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[bookmark: _Toc27210626]Chapter One: Introduction
[bookmark: _Toc27210627]1.1Background of the Study
As per the research of Mackey (2018), the organisations aim to induce different technological mediums, and they are applied in the organisational operations to enhance their productivity, and to earn feasible means to cope with the present market competition. Furthermore, Wirth (2018), noted in his research regarding the use of different marketing strategies, and its significance, which allows the organisation to get sustainable leads, and the business can be developed remarkably. Pimprikar (2017), in his research further defines the use of machine learning, and how it produces its influence on the marketing strategy of an organisation. As per the research of Boselli (2017), the current organisations highly relies on positive consumer experience, and Jaakonmäki (2017), further defines that organisations having positive consumer experience earns remarkable revenue, and the key examples of positive consumer behaviour are Apple, Sainsbury, and much more who has earned remarkable business with positive consumer behaviour. Hauser (2017), highlights in his research that the use of latest technological means has provided viable means as it is described above, and in the past decade the extensive use of machine learning has been determined, which is used by the organisations to enhance the influence of positive consumer behaviour, and significant outcomes have been obtained. 
As per the research of Opie (2019), 57% of the global business believe that the online services or online shopping experiences are significant, which allows the organisation to have positive consumer behaviour, and the organisations with the use of machine learning has provided viable means to their consumers to have customised shopping experiences, and the use of machine learning also allows the organisations to address the real-time queries of their potential consumers. On the other side, Laing (2017), highlights in his research that in the present era, a noticeable influence of digital marking has been determined that, and Petko (2017), further elaborates that presently digital marketing is all about data. It has been analysed from the research of Makin (2017), organisations strive to deal with such huge amount of data, and it is one of the common approaches that is used by the organisations to strengthen their marketing strategy as it is one of the prior operations for any organisations, and this approach is directly associated with the revenue of the organisation. 
[bookmark: _Toc27210628]1.2 Research Aim
The key aim of this research is to evaluate the use of Machine Learning and its implication in the marketing process, along with the impact on the senior management role. 
[bookmark: _Toc27210629]1.3 Research Objectives
This research will cover the following objectives:
1. To evaluate the role of machine learning in marketing processes. 
2. To examine the rise of machine learning in organisational marketing.
3. To determine the business impact after the use of machine learning. 
4. To investigate the relation between machine learning and artificial intelligence. 
[bookmark: _Toc27210630]1.4 Research Questions
This research will answer the following research question:
 How machine learning play its role for the organisations in their marketing process, and how benefits are earned after the use of machine learning approaches?
[bookmark: _Toc27210631]1.5 Problem Statement
As per the research of Morningstar (2017), marketing is one of the significant element for any organisation, and regardless of the sector where the organization is operating, marketing is considered as a mandatory practice to cope within the current industry environment and to achieve strategic organization goals successfully. This study has also highlighted this problem, and the influence of machine learning will be evaluated in this research and its relation to marketing in different organisations. Furthermore, this research has also determined the role of artificial intelligence, and its amalgamation with the machine learning has been determined, which will be studied in this study, how artificial intelligence and machine learning are interrelated with each other, and how organisations can use artificial intelligence along with machine learning to perform sustainable marketing, and how organisations can increase their revenue with the use of this approach.   
[bookmark: _Toc27210632]1.6 Research Significance
According to the research of Laing (2017), organisations highly relies on the use of different technological means for their different business operations in which marketing is considered as one of the core operations for an organisation to market their products or services among their potential consumers. It has been determined that the organisations use different mediums for marketing their products, and there is a gap identified in the current researches regarding the use of latest technology means that can be used for different marketing processes. This study is significant because the aim of this study is focused on using machine learning along with artificial intelligence in the marketing process. This study will evaluate different sources regarding the use of artificial intelligence and machine learning, and significant factors will be analysed for the organisations to induce sustainability in the marketing processes for their organisation. 
[bookmark: _Toc27210633]1.7 Research Layout
 The complete research will be based on five different chapters in which the first chapter of this research will define the research aims and objectives along with the research question and a brief background of the study on which the research will be conducted. Furthermore, the objectives set out in the first chapter will be defined briefly in chapter two of this research in which different notions and concepts of different researchers will be critically analysed that complies with the aim of this research. Furthermore, several methods will be adopted to conduct this research, which will be defined in chapter three of this research. Moreover, the results along with its discussion, will be addressed in chapter four of this research. The fifth chapter of this research will conclude the whole research, and some future recommendations will also be addressed in the last chapter of this research. 



[bookmark: _Toc27210634]Chapter Two: Literature Review
As per the research of Mackey (2018), machine learning has been used in different organisational operations, and specifically in the marketing operations organisations face various difficulties to incorporate sustainable means within their organisation, and the traditional marketing means are not sufficient to provide the desired outcomes. On the other side, Wirth (2018), in this research, defines the functional marketing areas, which produces its influence on the whole organisation. Pimprikar (2017), in his research define that the use of artificial intelligence is considered as one of the significant media, and sustainability within the marketing operations can be induced, which will provide sustainable grounds to the organisation to achieve their strategic goals. 
Furthermore, Boselli (2017), in his research, elaborates that marketing and consumer behaviour is directly associated with each other. As per the research of Jaakonmäki (2017), the use of sustainable marketing mediums can be used to integrate a positive consumer behaviour, which will play a positive role for the organisational revenue, and the strategic objectives can be achieved successfully. According to the research of Hauser (2017), the marketing approaches should be completed with the use of new approaches in which machine learning is one of a significant medium that can be used to run successful marketing campaigns, and the strategic outcomes can be obtained successfully. 


[bookmark: _Toc27210635]Chapter Three: Methodology
[bookmark: _Toc27210636]3.1 Research Philosophy
This research will be based on positivism research philosophy. As per the research of Laing (2017), the use of positivism research philosophy allows the researcher to evaluate the natural phenomena along with their relations and properties. Furthermore, Petko(2017), in his research, defines that the use of positivism research philosophy allows the researcher to interpret different logics and reasons that can be used to evaluate the research aim. However, the use of positivism research philosophy in this research will play a vital role because the key concept behind this research is to evaluate the use of machine learning and its applications on the marketing processes. The use of positivism research philosophy will be used to interpret different logics and reasons, and it can be applied significantly to achieve research aim significantly. 
[bookmark: _Toc27210637]3.2 Research Approach
This research will base on the inductive research approach. The reason underpinning the use of inductive research approach because it provides significant means to the researcher to collect the data relevant to the research topic, and the research aim can be achieved successfully. Morningstar (2017), in his research, defines that the use of inductive research approach allows the researcher to collect the data as per the required pattern that complies with the research aim, and the study can be completed successfully.
[bookmark: _Toc27210638]3.3 Research Method
This research will be based on a quantitative research method. As per the research of Opie (2019), the quantitative research method provides vital means to the researcher to emphasise the statistical or mathematical data collected with the use of the questionnaire. However, the use of quantitative research method will provide viable means to perform the structured research, and the population representation can be defined within the whole research. However, in this research, the use of quantitative research method is significant because it will provide sufficient means to the researcher to evaluate the use of machine learning and artificial intelligence, and its implication on the marketing approaches can be described sufficiently, and the research aim can be achieved successfully. 
[bookmark: _Toc27210639]3.4 Data Collection Method
In this research, the data will be collected with the use of primary data collection method. In this research, the data will be collected with the use of the questionnaire. According to the research of Morningstar (2017), the use of questionnaire allows the researcher to evaluate the quantitative data, and it is considered as one of the cost-effective methods, and the researcher earns an aid to send the questionnaire to the respondents, and the results can be obtained within the meantime. However, in this research, the questionnaire will be collected from 50 different respondents who are working on senior management positions, and their job is to perform the marketing operations within their organisations. 
[bookmark: _Toc27210640]3.5 Sampling Technique
In this research, the purposive sampling will be used. As per the research of Boselli (2017), the use of purposive sampling technique provides sufficient means to the researcher to select the respondents who will participate in this research. However, in this research, the use of purposive sampling will play a significant role because the researcher will earn an aid to choose the senior management individuals who are playing their role in the marketing operations in an organisation. This approach will incorporate 50 different respondents associated with the marketing operations, and the use of machine learning along with artificial intelligence can be evaluated significantly, and the research aim can be achieved successfully. 
[bookmark: _Toc27210641]3.6 Data Analysis
In this study, the data will be evaluated with the use of graphical representation, and thematic analysis will be used to conduct this research. The reason underpinning the use of graphical representation along with the thematic analysis, and the researcher can construct different themes as per the developed questionnaire, and the research aim can be completed significantly. 
[bookmark: _Toc27210642]3.7 Inclusion and Exclusion
In this research, the respondents having the experience of a minimum of three years in the marketing operations will be included in this research. Furthermore, the data published before 2010 will be excluded from this research, and the data published after 2010 will be included in this research.  
[bookmark: _Toc27210643]3.8 Ethical Considerations
This research will ensure to meet all the ethical considerations while conducting this research. In this research, the researcher will ensure not to disclose the information of the research respondents, and the researcher will also ensure to provide all the acknowledgement to the researchers whose researches will be incorporated in this research. Furthermore, the researcher will incorporate sustainable mediums to mitigate the aspects of copyright infringement, and the data will be incorporated adequately. 
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