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1. [bookmark: _Toc151138046]Introduction
The fast-changing marketing landscape is being transformed by AI integration. According to Prescott et al. (2023), this case study examines how Ogilvy, a leading marketing and advertising agency, strategically adopted and employed AI technologies. Ogilvy's AI research shows the advertising industry's adaptability to technology and its constant hunt for new ways to influence customers.
David Ogilvy created the company in 1948, and it has become a major marketing and advertising force (Sharma et al., 2023). Ogilvy has always innovated, strategized, and provided client-focused solutions, adapting to market developments. AI technology have given marketers new chances and challenges (Tanveer et al., 2021). AI can automate operations, personalize content, and analyze vast datasets to transform business-consumer interactions.
2. [bookmark: _Toc151138047]Methodology 
[bookmark: _Toc151138048]2.1 Research Strategy
A plan of action outlining the steps one takes to carry out research is called a research strategy (Batat et al., 2020). It should be customized to your unique research question and goals, taking into account the resources at your disposal. The interview strategy and archival research strategy is chosen for this research as research and innovation can benefit greatly from the wealth of information in archival records as well as opinions from the consumers. Historical data can be accessed by researchers to examine trends, spot patterns, and generate original concepts relating to AI.
[bookmark: _Toc151138049]2.2 Research Method Choice
Choosing the best data collection and analysis techniques to address a particular research question is the process of choosing a research method. Making this choice is essential to guaranteeing the accuracy and consistency of study results. As opined by Roetzer et al., (2022), the choice of mono method is made for this research as compared to mixed-methods research, which necessitates integrating and analyzing data from multiple sources, mono-method research may be easier to implement and manage. For researchers who are short on time or resources, this simplicity can be very helpful.
[bookmark: _Toc151138050]2.3 Data Collection
The methodical process of obtaining and assessing data on variables of interest in a predefined, established manner that allows one to assess results and respond to pertinent inquiries is known as data collection (Cutler et al., 2023). It entails specifying the different kinds of data, their sources, and the applied techniques. As opined by Salah et al., (2023), to draw conclusions and make defensible decisions, data collection is an essential step in any research or analysis process. The choice of primary and secondary data collection is made for this research. To gather secondary data, the researcher will make use of resources including books, research papers, peer-reviewed journals, and articles from scholarly databases like EBSCO and Google Scholar. And the primary data will be collected by means of interviews.
[bookmark: _Toc151138051]2.4 Data Analysis
According to Agzamov et al. (2021), the process of examining, purifying, converting, and modeling data in order to find relevant information, guide conclusions, and assist in decision-making is known as data analysis. As opined by Agnihotri et al., (2020), the choice of qualitative analysis is made for this research as it is a versatile methodology that can be tailored to various research inquiries, data kinds, and theoretical structures. It is useful for investigating many different subjects and occurrences.
3. [bookmark: _Toc151138052]Aims and objectives
The research aims to examine the effectiveness of AI marketing strategy by analyzing the case study of Ogilvy.
[bookmark: _Toc151138053]Research Objective
●  	To evaluate concepts and theories of AI in marketing.
●  	To assess the significance and impact of AI in marketing.
●  	To determine the difficulties and challenges of implementing AI in marketing.
[bookmark: _Hlk151030281]●  	To evaluate the effectiveness of Ogilvy’s AI marketing strategy.


4. [bookmark: _Toc151138054]Literature review 
[bookmark: _Toc151138055]4.1 Definition
Effectiveness is the capacity to achieve goals. Effectiveness shows that something worked and leaves a lasting impression. 
AI apps handle sophisticated activities that formerly required online customer communication. Equally used with deep learning and machine learning. 
A business's marketing strategy involves its overall goal to reach customers. It includes the value proposition, key brand messaging, demographic data about target customers, and other great elements. According to Agzamov et al. (2021), “marketing strategy is to correctly plan products, distribution channels, promotion and pricing policy”.
A successful AI marketing approach helps businesses increase revenue by improving client engagement. Optimization of marketing campaigns and discovery of new revenue streams. Modern businesses can use AI to achieve better results and compete in the digital market.
[bookmark: _Toc151138056]4.2 Concepts and theories of AI in marketing
Artificial intelligence has transformed how companies understand, connect with, and serve customers. Its importance in marketing is growing. Some key marketing AI ideas and beliefs:
AI can predict consumer behavior like churn risk and buy likelihood by analysing previous data and patterns (Batat et al., 2020). With this predictive insight, marketers can proactively engage consumers at key touchpoints to reduce attrition and increase repeat business. The important theories and concepts are:
AI algorithms can optimize marketing creatives like graphics, headlines, and layouts in real time using a user's prior interactions and preferences. This dynamic method boosts ad engagement and efficacy (Cutler et al., 2023).
AI algorithms can be used to predict customer behavior, such as purchase likelihood, churn risk, and product preferences. This predictive power allows marketers to proactively reach out to customers with the right message at the right time, leading to increased customer satisfaction and loyalty (Sharma et al., 2023).
AI can analyze complex customer journeys across multiple channels and touchpoints to accurately attribute conversions to marketing initiatives. This comprehensive attribution helps marketers maximise their budget and focus on the most effective channels (Tanveer et al., 2021).
[bookmark: _Toc151138057]4.3 Significance and impact of AI in Marketing.
Artificial intelligence (AI) has revolutionized marketing by changing how companies engage with their clientele, refine their advertising strategies, and extract insights from data. The following are some of the main implications and effects of AI in marketing:

Improved Customer Understanding: As opined by Thaichon et al., (2022), AI gives marketers the ability to collect and examine huge volumes of customer data from a variety of sources, such as social media, online interactions, as well as past purchases. With a deeper comprehension of consumer behavior, tastes, and demographics, marketers are better able to target their endeavors and provide individualized experiences.

Personalized Customer Experiences: Modern retail uses AI-driven embodied experiences. AI algorithms can adapt email campaigns, distribute relevant material across channels, and identify consumer knowledge for embodied device suggestions (Sharma et al., 2023). This tailored technique enhances client dates, boosts customer satisfaction, and boosts conversions.
Marketing Campaign Optimization: AI is changing how marketers allocate resources and optimize advertising.  According to Thaichon et al. (2022), AI systems can conduct targeted analysis of advertising efficacy data, identify trends, and suggest improvements. This information-driven technique helps advertisers reach shopping goals and boost ROI.
[bookmark: _Toc151138058]4.4 Factors that affect the AI marketing strategy’s effectiveness
Numerous things can impact an AI marketing strategy's efficacy. Here are some important factors to think about:
Customer segmentation and personalization:
AI's efficacy is increased by its capacity to tailor marketing campaigns according to the behavior and preferences of customers. Sensitive and pertinent messaging is made possible by efficient client segmentation (Batat et al., 2020).
Privacy Compliance:
Respecting legal requirements for data protection, privacy, and ethics is essential. A successful AI marketing approach must respect clients' privacy concerns in order to gain their trust.
UX, or user experience
It's critical to make sure AI-driven marketing initiatives contribute to the overall user experience rather than take away from it. Positive user experiences boost client loyalty and happiness.
Regulations:
It's critical to abide by industry norms and laws. There may be legal repercussions and reputational harm if legal standards are not followed.
[bookmark: _Toc151138059]4.5 Difficulties and challenges of implementing AI in marketing
While there are many advantages to using AI in marketing, there are drawbacks that companies may need to consider. The following are some typical challenges that arise when incorporating AI into marketing strategies:
Data Accessibility and Quality:
A lot of AI depends on diverse and high-quality datasets (Batat et al., 2020).  Predictions and insights that are not accurate can result from biased, incomplete, or inconsistent data. It can take a lot of time and resources to ensure data accuracy, and completeness, and to address bias issues.
Combining with Current Systems: As opined by Prescott et al., (2023),  integrating AI with current databases, systems, and marketing technologies may be necessary for its deployment. Compatibility issues between AI solutions and legacy systems could result in difficult integration procedures and possible disruptions.
Implementation Cost: As opined by Blankson et al., (2023), AI solution development and implementation can be costly, particularly for small and medium-sized enterprises with tight budgets. Businesses may find it complex to justify the costs of AI if they are trying to balance the initial investment with the long-term benefits.
[bookmark: _Hlk149838026][bookmark: _Hlk145785822]Opposition to Change: Due to mistrust of new technologies, fear of losing their jobs, or a lack of understanding, stakeholders and employees may be reluctant to embrace AI (Cutler et al., 2023). To address concerns and promote an environment of acceptance and cooperation, change management techniques and communication initiatives are required.
[bookmark: _Toc151138060]4.6 Present Strategies in successful implementation of AI in marketing
Planning and execution are essential for AI marketing success. Ogilvy should consider these strategies to successfully use AI into their marketing. Research methodologies and strategies for this topic include:
According to Agnihotri et al. (2020), IT, data, and marketing specialists should collaborate. Cross-functional teams can bring different perspectives and skills to AI implementation, making it more thorough and effective.
Blankson et al. (2023) recommend prioritizing data quality and implementing effective data governance procedures. AI model training and insight require clean, accurate, and well-managed data.
Scalability management: Provide scalable infrastructure for AI project growth. Consider how AI may spread to marketing strategies and media.
Feedback Systems: Salah et al. (2023) recommend internal team and client feedback channels. Ask for user input on AI application effectiveness, areas for improvement, and user experiences.
Tracking and Improvement: Install real-time monitoring systems for AI applications. Keep AI models and strategies updated with consumer wants, technology, and client needs (Batat et al., 2020).
Safety measures: Prioritize data and cybersecurity. Implement stringent security measures to prevent breaches of marketing data, which is sensitive.
[bookmark: _Toc151138061]4.7 Literature gap 
Given the expanding usage of AI in marketing, ethical research and unanswered questions around AI-driven marketing tactics may be lacking. This could raise concerns about data security, user privacy, and AI's ethical influence on consumer behavior. Understanding how clients react to AI-powered marketing is crucial. According to Agnihotri et al. (2020), studying how explainability, data control, and transparency affect consumer trust may be useful. The short-term effects of artificial intelligence (AI) in marketing have been thoroughly investigated, but the sustainability and long-term implications, including environmental impacts, may not be known (Batat et al., 2020). Studying marketing specialists' collaboration with AI systems, particularly how AI tools enhance human decision-making rather than replace it, may yield contradictions. Ogilvy's marketing strategy and effectiveness are unknown in the literature. Therefore, future study will focus on these gaps and find appropriate solutions.
[bookmark: _Toc151138062]4.8 Limitations 
AI has many benefits in marketing, but it's crucial to understand its limitations. Ogilvy and other AI-using marketers should consider the following limits. AI algorithm training and decision-making require high-quality, diversified, and relevant data. Dennehy et al. (2022) believe AI models may inherit biases from the training set, leading to biased conclusions. AI cannot be creative and may struggle with complex, abstract, or unorthodox jobs. AI marketing ethical challenges such user consent, transparency, and privacy can be challenging to resolve (Tanveer et al., 2021). AI in marketing requires data scientists, AI specialists, and IT infrastructure. Deep neural networks are complex AI models that can be hard to grasp.
[bookmark: _Toc151138063]4.9 Ethical considerations 
[bookmark: _Hlk140833919]As opined by Prescott et al., (2023),  it is crucial to take into account several ethical issues when investigating AI's application in marketing. The incorporation of artificial intelligence technologies presents new issues and worries that require close analysis. Ogilvy has to successfully handle these moral dilemmas because he is leading this change. As opined by Prescott et al., (2023),  the acquisition and application of vast amounts of customer data for tailored advertising may give rise to privacy issues.
[bookmark: _Hlk145345982]AI systems may unintentionally reinforce prejudices found in historical data, producing biased results. Customers ought to be able to choose not to have AI used in marketing and to understand how it works system security is essential to preventing malicious use or unauthorized access. For ethical AI use, it is essential to have clear policies on data ownership and to obtain explicit consent (Sharma et al., 2023).
[bookmark: _Toc151138064][bookmark: _GoBack]4.10 Timeframe 
[image: ]
Figure: Research timeframe
(Source: Developed by the author)
[bookmark: _Toc151138065]4.11 Summary
In summary,  the case study emphasizes how important it is to take a comprehensive and moral approach, making sure AI becomes a force for good in the marketing industry. Thus is further research using the primary and secondary data it will found how AI can be adopted effciently by Oglivy and other companies in thier marketing camapigns. 
[bookmark: _Toc151138066]5.0 Conclusion
In conlclusion, Ogilvy is using AI to transform marketing. Data-driven decision-making, marketing optimization, and client contact are possible with AI. Ogilvy's use of AI in marketing demonstrates its dedication to ethical leadership, client success, and innovation in this age of rapid technological advancement. Ogilvy's AI integration approach leads innovation and technology as the industry changes. Marketing AI for good requires a holistic and moral strategy, as shown by the case study. 
[bookmark: _Toc151138067]
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