.   Any student activity that involves the collection of primary data needs to undergo Ethical approval, this includes assignment work as well as dissertations.   

Notes for guidance in completion of this form

Section A:  About You
Please complete all relevant sections

Section B:  Approval for research activity
Research proposals must be approved in principle before applying for Ethical Approval.  The proposal approval only becomes final when the ethical approval is received.  

The process for proposal approval varies according the individual and programme of study:
· Research students, by application on form PG1 to the Research Degrees Committee
· Taught students by review of research proposal within Institutes (Institutes provide specific details of these processes)
· Staff, by agreement by the Academic Director/Assistant Dean

Section C:  External Ethical Guidance materials
Many discipline areas are required to operate with the discipline specific codes of research ethics (for example health, psychology, education etc.), any such codes must be listed and you must tick to confirm that you have consulted with these.

Section D:  External Collaborative Research Activity
Provide details of the external collaborative partners, where appropriate you might want to submit a copy of the external collaboration agreement with the Ethical Approval Form.  If the partner requires the research to be subject to its own internal Ethical approval process then please provide details of that process and a copy of any final (or interim) approvals received from the organisation.

Section E:  Details of Research Activity
Remember that the individuals reviewing this Ethical Approval Form may not have seen your research proposal, and also may not be experts in the specific area of your research.  The information provided should therefore be jargon free and clearly stated.

Indicative Title:  please use the same title as used on the research proposal.

Purpose:  the Ethical approval process will want to ensure that the methods you propose are adequate and appropriate to address the research aims and objectives.  Excessive additional data collection can be seen as unethical.

Proposed Methods:  the Ethical approval process seeks to ensure that you understand the methods that are intended, and that the implementation of those methods will be appropriate and without unnecessary impact on respondents.  This section must explain how the methods described will lead to the collection of necessary and sufficient data, but not excessive data.  Please be specific.

Location:  this needs to mention geographical location and also local situation (for example, within Local Authority Offices in Cardiff, using a private room but close to other individuals).  If you are collecting data within an organisational setting then you need to explain the permissions that you have obtained to do this.

Research Activity outside of the UK:  please complete this section in detail, and note any guidance you have received.  Also describe your own familiarity (or not) with the location that you will be utilising.

Section F:  Scope of Research Activity
Please tick ALL of the research activities that might be undertaken.   If any additional types of activity are intended then please add an extra box and describe these.

If you have answered no to all questions in F then sections G and I do not need to be completed.  .  Signatures are still required in section K.

Section G:  Intended Participants
Please tick all categories that might apply.

Numbers & Source:  if you are using a series of different methods or research activities please list numbers for each stage/phase.  Be clear about how you will find respondents.   Will you use intermediaries, and if so how?  How will you ensure compliance with your sampling strategy?

Information for participants:  all participants should be appropriately informed about the research, what is expected of them and what will happen to the information that they provide.  The Ethical review process does not ask to see this documentation, but requires this to be reviewed and approved by the Director of Studies in the case of research students, the supervisor/module tutor in relation to students on taught programmes and the Academic Director/Assistant Dean in relation to staff research.

Section H:  Anticipate Risks
All research carries some level of risk.  The answers you provide to questions in this section will be reviewed to ensure that you have an appropriate understanding of the type of risks involved and how you can mitigate against these risks. If you have completed a full risk assessment, as required for example for laboratory work, field work, clinical tests, diving operations, or by a collaborative partner, you may append that to this form.  In that case, please tick the box indicating this has been provided.  You will not then be required to complete Section H.

Risk to participants   Think very carefully about how your actions/questions/discussions might affect the people you are involving as participants.  You might identify the risk as small but it would still be a risk.  Many types of question have the potential to make respondents less content with their life / job; you need to recognise and try to ameliorate any such effects
If these are business owners, time with you may reduce profit.  
In some locations physical risk is very real to both participants and yourself, please consider this.

Risk to you, the researcher   Think about where you will meet people, if there are any dangers involved in the location.  If you are meeting people as individuals think about using a public place.  In general do not visit people in their own homes or remote locations.  If you are talking to individuals about certain issues think about how their responses might affect you emotionally.  What about the risk of collecting insufficient data?

Risk to the University   When undertaking your research, you are acting as a member of the University (student or staff).  Professionalism is important, so it is important to be well organised and well prepared. Punctuality, clarity etc. are all part of this.  What will you do to ensure this?  You must ensure you do not harm the good name of the University in any way and do nothing to undermine the reputation of the research it conducts and sponsors.  Upholding high standards of conduct and integrity are vital in this regard. You must also conduct the research in such a way to minimise the potential for claims of negligence made against the University, its researchers and any collaborating individual or organisation. In this respect you should always comply with ethical, legal and professional frameworks, obligations and standards as required by statutory and regulatory authorities, as well as the university’s Research Integrity and Ethics Code of Practice.  Research misconduct in this respect can take many forms, including:
· fabrication: making up results or other outputs (eg, artefacts) and presenting them as if they were real
· falsification: manipulating research processes or changing or omitting data without good cause
· plagiarism: using other people’s material without giving proper credit
· failure to meet ethical, legal and professional obligations: for example failure to declare competing interests; misrepresentation of involvement or authorship; misrepresentation of interests; breach of confidentiality; lack of informed consent; misuse of personal data; and abuse of research subjects or material
· improper dealing with allegations of misconduct: failing to address possible infringements such as attempts to cover up misconduct and reprisals against whistle-blowers

Adverse Outcomes.  Think carefully about the possibilities, and cover here

Section I:  Feedback, Consent and Confidentiality

Feedback to participants:  outline your approach.   Will interview transcripts be shared with respondents to check accuracy?  Will summaries of questionnaire analysis be made available to respondents in some way?   Will an overview report be provided?  How and when?

Informed consent:   Draft letter / e-mail / or heading (or footer) section of questionnaire must be approved by DoS/supervisor (if research student), supervisor/module tutor if taught student, or Academic Director / Assistant Dean if a member of staff.
Confidentiality/Anonymity.  Explain clearly how you will ensure confidentiality and anonymity.

Section J:  Data Protection and Storage
Before completing this section it is necessary to read the University’s Research Data Management information.   The questions that follow are designed to ensure compliance with the Data Protection Act as well as established research protocols.

Many research activities will involve electronic transfer of data and use of data management systems in the summarisation and analysis of data.  You will need to explain these in relation to compliance with the Data Protection Act.

Think carefully about who will have access to your data, this will include supervisors and examiners. Also that a thesis will be made available via the University library and the British Library system.  If you are seeking an access bar for a period of time after completion then mention it here.  If you will provide a copy of your findings, or intend to give a presentation, to a facilitating/ supporting/accessing organisation then explain that in this section.  But also think about the general principle of data sharing, as explained in the Research Data Management information.

In terms of storage of data please ensure security, and also mitigate against loss of data.

Section K:  Declaration
Ensure the appropriate countersignatures have been provided
Look carefully at the checklist and ensure that you comply with and tick all that are relevant to your research.
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Carmarthen Business School

Interview Consent Form

Dissertation research project title: The impact of implementing artificial intelligence (AI) in marketing.
Research course: Bachelor of Arts: Business and Management
Research investigator: Ben Rees
Research Participants’ name: 

Dear Participant,

Thank you for agreeing to be interviewed as part of the above research project. *Attached to this letter are the interview questions that I have developed, which will assess the “effect of AI in marketing”, museums and archives through the answers you provide to the questions posed. There are no right, or wrong answers and your opinion will be valuable to knowledge building around income generation activity in the cultural sector. 
The interview should take approximately 15 minutes but there is no time constraint. Interviews will be conducted in a private meeting space and answers will remain confidential. The information recorded will contain nothing of a personal nature that would identify you, and you will not be expected to provide any personal information such as income bracket, home address, date of birth, etc. You are free to withdraw from the interview process at any time.
Academic research undertaken at UK universities requires adherence to ethical procedures, which includes seeking explicit agreement from participants to being interviewed and how the information contained in their interview will be used. The following information outlines the conditions of your participation and the purpose of your involvement. I would be grateful if you would read through this, then sign the consent form to certify that you approve the following:

· the interview will be recorded, and a transcript will be produced
· All answers will be anonymised, and no identifiable information will be requested from the interviewee
· the transcript of the interview will be analysed by “” as research investigator
· access to the interview transcript will be limited to the research investigator and dissertation tutor
· any direct quotations from the interview, or summary content, that are made available through academic publication or other academic outlets will be anonymized and care will be taken to ensure that no identifiable information will be made public
· the interview will be recorded on a personal device, accessible only to the research investigator. The recording will be deleted as soon as the interview has been transcribed
· The transcript of the interview will be stored on the research investigator’s personal OneDrive for Business application within “---”. The transcript will be deleted on completion of the dissertation
· The storage of information will comply with UWTSD’s data protection regulations, in line with national GDPR guidance

By signing this form, I agree that:
1. I am voluntarily taking part in this project. I understand that I don’t have to take part, and I can stop the interview at any time
2. The transcribed interview or extracts from it may be used as described above
3. I have read the Information sheet
4. I do not expect to receive any benefit or payment for my participation
5. I am comfortable with the arrangements outlined, and I understand that I am able to contact the researcher with any questions I may have in the future

_________________________
Printed Name

_________________________                                                     _______________
Participant Signature                                                                      Date

_________________________                                                     _______________
Researcher Signature                                                                      Date
If you would like me to share details of my findings on completion of the research, please let me know. 

I thank you for your time and participation. If any questions do arise, feel free to contact me at your convenience.


Researcher Name: Ben Rees
Tel: 
Email: 200374@student.uwtsd.ac.uk
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1. Have you ever heard of artificial intelligence (AI)?
2. Are you aware of any instances where AI may be used in marketing?
3. Where do you believe AI could improve your shopping experiences?
4. Have you ever encountered adverts or used chatbots when shopping online? 
5. Do you find personalised adverts useful when shopping online?
6. Do you prefer using a chatbot or talking to a person?
7. With your current knowledge regarding AI, would you be open to its use in marketing? 
8. Would you be more likely to purchase from an organisation that uses less AI compared to another? 
9. What are your thoughts on a more automated marketing approach? 
10. Do you have any concerns with the use of AI in marketing?
11. How important is a relationship and trust with a brand? 
12. Are you more likely to trust an organisation that doesn’t use AI compared to one that does? 


[bookmark: _Toc131018469]Appendix 4: Thematic analysis table


	Participants extracts 
	Meaning and interpretation
	Emergent themes/concepts

	
I've heard of it on the news, and I've kind of seen it in person with tailored adverts (1)
and when things have gone wrong, publicly. (1)
I think that might be AI being used for targeted adverts (1)

I have, yes, I search for one thing, and then I get all the adverts about that. (2)
Understand a bit more about the customer and then tailor your advertising towards that moving forward. (2)

Yes, there are chatbots on the computer that are automated, so presumably, they're artificial intelligence and also for the tracking systems on the computer (3)

Streaming services such as Netflix use AI to provide personalised recommendations tailored to our needs. (4)

In the past, I have heard of artificial intelligence. It’s something which I do not know a great deal about but have a basic understanding of. (5)

Yes, I’ve heard of AI, I’ve heard multiple good things about AI, like how useful they are now becoming in today's society. (6)

I am aware that social media uses AI to customise ads and posts to me by collecting data. For example, on Instagram, I follow many fitness influencers, AI uses this information to promote different gym wear (8)

Yes. I have heard of AI from social networks. I first heard of AI used in autonomous cars (9)
I've heard of it on news programmes, the tv and radio, they have lots of discussions on television, radio programmes, and yeah, technology programmes and news, things like that. (10)
	Consumers are aware of instances where AI is used however, their understanding is primarily based on personalised adverts. 

Very few consumers are aware of the other uses of AI besides personalised adverts 

Consumers are aware that their data is used to provide them with personalised adverts  




	1. Consumer knowledge 



	
Yes, they do draw me in. They understand my behaviours and my likes (1) 
I prefer using a chatbot because I think they're quicker. Yeah, they normally are able to resolve the problem without it being escalated to other people. (1)

by providing marketing on products, maybe in a field that I'm interested in that I don't necessarily know about it (2)
every now and then there is something I hadn't thought of, (2)

In terms of making shopping quicker, easier and more convenient, AI is needed. (5)
The adverts which are targeted on actual shopping websites I use quite a lot. (5)
I do not intend on using organisations with AI, however, I do typically use these because of how much easier and convenient they are. (5)

Personally, I prefer talking to a chatbot because they arguably have more knowledge on keywords linking to products (6)

Opens my eyes to products that I hadn’t thought of before. (7)

it makes it a lot faster to shop because it avoids me from scrolling through pages of items that I'm not interested in. (8)
Yeah, I find them very useful. But a lot of the time, I find myself buying stuff that I like but don’t need. (8)
tailor made ads of big offer items that I may miss without it (9)

	Consumers believe that AI can open their eyes to products they hadn’t thought of before  

Consumers believe that AI can make their shopping experience more convenient 

AI could provide consumers with the opportunity to get deals which they may have previously missed
	2. Convenience and awareness  

	
When I'm on websites, I can see lots of adverts around the screen. (1) 
in terms of customer services, I used it yesterday (1)

adverts every day, chatbots not as often (2)

Yes, I have, I shop regularly on eBay, and I see a lot of adverts (3) 
most time, the things it shows me are things I'm not interested in buying. (3)

I come across chatbots fairly often when I interact with customer service online. (4)
I come across adverts regularly on social media (4)
sometimes this is a bit annoying, and I feel like I'm bombarded with adverts (4)

If personalised adverts are on sites such as Facebook or Twitter, I just scroll past them and ignore them. I see them as pain or nuisance rather than being helpful (5)
Sometimes they are useful, but they can become repetitive as I see lots of them regularly, which can be annoying. (7)
it gets on my nerves sometimes and can put me off using a website where there are constant ads popping up (7)
Yes, I have come across adverts and chatbots many times. (8)
Yes, I have used a chatbot on various occasions in order to speak to a real human to dispute a complaint. I have also encountered ads all over YouTube and socials. (9)
when I’ve been shopping online, browsing online, and I get lots of pop-ups. (10)
but I must say that most of the time, it probably annoys me more. I find most of the time, I'm sort of saying, clicking on it and clicking off it or rejecting it, and I find it annoying (10)
	Consumer come across adverts and chat bots regularly 

The regularity of the adverts can be seen as an annoyance to many consumers 

Consumers would prefer to get more specific ads than get a deluge of irrelevant adverts
	3. Quality over quantity 

	
as long as data is not abused (1)
I feel that most companies that are marketed to me online, or that I see online or that I look for online, probably already use some sort of artificial intelligence (1)

there's no need for brand loyalty because the customer should always choose the best product and the best product for them (2)

I guess we don’t have a choice because so many businesses are now using AI in marketing (4)
Ultimately the main factor that influences my buying decision is the quality of the product or service. (4)

it’s all about the product at the end of the day (6)
it's very difficult hard to find a website or app that doesn’t use AI, so now it's become something that I just accept now. (8)
If there’s a product I like, I will just buy it for the cheapest price, if from a reputable salesperson/company. (9)
AI is going to be used in advertising whether I like it or not, and I don't really have any objections to it. (10)
I think If it's what I want if I want to buy something, It's not going to stop me if they use artificial intelligence. (10)
If I choose a brand, it'll be because it offers a certain sort of quality, image or price. (10)
	Many consumers don’t see AI as a differentiator, their primary focus is the quality and value of the product 

Brand loyalty isn’t really a factor 

A good service and product are more valuable than brand loyalty and whether an organisation uses AI or not

AI is generally accepted if it improves the product/service 
	4. Acceptance

	
Talking to a person, definitely (2)
A chatbot only has a select amount of responses that it can give you. Sometimes you need someone to use some common sense (2)

I prefer to talk to a person because I have used a chatbot last year and it didn't seem to understand what I wanted to know (3)

I do worry about future employment opportunities (4)
If everything is automated, then there will be no human interaction, and this may ruin the shopping experience. (4)
I find that the chatbots are quite generic and they only provide very basic advice (4)

My main concern would be if the process would completely replace and remove any form of actual human contact (5)
Speaking to an actual person, I find, is much easier than speaking to a computer or robot. (5)
there is still a need for individuals to be able to interact in certain instances. (5)


I prefer speaking to a real person every time. I feel the AI is not advanced enough (9)

I prefer to speak to a person, I've never actually used a chatbot, but I've seen a chatbot available when online. But would prefer to speak to a person (10)

	The implementation of AI is concerning regarding the impact that it will have on a human interaction

Human common sense and knowledge is still more valuable than AI systems such as chatbots 

AI chatbots are deemed to be limited, compared to having a conversation with a person, despite their perceived benefits such as response times. 

People would prefer to wait a little longer and talk to a person, rather than be seen quickly by a chatbot
	5. Human intelligence is valued 

	
My data being sold to companies. (1)

it uses people's data, but there's no issue with that data as long as it's not listed anywhere that it shouldn't be (2)
if companies are still using older methods of advertising that are not targeting properly, then are they not falling behind? (2) 


It would need to be regulated because it's obvious that artificial intelligence could be accessing people's personal information (3)

As long as the shopping experience remains ethical, and the AI does not break any privacy issues (5)

I don’t believe that AI can cause any type of harm (6)
if the organisation did use AI, I would believe they are more up-to-date and modern. (6)
My main concern is about my privacy I could google something out of curiosity like a one-off thing, but then keep getting adverts which aren’t very useful, which shows they are tracking what I'm looking at. (7)
I think that businesses that don’t use AI are more likely to be smaller and less well known, as the bigger companies are more likely to use AI. (7) 
If companies made it clear what information they are collecting and how they are collecting it would make me feel a lot more comfortable. (8)
I don’t really have any concerns, to be honest. (9)
I don't mind AI being used in marketing or advertising if it's used by companies that I'm genuinely interested in or companies that I have given permission to (10)
	Consumers primary concern is with the collection of personnel data, however many people don’t have concerns with their data being collected

Consumers aren’t necessarily concerned with the data being collected, it’s what happens to the data that is concerning 

As long as the company is regulated, and data collection remains ethical, there is little concern

Companies that use AI are seen as more up to date and are perceive as being larger companies more advanced.  



	6. Privacy concerns 






16

1

image3.png
Diffusion of Innovation
Adopter Categories

Critical Mass

135% | 34% | 3a% 16% | TIME

Innovators  Early Adopters  Early Majority  Late Majority Laggards





image4.png
#% ] nfysgol Cymru
N ¥ 0rindod Dewi Sant
\* University of Wales
Trinity Saint David




image1.png
Prifysgol Cymru

Y Drindod Dewi Sant
University of Wales
Trinity Saint David





image2.png
strategylies)

- Time horizon

Techniques and
= procedures




