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[bookmark: _Toc231551535]ABSTACT 
This study sought to determine the effect of artificial intelligence on modern marketing practices in financial service firms with a special focus on Admiral Group. In order to do this, the study set out three specific objects as follows - assess the relationship between content creations on marketing practices, determine the relationship between marketing efficiency on marketing practices, and test the effect of decision support on marketing practices at Admiral Group Insurance. Self-administered questionnaires were distributed among employees working in communications, marketing and sales. A sample of 52 participants from Admiral Group participated in this study. The results showed that statistically significant effect of marketing efficiency and decision-making support capabilities of AI on modern marketing practices. However, the results showed despite participant’s perception that AI helped them create content, it lacked significant power to transform marketing practices. However, the study experienced three limitations use of a sample, single case study, self-reported measures, and cross-sectional data. The study recommended that further studies to expand the sample size, multiple case studies, and longitudinal or mixed study designs. 
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[bookmark: _Toc231551538]CHAPTER 1: INTRODUCTION
[bookmark: _Toc231551539]Definition of Key Concepts 
Artificial Intelligence capability is information by the concept of intelligence. According to Legg and Hutter (2007), it involves the ability to interact, learn, adopt, and then resort to information which stems from experiences. Artificial in itself, involves something developed by human and replicated traits of natural behaviour. Mikalef and Gupta (2021) integrates the two concepts to form artificial intelligence and defines it as the ability of a system to identify, interpret, make reference, and learn from existing data to attain predetermined social and organizational goal. 
Modern marketing practices refers to a shift that has occurred over the years from traditional model of marketing and creating value for customers to most contemporary approaches, strategies, and tools (Bose, 2010). Organizations now rely on these elements to create value, communicate value, and deliver it within digital spaces. Modern marketing practices is heavily shaped by communication channels, real time data, and digital tools (Nordin and Ravald, 2023). 
[bookmark: _Toc231551540]Significance of the topic 
The findings from the study are expected to make three contributions. Academically, the results are expected to extend the current debate concerning the effect of AI and marketing practices. Practically, the results are expected to benefit personnel at Admiral Group. Third, the results are expected to show theoretical implications and support of policy advocacy among financial institutions. 
[bookmark: _Toc231551541]Purpose of the research
[bookmark: _Toc231551542]Background of the study
Modern marketing practices in financial service firms have undergone significant transformation following the adoption of artificial intelligence capabilities (Riikkinen et al., 2018). Traditionally, marketing practices in financial service firms focused more on manual campaign development, conventional advertising, as well as complex areas of customer segmentation (Singh, and Chivukula, 2020). However, the advancement of artificial intelligence (AI) supported tools and related capabilities has enabled insurance firms to adopt agile, data-oriented, and customer-cantered marketing practices (Wilkinson et al 2023). Such a continued way of transforming how marketers work has led to increased opportunities to become more efficient, higher customer engagement, and sustainable advantage against traditional firms (Kodali, 2020). As insurance firms invest more in digital transformation, developing a critical insight into how AI now shapes modern marketing practice remain one of the academic and practical agenda in the modern history. 
[bookmark: _Toc231551543]Statement of the Problem
Despite increasing adoption of artificial intelligence tools, there is limited empirical research that explores the perception of marketing professionals within this industry about the effect of AI on modern marketing practices specifically among insurance firms with special focus on Admiral Group in the County of Cardiff. Therefore, there is need for empirical research that can bridge this gap. There is need for a study that can examine ways that AI capabilities focusing on content creation, efficient, and decision-making support system are affecting modern marketing practices among insurance firms. The study sought to use cross-sectional correlational research focusing on survey method. Survey instruments were distributed to teams involved in marketing, customer relationship, communication, customer engagement, and digital insurance at Admiral Group. Mixed method of analysis was used to generate descriptive and inferential statistics describing firms and hypotheses test. 
[bookmark: _Toc231551544]Proposed aim, objectives, and Questions
[bookmark: _Toc231551545]Proposed Aim
[bookmark: _Hlk231533818]This study sought to examine the effect that artificial intelligence has on modern marketing practices among financial service firms in the County of Cardiff with special focus on Admiral Group
[bookmark: _Toc231551546]Objectives
i. To assess the relationship between content creation on marketing practices at Admiral Group Insurance
ii. To determine the relationship between marketing efficiency on marketing practices at Admiral Group Insurance
iii. To test the effect of decision support on marketing practices at Admiral Group Insurance
[bookmark: _Toc231551547]Questions
i. What is the relationship between content creation on marketing practices at Admiral Group Insurance?
ii. What is the relationship between marketing efficiency on marketing practices at Admiral Group Insurance?
iii. What is the effect of decision support on marketing practices in insurance firms at Admiral Group Insurance?
[bookmark: _Toc231551548]Research Outline 
The study covers four chapters. The introduction presents the background and problem of the statement to understand the aim of research. Chapter two review empirical research and theoretical frameworks to achieve the variables of study. Chapter three will present a blueprint to collect and analyse data. While chapter four offer limitations and recommendations to future researchers.

[bookmark: _Toc231551549]CHAPTER 2: LITERATURE REVIEW
1 [bookmark: _Toc231547139][bookmark: _Toc231549934][bookmark: _Toc231550862][bookmark: _Toc231551550]
[bookmark: _Toc231551551]Theoretical Frameworks
[bookmark: _Toc231551552]Dynamic Capabilities Theory 
This study adopted the dynamic capabilities theory developed by Teece, Pisano, and Shue (1997) to explain ways that insurance firms develop and leverage on artificial intelligence capabilities making them adapt easily within the modern digital market. Teece et al posits that firms attain competitive advantage because of the ability to integrate, reconfigure, and implement internal resources making them respond to market dynamics. The theory remains applicable to this study because AI tools form strategic firm capabilities that allow them to transform their marketing operations to meet customer evolving needs. The theory operationalises AI capabilities variable along three capability constructs – AI content creation, marketing efficiency, and decision support. Specifically, the study measured content creation by focusing on production speed, enhancement of creativity, and consistency in posting (Sadiq et al., 2021). Marketing efficiency was measured based on reduction of cost, ease of developing campaign, and improvement in workflow (Hansen et al., 2024). While decision making was measured with the support of predictive analytics, generation of customer insights, and data-based decisions. 
[bookmark: _Toc231551553]Market Orientation Theory
The study sought to adopt the market orientation theory to explain application of different dimensions of modern marketing practices with the insurance sector. Specifically, proponents of the theory maintain that firms achieve better performance when they continue to create market intelligence, respond to customer needs, and coordinate activities that create value (Bose, 2010). The study sought to use this theory because of how it applies to the current research on modern marketing practices. Specifically, firms in finance and insurance are now moving towards adoption of AI capabilities to enhance customer-centricity, use of data to make decisions, integrate digital tools, and agility (Brodie, Coviello, and Winklhofer, 2008). All these are now supported with the help of AI technologies. The theory was anchored on modern marketing practices variable. 
[bookmark: _Toc231551554]Empirical Review 
Kumar, Srivastava, and Bisht (2019) studied the effect of AI in insurance sector. The study developed a conceptual model to measure the effect of AI and customer satisfaction in marketing. Quantitative method was adopted to collect data from insurance owners. The study concluded that AI increased satisfaction by ensuring that marketers provide value. However, the study presents a contextual gap of focus on insurance companies in the US drawing a need to focus on the County of Cardiff. The study fails to study content creation, efficiency, and decision making. The failure to also study marketing practices limits understanding of effects. Similarly, Mikalef and Gupta (2021) developed a marketing model in the insurance with focus on AI. The study adopted a mixed method that led to a survey of 400 participants and 12 key informants. The study results showed strong positive effect of artificial intelligence capabilities on sustainable marketing practices. Specifically, they argued that AI capabilities helped insurance firms analyse big data, personalise marketing campaigns, and optimise decision support. However, despite such results, the study experiences contextual gap for its failure to research insurance firms in the County of Cardiff. The study also failed to operationalise AI capabilities into content creation and marketing efficiency. Different measure of AI capabilities affects marketing practices. 
Mullins, Holland, and Cunneen (2021) focused on Ping A case study to explore the effect of AI in insurance companies. They concluded that a majority of AI focuses on AI processes. They also argued that integration of AI business process capabilities and innovation affects general business model. Such a model can include either reduction in costs, improvement in services, or changes in offering. However, the study failed to explicitly show how AI capabilities such as content creation, efficiency, and decision support systems enhance marketing practices. This study sought to fill these gaps. Dubyna, Popelo, and Shvets (2025) also conducted a similar study to examine the comprehensive overview of theory and practice of AI when marketing insurance services. Quantitative research was adopted by surveying a sample of 100 marketers in insurance firms in India. Results showed content creation and efficiency increased modern marketing practices through data, customer centred, and automation. Despite these results, the study experiences contextual gap for its failure to study insurance firms in the County of Cardiff. Besides, the results cannot be generalised because of its focus on Indian firms that operate in different market, exposure to regulatory frame affecting AT technologies. 
[bookmark: _Toc231551555]Conceptual framework
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[bookmark: _Toc231551556]CHAPTER 3: RESEARCH METHODS AND METHODOLOGY 
2 [bookmark: _Toc231547146][bookmark: _Toc231549941][bookmark: _Toc231550869][bookmark: _Toc231551557]
[bookmark: _Toc231551558]Research Philosophy
Positivism research philosophy was adopted to examine the relationship that exists between AI Capabilities and modern marketing practices in insurance firms with special focus on Admiral Group. Positivism was appropriate to help test the relationship s between constructs of AI Capability and modern marketing. It is easier to observe and measure variables through questionnaires. 
[bookmark: _Toc231551559]Research Paradigm
Quantitative research paradigm was adopted to help collect numerical data. It is also suitable for this research because it will help determine the effect of AI capabilities on modern marketing practices. It will allow the study to apply correlational analysis such as correlation and multiple linear regression analysis. 
[bookmark: _Toc231551560]Research Approach 
Deductive research approach was adopted in this study to test dynamic capability theory and modern market orientation theory. The study reviewed theories and then conceptualise their constructs within AI and marketing practices. It is appropriate in this study because it relies on testing relationship between variables. 
[bookmark: _Toc231551561]Research Methodology
Quantitative research method was adopted for purposes of examining how AI influences modern marketing practices among insurance firms. The quantitative method will collect data to help measure the effect of all three variables of AI capabilities and create supported findings (Bryman and Bell, 2015). Additionally, quantitative is suitable to the study because of the opportunity to collect standardised data from representative sample size, conduct objective analysis, and test hypotheses (Collis and Hussey, 2013). 
[bookmark: _Toc231551562]Research Strategy
Quantitative case study strategy was adopted because it will allow examination of how AI capabilities affect modern marketing practices at Admiral Group. The strategy also allows the opportunity to conduct an empirical study within organisational context hence, developing deep insight on how insurance firm applies AI capabilities. Questionnaires were distributed to employees working in marketing, customer relationship, communication, customer engagement, and digital insurance at Admiral Group
[bookmark: _Toc231551563]Sampling Method
The population for the study is approximately 60 working in different departments. The data was collected from company teams involved in marketing, customer relationship, communication, customer engagement, and digital insurance at Admiral Group. Purposive sampling was applied in this study to identify participants in different teams (Denscombe, 2012; Yin, 2013). Specifically, the study sampled out personnel that interact with AI Capabilities at Admiral Group Insurance. 
[bookmark: _Toc231551564]Data Collection
Structured questionnaires were used to collect primary data from participants (Easterby-Smith, Thorpe, and Jackson, 2015). Self-administered questionnaires were distributed through Google forms. Structured closed questions were designed and include standardised questionnaires (Greetham, 2009). Likert scale items were designed to make it easier for participants to fill the questionnaire within short period. The approach will give participants an opportunity to evaluate (Robson, 2011) the extent to which AI tools helps affect marketing practices. Besides, literature will inform how to design the questionnaires. 

[bookmark: _Toc231551565]Data Interpretation
Mixed method was applied to analyse and present findings (Saunders, Lewis, and Thornhill, 2012). Frequencies and percentages were generated meaning the size, number of years in operation, level of adopting AI capabilities, budget allocated to digital tools, the number of customers the firm serves, and duration to use AI. Moreover, mean and standard deviation was used to assess the extent use of AI capabilities and marketing practices measured using data driven marketing, customer-centred, responsive marketing, and automated integration. 
Multiple linear regression was adopted to test the three hypotheses. R-squared measured the degree of variation in modern marketing performance determined by AI capabilities. Analysis of variance tested the general effect caused by regression while standardized coefficients were used to indicate the direct and magnitude of relationship. 
[bookmark: _Toc231551566]Ethical Considerations 
The study objectively research permission from the school because data collection involve humans working across different departments at Admiral Group. Informed consent was sought from all participants. Every participant was informed about the objective and purpose of the participating in the study. Besides, confidentiality and anonymity were accorded to every participant. Participation was voluntary with the rights to withdraw at any stage. 


[bookmark: _Toc231551567]CHAPTER FOUR: DATA ANALYSIS AND DISCUSSION 
3 [bookmark: _Toc231547157][bookmark: _Toc231549952][bookmark: _Toc231550880][bookmark: _Toc231551568]
[bookmark: _Toc231551569]Introduction
This section presents the results from primary data collected from participants working at different departments at Admiral Group. The survey achieved a response rate 70% from a total sample of 60 targeted participants. The primary data sought to examine the effect of AI technologies on the modern marketing practices at Admiral Group. The section is divided into three parts – demographic information, regression analysis, and discussion. 
[bookmark: _Toc231551570]Demographic Participant Information
[bookmark: _Toc231551571]Basic information 
The results in Table 1 below shows participants were drawn from different departments working at Admiral Group. A majority of participants were drawn from digital insurance (23%), customer engagement (21%), and marketing departments (12%). Most of participants worked as head of departments (29%), supervisors (21%), and managers (13%). Most of the participants have worked for a period of four to six years (44%) than those in 1-3 years and 7-10 accounting for 17% respectively. 
[bookmark: _Toc231551590]Table 1: Basic Information
	Variable name
	Variable categories
	Frequency (n = 52)
	Percentage (%)

	Department
	Digital insurance
	12
	23.08

	
	Customer engagement
	11
	21.15

	
	Marketing
	10
	19.23

	
	Corporate communication
	9
	17.31

	
	Customer relationship management 
	9
	17.31

	
	Other
	1
	1.92

	Current position 
	Head of department
	15
	28.85

	
	Supervisor
	11
	21.15

	
	Manager
	7
	13.46

	
	Team Leader
	7
	13.46

	
	Executive 
	6
	11.54

	
	Senior manager
	4
	7.69

	
	Other
	2
	3.85

	Length of service (years)
	0-1
	3
	5.77

	
	1 – 3
	9
	17.31

	
	4 – 6
	23
	44.23

	
	7 - 10
	9
	17.31

	
	above 10
	8
	15.38

	Professional Experience
	Very low
	2
	3.85

	
	 Low
	5
	9.62

	
	Neutral
	16
	30.77

	
	 High
	20
	38.46

	
	Very high
	9
	17.31




[bookmark: _Toc231551572]Level of involvement in marketing activities
Figure 1 below presents the extent to which participants indicated they were involved in marketing activities. Most participants (38%) had high involvement. While 31% were undecided. Only a few had very low to low involvement. Similarly, about 17% had very high involvement in marketing activities. 
[bookmark: _Toc231551598]Figure 1: Level of involvement in marketing activities (%)


[bookmark: _Toc231551573]AI Capability 
[bookmark: _Toc231551574]Content Creation
The summary of content creation analysis presented in Table below indicates the mean and standard deviation values. The overall scores indicate clearly that most of the employees working at Admiral Group who participated in the study achieved an overall score of 4.04 and small standard deviation. Most of the participants agree that the firm relies on AI technologies to support creation of digital content for use across different departments such as marketing, customer engage, communication, as well as other related departments. A low score on standard deviation shows that a majority of participants has similar opinion concerning the value of AI in support of content creation. Therefore, AI remain an important technology that supported modern marketing practices at the Group. 
Comparative analysis showed strong support comes from the ability of AI to help the group in generating most innovative ideas needed among those in the marketing campaigns and communication departments (. AI forms an important enabler of innovation and creativity. Additionally, AI supports consistent sending of messages across channels (, creation of quality content to enhance marketing (, reduction in the total time the team uses to generate marketing and communication resources (, and review and refinement of initial ideas (. Therefore, AI plays a role in enhancing creative minds, quality controls, and continuous production of content. 
However, most participants disagreed on some items. For example, some participants indicated AI played a lower role communication process (, campaign process (. All these scores reveal that participants are likely to consider the role of AI in creativity, quality assurance, and consistency in branding. However, it serves little role development of campaigns, and speeding up creation of content. High standard deviation scores also show strong divergence in perceptions among participants working across different departments. This clearly shows the firm has not succeeded in implementing similar AI technologies across departments. Besides, opportunities remain across departments for Admiral Group to leverage and create competitive advantage. 



[bookmark: _Toc231551591]Table 2: Summary of content creation analysis 
	Statements
	Mean
	Std. Deviation

	We use AI to help us come up with innovative ideas to support our marketing and communication campaigns
	4.62
	0.60

	We use AI to assist us maintain consistency in our brand messaging in all our channels
	4.48
	0.67

	My department relies on AI to attain the overall quality of marketing content we produce
	4.44
	0.75

	We spent less time whenever we use AI to help us create marketing and communication resources
	4.40
	0.60

	We rely on AI to quicken the process we take to review and refine content
	4.17
	1.12

	We now see AI as an important to support our department to develop and create content
	4.00
	1.05

	AI helps us to create content that meets the need of customers
	3.96
	0.93

	It is easier now for us to use AI to generate content to support our marketing campaigns and engagement with customers
	3.48
	0.73

	We rely on AI to improve our creativity whenever we develop marketing campaigns and communication materials
	3.48
	0.73

	We use AI to allow us develop marketing and communication content faster
	3.48
	0.73

	Overall score
	4.05
	0.28



[bookmark: _Toc231551575]Marketing Efficiency
The table below presents the findings on the capability of AI in marketing efficiency. The overall score shows a mean of 3.73 and 0.39 standard deviation. There is a general agreement among participants working in different departments that AI helps them achieve activities associated with marketing efficiency. A relatively lower standard deviation score shows that a majority of participants had similar converging opinions. However, the impact remains not fully leveraged across all the departments. This is because even though some benefits are evident across some functions, some are yet to realise the benefits.
Comparatively, the results show four core areas where the group has managed to leverage on AI to enhance marketing efficiency. For example, there was a high agreement across participants that AI helped them to allocate tasks ( it ensured that a majority of employees focus on relevant activities (. Additionally, results showed AI helped them improve how the firm communicates and engages with customers ( and ensured that employees spend less time working on plans and campaigns (. Therefore, participants considered AI more important in enhancing production, as a strategic tool, and improved effectiveness. 
However, the results also achieved contrary opinion from the participants. Specifically, participants indicated weak support towards the ability of AI to reduce manual marketing activities (, faster implementation of campaigns (, routine activities in departments like communication and marketing (. Additionally, the findings revealed that AI helped then optimise allocation of resources as well as budgeting (, as well as coordinating of marketing functions (. All these results indicate clearly that while AI is important in acting as a strategic and a performance tool when it comes to support of day-to-day efficiency at Admiral Group. High standard deviations show variations in how AI is applied across departments at the Group. Hence, gains from AI remain unevenly distributed across departments. 
[bookmark: _Toc231551592]Table 3: Summary of marketing efficiency analysis
	
	Mean
	Std. Deviation

	Our overall marketing and efficiency have improved because of AI
	4.08
	0.95

	AI allows us to focus on important activities
	4.08
	0.97

	Marketing, customer engagement, and communication functions have improved because AI
	4.02
	0.70

	We use to help us reduce the total time we need to plan and implement marketing campaigns
	4.02
	1.09

	AI enables us to cut down on total costs incurred when we market our services
	3.85
	0.87

	AI allows us to coordinate similar marketing activities
	3.60
	1.03

	We use AI to allow us optimise how we use marketing resources and budgeting
	3.56
	0.92

	We use AI to enhance our efficient routine marketing and communication roles
	3.42
	0.82

	We use AI to implement marketing campaigns faster
	3.37
	0.99

	We use AI to minimize our manual work around marketing processes
	3.33
	0.98

	Overall Score
	3.73
	0.39



[bookmark: _Toc231551576]Decision Making
The table below shows a summary of responses on the capability of AI in support of decision making among Admiral Group departments. The overall score shows moderate perception concerning the role of AI to support decision making among departments). Such as score show general agreement among participants working in different departments that AI helped them make decisions. However, a relatively lower score than content creation and marketing efficient might as well indicate some levels of dependence on human judgements and personal experiences whenever they make decisions that affect customers and engagement. 
Comparatively, five statements were found to support the capability of AI to support decision making at Admiral Group. Specifically, such a support came from areas associated with predictive analytics and customer intelligence. For example, employees agreed that AI helped them predict how customers were likely to behave at current and in future). This brings out the perceived strengths that AI has in forecasting and analysing of behaviour. Additionally, he results showed that AI had assisted employees in generating accurate insights  and ensuring that marketing department segments customers. In addition, the results showed that AI helped the marketing departments to understand preferences and needs, and speeding up the rate at which employees make decisions 
However, the results also show that all the statements failed to support the use of AI to help departments make decisions. For example, five statements cored lower ratings than the rest of the statements. For example, participants noted less capability of AI to help them make campaigns , and improvement in how them make decisions around marketing ), helps the department when they seek to generate trends about marketing  as well as the ability the ability to assist employees come up with quality decisions that can drive insights . Therefore, lower perceptions among employees working at Admiral Group was a clear indication that even though they have acknowledged the benefits that AI has in enhancing decision making through creation of insights, there is less evident in how AI contributes towards the broader benefits. 

[bookmark: _Toc231551593]Table 4: Summary of AI capability in decision making 
	Items on use of AI capability on decision making
	Mean
	Std. Deviation

	AI is able to provide us with more reliable predictions about current and future trends on customer behaviours
	4.02
	1.04

	We now have accurate customer insights as a result of using AI
	3.79
	0.91

	AI helps us to segment customers and how to target them
	3.77
	0.94

	We use AI to help us identify needs and preferences of every customers in the most effective manner
	3.65
	1.03

	AI generates decisions more fasters concerning customer engagement activities
	3.62
	1.14

	AI helps us to conduct assessment concerning the effectiveness of marketing campaigns
	3.46
	0.85

	AI has given us more ability to come up with informed marketing decisions
	3.42
	0.82

	AI assists us to generate relevant market trends
	3.29
	1.00

	AI makes us improve the quality of decisions we make with the help of data-driven insights
	3.27
	0.89

	AI enhances our actionable insights to improve how we plan
	3.23
	0.90

	Overall Score
	3.55
	0.35



[bookmark: _Toc231551577]Modern Marketing Practices 
The results presented in the table below shows perception of employees concerning modern marking practices at the company. The results show lower rating on the perception towards modern marketing practices at the company with an overall score of The results indicate only moderate agreement concerning adoption of modern marketing practices. Respondents from different department across the company indicate the company practices modern marketing practice. However, the perceived practice seemed weaker. Besides, a relatively lower standard deviation clearly shows reasonable agreement among participants. Additionally, lower scores indicate while some items support areas of practices, some do not support such practices. 
Despite low rating score, strongest support for modern marketing practices at Admiral Group. For example, the strongest support for statements from the table comes from perceptions concerning the use of digital technology, use of analytics and real time information, customer preferences and needs, personalised experiences, and improvement in effectiveness. Specifically, the results showed that most of participants agreed Admiral used digital technologies for purposes of supporting their marketing and customer experience (. The company also used real time information and analytics to support marketing decisions (. The company continues to design marketing strategies draw insight and respond according to preferences and needs of customers (
[bookmark: _Toc231551594]Table 5: Summary of modern marketing practices
	
	Mean
	Std. Deviation

	We use digital technologies to support our marketing and customer engagement activities
	3.69
	0.88

	We use real-time information and analytics to support our marketing decisions
	3.67
	1.20

	We design our marketing strategies to understand and respond to customer preferences and needs
	3.58
	0.91

	Admiral Group is now effective in how we deliver personalised experiences to customers
	3.52
	1.13

	We use automation and digital tools to improve effectiveness of our marketing activities
	3.50
	1.09

	In overall, Admiral Group achieves features of modern marketing practices
	3.48
	0.85

	We have the ability to adapt all our activities fasters according to market conditions
	3.42
	1.00

	We now have more responsive, flexible, and customer focused marketing processes
	3.37
	0.77

	We have integrated our marketing activities across different digital communication channels
	3.33
	0.79

	Admiral Group uses customer data and insights to drive marketing activities
	3.33
	0.94

	Overall Score
	3.48
	0.48



[bookmark: _Toc231551578]Regression analysis
 The model summary showed below indicates 18.8% variation in modern marketing practices is caused by predictors. However, despite a significant variation, 81.2% is caused by other factors not included in this study. 
[bookmark: _Toc231551595]Table 6: Model summary 
	R
	R Square
	Adjusted R Square
	SEE

	.485a
	0.235
	0.188
	0.42185

	a Predictors: (Constant), DM, CC, ME

	b Dependent Variable: MMP
	




The analysis of variance between shows that in overall, the moderate variation is significant. There is statistically significant effect between predictors and dependent variable (The results showed statistically significant effect of marketing efficiency (
[bookmark: _Toc231551596]Table 7: Analysis of variance
	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Regression
	2.631
	3
	0.877
	4.928
	.005b

	Residual
	8.542
	48
	0.178
	
	

	Total
	11.173
	51
	
	
	

	a Dependent Variable: MMP
	
	
	
	

	b Predictors: (Constant), DM, CC, ME
	
	
	




[bookmark: _Toc231551597]Table 8: Standardised coefficients
	
	Beta
	t
	Sig.
	Partial
	Part
	Tolerance
	VIF

	(Constant)
	1.57
	1.524
	0.134
	
	
	
	

	CC
	-0.141
	-1.099
	0.277
	-0.157
	-0.139
	0.966
	1.035

	ME
	0.355
	2.713
	0.009
	0.365
	0.342
	0.931
	1.074

	DM
	0.267
	2.042
	0.047
	0.283
	0.258
	0.935
	1.069

	a Dependent Variable: MMP
	
	
	
	
	
	
	





[bookmark: _Toc231551579]Discussion 

The results are in support of the hypothesis that there is a positive relationship between marketing efficiency and modern marketing practices adopted by the company. In all the three independent variables artificial intelligence, the results showed that marketing efficiency attained the strongest unique contribution to the marketing practices with a statistically significant effect than the rest of the variables. The results indicate clearly that modern marketing practices across different departments at Admiral Group Insurance goes beyond adoption of recent advanced technologies supported mainly by artificial intelligence. Specifically, it is evident that the company has adopted artificial technologies that can assist them cut down the total time they spend on planning, implementation of campaigns, streamlining all the processes, while at the same time, ensuring that staff now frees most of their time to now focus on what matters. The findings are supported by the Dynamic capabilities theory which explain that companies have transformed their modern marketing practices by adopting AI technologies that can create more value for them. Marketing managers and those working in other departments are now moving away from traditional marketing practices where they spent most of their time to now leverage on creation of value with the help of technology. Managers rely on technology to assist them configure most of the resources and workflows across departments as a response to some of the market dynamics happening in many industries. According to Kumar, Srivastava, and Bisht (2019), is that most of modern marketing practices now focus on faster responsiveness, agility, and how fast managers can deploy resources in the most efficient manner. Therefore, this implies that by adopting artificial intelligence, companies can improve efficiency by how they deploy resources. However, it is also imperative to point out that the moderate degree of effect of marketing efficiency on the modern marketing practices at Admiral Group Insurance indicates that efficiency benefits alone remain insufficient to achieve significant transformation of marketing practices. Companies still need other aspects like leadership supports, greater digital transformation. 
Second, the study findings supported the hypothesis concerning the positive effect of decision-making support as another capability of AI on the modern marketing practices at Admiral Group Insurance. Even though the study found that the effect was relatively weaker than the marketing efficiency, the results helps by highlighting the importance of having data-driven decisions across every department. Specifically, decisions should be focused on marketing the company to customers to generate more value. The results from the study are also in support of other studies that have showed the effect of AI in generation customer insights, the ability to understand customer behaviours and predict what they are likely to buy in future (Hansen et al., 2024). The findings in this study are also in support of a study by Kodali (2020) which found that AI served an important role of helping marketers to segment customers and target them according to their needs, preferences, and behaviours. This is important in the current dynamic market where marketers must take less time to understand what customers need instead of spending much resources conducting costly research. The findings in study aligns well with the market orientation theory which explains about the importance of using market intelligence on what customers want, how they behave, and future expectations to inform marketing. Specifically, having AI-driven decisions allows modern marketing organisations the ability to develop full understanding of their customers. It is from this that managers across different departments can respond more swiftly and effectively to market dynamics. Consequently, this ensures that a company strengthens how it orients to the market needs. However, relative lower scores on the standardised coefficient shows that insights generated with the help of AI might now have an automatic translation marketing transformation. Modern marketers still need to focus on personal judgement, use their past experiences, and deep organizational knowledge whenever they make decisions affecting customer value. Additionally, AI seems to function more as a system that supports decisions and not as a perfect substitute for human knowledge when managing marketing activities. 
In contract however, the results did not support the effect of content creation on the modern marketing practices at Admiral Group Insurance. Specifically, the study found no statistically significant effect of content creation. The results are surprising given the fact that some of the descriptive findings showed high degrees of agreement from participants concerning the benefits of AI in areas such as idea generation, improvement of content quality, and sustainability of branding. Such findings suggest that despite different departments adopting AI to assist in content creation, it has not translated to significant changes within the modern marketing practices. The results support the explanations that content creation forms a proportion of marketing process. In essence, modern marketing practices are more influenced by many other activities such as operational agility, generation of customer intelligence, and ensuring that managers make strategic decisions. The results are in contrast to existing studies which maintain that generative AI serves an important role reshaping marketing activity (Nordin and Ravald, 2023). Such studies posit that generative AI helps marketers to produce creative content. However, the results are also in support of some studies which indicates that strategic value of AI is found in less content creation but more in supporting improvement of decision making and operations. 


[bookmark: _Toc231551580]CHAPTER FIVE: CONCLUSION, LIMITATION, & RECOMMENDATIONS
[bookmark: _Toc231551581]Introduction
This section presents a conclusion and recommendations for further research. The paper covers a number of sections including the research aim, objectives, questions, and a summary of the research outcomes. The section also presents the theoretical and managerial contribution of the study. 
[bookmark: _Toc231551582]Summary of findings and outcomes
The study sought to examine the effect of artificial intelligence on modern marketing practices among financial service firms. The study used the case of Admiral Group in the UK. Three specific objectives were established in this study focusing on the assessment of the relationship between content creation, marketing efficiency, and decision support on marketing practices at Admiral Group Insurance. Consequently, three corresponding questions included examining what is the relationship between content creation, marketing efficiency, and decision support on marketing practices at Admiral Group Insurance? The findings revealed moderate relationship between AI and modern marketing practices. The multiple linear regression generated adjusted R-Squared of 0.188. This showed that AI capabilities explained about 18.8% variation in the modern marketing practices at Admiral Group Insurance. This was a clear indication that even though AI serves an important role of supporting transformation of how departments at the company conducts their marketing practices, a broader transformation in the current marketing practices relies heavily on other factors not included in the model. Specifically, the unique contribution came from AI capability to support marketing efficiency. It also acts as a decision-making support system for managers working in different departments. 
[bookmark: _Toc231551583]Contribution of research
The results presented in this study makes two main contributions to theory and managers working in different departments at Admiral Group Insurance. First, the study contributes to the growing literature around generative AI and modern marketing. The results offer empirical suggestion that despite adoption of AI capabilities, some of the capabilities might lack significant effect on marketing. The statistically significant effect of marketing efficiency and decision-making support as two capabilities of AI remain central to the dynamic capability’s theory. For example, the findings reveal that organizations in financial sector create value when they transform resources into capabilities to strengthen adaptability, efficiency, and responsiveness. The study has shown that companies that adopt AI generate strategic value beyond having technological resources but because such organizations can improve their processes and make data-driven decisions. The results reveal that positive effect of decision making and marketing helps support the marketing orientation theory which argues that organizations need to gather market intelligence faster and at a low cost. Such intelligence must explain customer insights around purchase patterns, preference, and future predictions. However, the results also revealed that despite using AI to create content, the results showed lack of statistically significant effect on the modern marketing practices. The results help challenge the modern notion that content creation can become the core driver of current marketing practices. The results suggest that creation of content might help support marketing function and not as a strategic capability that has the ability to transform the entire marketing practices. 
Second, the results also offer managerial implications for managers working at Admiral Insurance Group and other financial service firms. The results act as important guidelines for managers that want to maximize the value of generative AI. Managers need to be slow and take caution when they adopt generative AI primarily for purposes of supporting content creation alone. By doing this, they are likely to overlook the bigger picture where AI can make significant effect in their marketing activities. Such contributions lie in the AI capability to achieve marketing efficiency and quality in decision making. Even though the study showed that AI assisted managers to create content, it failed to translate into significant contributor to modern marketing practices. This offers a clear suggestion at while managers might invest heavily in content creation with the help of AI, it might not generate meaningful impact. Therefore, what managers should focus more on involves marketing efficiency and quality decisions. Specifically, managers across the departments should focus on investing heavily in AI capabilities that can assist them streamline workflows, enhance how they allocate resources, collect intelligence from customers, and make faster decisions. For instance, managers working in different departments at Admiral Group should perceive AI as a strategic enabler of their capabilities and not simply as a tool to create content. Additionally, the modest effect of the model on modern marketing practices shows that successful transformation of modern marketing should go beyond AI capabilities. It should incorporate areas of digital leadership, cultural readiness, training of employees, and strategies that places customers at the centre of everything they do. Hence, managers should implement AI by integrating it with wider initiatives for any investment in technology to create significant improvement. 

[bookmark: _Toc231551584]Limitations
Despite above findings, the study experienced three core limitations. First, the study collected data from a small sample of 52 participants drawn from digital insurance, customer engagement, marketing, corporate communication, and customer relationship departments. Such a small sample might not be generalisation to the larger population. Besides, the results fail to capture the opinion of diverse groups working in other insurance companies in the UK. Second, the study adopted the use of a single case study. Specifically, the study focused on the case of Admiral Group insurance. Even though the results provided the opportunity to examine deeply the effect of AI on marketing practices, the findings cannot be generalised to other similar companies in the UK. Different insurance companies are likely to be at different stage of AI adoption, integrated AI and other factors, or invested heavily in content creation than Admiral Group. Third, the use of self-reported measures in questionnaire present gaps associated with individual perceptions, social desirability bias, and response bias. Specifically, participants are likely to either overestimate or underestimate the responses to look desirable. Additionally, the use of cross-sectional approach in this study lacks the statistical power to test the cause-and-effect relationship between AI and modern marketing practices. Besides, the lower variation effect shows the model did not include all other factors that determine the modern marketing practices. 
[bookmark: _Toc231551585]Suggestions for further research
The study provides three recommendations to guide further research. First, future studies should consider using large sample size to form a representative sample from multiple financial firms. Participants could be drawn from employees working in insurance, banking other financial related services, the findings would present a clear generalisable picture of what happens across many companies. Further studies should also integrate more variables in their models to capture greater variation in modern marketing practices. For example, studies could integrate culture, digital leadership, employee training in AI technologies, and orientation towards innovation. Such models could capture broader picture of what affects modern marketing practices. Finally, the study recommends future research to collect longitudinal data and use of mixed method designs. The approach would help gain deeper insights concerning the effect of AI on companies over time. 
[bookmark: _Toc231551586]Summary of the chapter 
Advancements in AI capabilities is an ongoing area. Marketing practioners are now beginning to adopt it as part of their marketing practices. Specifically, AI capabilities help transform how marketers create content, the frequency at which they post content, and how they support their decisions. With insurance firms now moving with speed to adopt similar technologies, little research has been conducted in these areas among firms that operate in the County of Cardiff. There is need for a study that can focus on Admiral Group to examine the effect of AI capabilities on transformation of modern marketing practices among insurance firms. This study sought to become part of the pioneering research in marketing transformation. 
The chapter has succeeded in presenting the aim of the study, the objectives, and the findings from multiple linear regression. The chapter has also presented contributions of the study, the limitations, and recommendations for further research work. In essence, the study sought to examine the effect that AI has on the modern marketing practices at Admiral Group. In order to achieve this, cross sectional survey was adopted across 52 respondents working across different departments. Regression analysis offered a more nuanced results concerning the significant effect of marketing efficiencies and decision-making support as two critical capabilities of AI on modern marketing. Additionally, the chapter also explained both theoretical and managerial implications of results to modern companies. Theoretically, the results have made new knowledge to current literature about the link between AI, dynamic capabilities, and marketing orientation theories. In addition, the results acted as a guideline for managers that seek to transform their marketing. 
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