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Abstract
Social media marketing (SMM) has seen a dramatic change because to artificial intelligence (AI), which enables companies to provide tailored ads, optimise audience targeting, and boost customer interaction. This study looks at how AI can increase the efficacy of SMM, with a particular emphasis on Nike's usage of Facebook and Instagram as meta-advertising platforms. The main aim of this research study is to investigate the role of artificial intelligence in enhancing SMM effectiveness, with a focus on Nike’s use of Meta advertising platforms. The objectives of the study will be analysed and interpreted with selected grey literatures and valid information will be collected for developing this research study. Selected literature studies will be utilised for obtaining information to solve objectives of the study and research problem. 
Different methods will be adopted like positivism philosophy, deductive approach, and secondary data collection for obtaining valid and reliable information related to selected research study. Each method will be critically analysed and justified for obtaining valid and reliable information and meeting objectives of the study. Thematic analysis will be adopted for developing themes and patterns that help in obtaining valid and reliable that helps in solving selected research problem. Findings will be obtained through selected methods, and accurate data will be obtained to find proper conclusions and recommendations for solving research problem. Moreover, recommendations for businesses, academic, and future were provided so that better information will be obtained and based on which future recommendations will be suggested. 
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[bookmark: _Toc229691756][bookmark: _Toc231458456]Chapter 1: Introduction
[bookmark: _Toc229691757][bookmark: _Toc226809250][bookmark: _Toc231458457]1.1 Introduction
In the contemporary digital world, We have seen Artificial Intelligence (AI) demonstrate remarkable changes in business operations, with numerous companies turning to AI to connect with consumers via SMM tactics. Social media platforms like Instagram and Facebook are great tools for marketers to provide personalized advertising, monitor user interactions and accurately predict user behavior.This facilitated customer engagement, increase in return on investment and strategies optimisation. In the current market, Nike, Inc., a global sportswear company, has embraced AI-powered methods to bolster their digital marketing strategies.AI-powered techniques have been implemented by global sportswear company Nike, Inc., to enhance their digital marketing strategies. (Nike, Inc., 2026) Meanwhile, the company was also working on automating campaigns and audience targeting, enabling them to deliver personalized advertising experiences. This study therefore explores the contribution of AI to improve marketing effectiveness and looks at the role of AI in influencing customer purchase intent, engagement and brand awareness.
[bookmark: _Toc229691758][bookmark: _Toc226809251][bookmark: _Toc231458458]1.2 Research Background
When examining the case of the ability of robots and systems to carry out activities like learning, thinking, and decision-making that normally need human intelligence, it is known as artificial intelligence. AI includes technology like machine learning, natural language processing, and predictive analytics in the context of marketing for managing business activities and bringing better growth and development in a competitive business environment (Gkikas and Theodoridis, 2019). Large datasets can be processed, patterns can be found, and real-time data-driven decisions can be developed with the help of AI-driven technologies and hence, businesses adopt AI for transforming their business. 
The emergence of social media platforms has produced a data-rich environment that allows for the tracking and analysis of user interactions, preferences, and behaviours. AI algorithms are used by meta-advertising platforms to segment audiences, optimise ad placements, and tailor content according to user behaviour (Ziakis and Vlachopoulou, 2023). As a result, mass communication has given way to highly focused and customised advertising, transforming old marketing strategies. 
Shanmugam et al. (2023) pointed out in the report study that to stay ahead of the competition, Nike, a leader in the sportswear sector worldwide, has adopted AI-driven marketing. AI is used by the organisation to analyse consumer data, forecast trends, and develop tailored marketing strategies that appeal to a variety of consumer demographics. Nike uses Meta platforms to provide customised ads that match user interests, increasing engagement and boosting conversions (Gupta, 2021). At the same time, it was identified that businesses adopt these technologies for managing their business activities and bringing better growth and development through the latest technologies and business growth.
When analysing the report study developed by Singh et al. (2023), it was identified that AI-driven marketing increases productivity, lowers operating expenses, and strengthens decision-making processes, according to earlier research. Though, despite these benefits, issues including algorithmic bias, data privacy, and ethical concerns continue to be major obstacles that affect the application of AI in the business environment. By analysing Nike's use of AI in SMM and assessing its efficacy in accomplishing marketing goals, this study expands on previous research (Kitishian, 2025).
[bookmark: _Toc231458459][bookmark: _Toc226809252][bookmark: _Toc229691759]1.3 Research Problem and Rationale
Even while AI is increasingly being used in digital marketing, little is known about how AI directly affects the efficacy of SMM. Many businesses make significant investments in AI technology without fully comprehending how they affect consumer behaviour and marketing results (Theodoridis and Gkikas, 2019). As a result, there is a disconnect between the adoption of technology and quantifiable marketing performance. 
While Nike is a brand widely recognized for its innovative marketing strategies, few studies have explored the impact of its AI-driven content creation on consumer engagement, brand awareness, and purchase intent in its Meta advertising campaigns (Danziger, 2024). The misuse of customer data and the ethical implications of artificial intelligence are also raised, given the increasing reliance on AI. Besides, different growth opportunities in the market have increased competition, and the application of AI technologies in SMM and other business activities helps Nike in improving its business in a competitive business market. 
This study aims to address these gaps by providing comprehensive insights into the use of AI for SMM through selected methods and providing valid information using the case of Nike. The study aims to offer valuable insights into the benefits and challenges of implementing AI in marketing, focusing on a practical case study. By combining technological and marketing viewpoints, the study also aims to advance knowledge of AI's function in contemporary digital advertising.
[bookmark: _Toc231458460][bookmark: _Toc226809253][bookmark: _Toc229691760]1.4 Research Aim
The main agenda or purpose behind this research study is to investigate the role of AI in enhancing SMM effectiveness, with a focus on Nike’s use of Meta advertising platforms.
[bookmark: _Toc229691761][bookmark: _Toc226809254][bookmark: _Toc231458461]1.5 Research Objectives
● To examine the use of AI-powered advertising tools on Meta platforms by Nike.
● To analyse how AI-based audience targeting influences customer engagement with Nike’s social media advertisements.
● To evaluate the effectiveness of AI-driven SMM in improving brand awareness and purchase intention
[bookmark: _Toc231458462][bookmark: _Toc229691762][bookmark: _Toc226809255]1.6 Research Questions
1. How does Nike adopt and utilise AI-powered tools on Meta advertising platforms?
2. How does AI-based audience targeting adopted by Nike influenced customer engagement?
3. Explain how AI-driven marketing improved purchase intention and brand awareness among customers?
[bookmark: _Toc231458463][bookmark: _Toc226809256][bookmark: _Toc229691763]1.7 Significance of the Study
This research is important from an academic and practical viewpoint. By incorporating well-known theories like the Technology Acceptance Model (TAM), Awareness, Interest, Desire, and Action (AIDA) model, and data-driven marketing theory inside the framework of AI-driven social media advertising, it adds to the expanding corpus of academic writing on AI in marketing (Gutuleac et al., 2025). It was noted from the study of Hassan (2022) that application of these frameworks helps in improving comprehension of how cutting-edge technology affects consumer behaviour and marketing results. When critically evaluating the overall findings of the study it was identified that the study mainly focusses on delivering insightful information for making businesses and experts in marketing to use AI for developing better and effective social media plans (Hassan, 2021). When considering the study, it was apparent that the study mainly identifies tactics that are highly successful tactics which can be easily adopted and utilised for audience targeting, marketing optimisation, and content personalisation by examining Nike's usage of AI-powered tools. When analysing and understanding all these, it was noted that businesses may use these information’s for boosting brand awareness, purchase intentions, and enhancing consumer engagement (Danziger, 2024). Similarly, it was noted that the study also focusses on explaining how important is considering ethical aspects in adopting AI-driven marketing, which has regulatory consequences. Alongside, it was also necessary to ensure that responsibly using AI technologies mainly need addressing issues that are related to transparency, algorithmic fairness, and data privacy. Moreover, when considering overall results and outcomes obtained from the studies, it was identified that the results can help organisations and legislators create policies that strike a balance between ethical duty and innovation.
[bookmark: _Toc226809257][bookmark: _Toc229691764][bookmark: _Toc231458464]1.8 Research Methodology Overview
For developing this research study, the researcher has adopted positivism research philosophy used in this study emphasises quantifiable facts and objective analysis. As positivism philosophy is adopted the researcher will be effectively adopting deductive research methodology, the paper examines current theories in relation to AI-driven SMM. Nike is used as the focus organisation in a case study research design. Utilising secondary data gathered from scholarly journals, business periodicals, industry reports, and digital analytics sources, the study employs a qualitative methodology. This makes it possible to examine AI's effects on marketing performance in detail. It was also identified that to find patterns and links in the data, descriptive and thematic analysis approaches are used. By utilising reliable sources, making sure that information is properly cited, and refraining from information misuse, ethical issues are upheld.
[bookmark: _Toc231458465][bookmark: _Toc226809258][bookmark: _Toc229691765]1.9 Structure of the Dissertation
	Chapter 1: Introduction
	Initially this chapter of the study will deliver an overview about selected research topic along with methodology, background, methodology, problem statement, aims, questions, and objectives which helps reader to learn about what is included and how whole dissertation is developed. 

	Chapter 2: Literature Review
	This chapter mainly explore existing literature studies related to marketing effectiveness, SMM, customer engagement, audience targeting and explain different theoretical frameworks like TAM, data-driven marketing theory, and AIDA model adopted for collecting valid information. 

	Chapter 3: Methodology
	This chapter will explain different research methods and data collection methods adopted for collecting valid and reliable information related to selected research study.

	Chapter 4: Data Analysis and Findings
	This chapter will analyse and present the collected information along with highlighting findings by comparing and connecting to objectives of the study.

	Chapter 5: Conclusion and Recommendations
	This chapter of the study will discuss implications, summarise findings, and provide recommendations for future practice and research. 


[bookmark: _Toc226809259]Table 1.1: Structure of the dissertation
[bookmark: _Toc229691766][bookmark: _Toc231458466]1.10 Summary
This chapter mainly introduce the research study by highlighting the growing importance of AI in SMM. This mainly explain how AI helps in transforming marketing through personalised advertising, data-driven insights, and enhanced decision-making while identifying the requirement for evaluating its effectiveness. This research study explains questions, aims, and objectives that are clearly explained for providing better guidance for reader. Alongside, policy, practical, and academic significance of the study is briefly explained along with delivering brief overview of the dissertation and methodology structure. 


[bookmark: _Toc229691767][bookmark: _Toc228644598][bookmark: _Toc231458467][bookmark: _Toc228046347]Chapter 2: Literature Review
[bookmark: _Toc229691768][bookmark: _Toc228644599][bookmark: _Toc231458468]2.1 Introduction to the Literature Review
AI quick development has drastically changed SMM, allowing businesses to switch from mass communication tactics to highly customised, data-driven methods. The capabilities of AI have enabled more features to be available on digital platforms including Facebook and Instagram, such as intelligent audience targeting, predictive analytics, and automated content delivery, which all enhance the effectiveness of marketing. Using AI in Meta advertising ecosystems has become essential for multinational companies like Nike to boost brand awareness, improve customer engagement, and influence consumer behaviour.
AI technology has given digital platforms such as Facebook and Instagram new features like intelligent audience targeting, predictive analytics and automated content distribution, boosting marketing effectiveness. For foreign businesses such as Nike, using AI in meta-advertising ecosystems has become crucial to increasing brand awareness, enhancing customer engagement, and influencing consumer behaviour.
This chapter of the study will mainly focus on collecting information to support selected research topic and related contexts from different literature findings and will be critically analysed and interpreted to obtain information that help in developing further chapter of the study. Alongside, conceptual framework will be developed to explain the connection between variables and related concepts taken for collecting valid and reliable information related to the study. Through developing this chapter of the study, researcher will be developing research gap by comparing selected studies and justification for developing this research study will be clearly explained for obtaining valid and reliable data and solve selected research problem. 
[bookmark: _Toc229691769][bookmark: _Toc231458469][bookmark: _Toc228644600]2.2 Review of Related Literature
[bookmark: _Toc228644601][bookmark: _Toc229691770][bookmark: _Toc231458470]2.2.1 AI in Social Media Marketing
Milan et al. (2023), explained in the study that AI has greatly enhanced SMM through chatbots, sentiment analysis, customer targeting, content suggestion systems, and advertising efficiency. According to the authors, AI assists companies in analysing user behaviour and preferences to provide tailored marketing experiences and boost engagement. When examining the study in detail, it was identified that the outcomes obtained through this study plays a significant role in pointing out how AI facilitates campaign automation and quicker decision-making. It was also palpable while analysing and evaluating the study of Milan et al. (2023), it was perceived that the research draws attention to difficulties with AI-driven social marketing, including privacy concerns, data security threats, and ethical dilemmas. Like this, when a detailed analysis on this study was performed, it was evident that AI has showcase significant changes and developments as a revolutionary force in SMM, and these effects are still evaluated and debated by many researchers out there (Milan et al., 2023). While several studies available in the form of grey literatures mainly focus on explaining how AI improves marketing efficacy through audience segmentation, predictive analytics, and automated content delivery (Milan et al., 2023), other researchers cast doubt on this positive assessment by pointing out drawbacks like over-automation and diminished human creativity. 
Numerous studies are available while these mainly focus on examining how findings obtained from the selected study of Indrawan et al. (2023), explains about different tools and techniques like chatbots, automated content management, personalised advertising, predictive analytics, and real-time customer interaction are all made possible by AI and automation, which are transforming SMM. When looking into detail study, it was evident that the authors mainly focussed on explaining how AI lowers marketing expenses while increasing productivity, targeting accuracy, and customer interaction (Indrawan et al., 2023). Through the study the author also focusses on explaining different ethical issues like bias, data privacy, transparency, and an excessive reliance on automation. The author concluded the study by stating that successful SMM in the future will depend on striking a balance between technology advancement and moral, human-centred marketing strategies. Besides, the author also explained that using AI technologies in meta-advertising ecosystems has gained more importance and has become necessary in case of multinational companies like Nike to enhance brand awareness, improve customer engagement, and influence consumer behaviours (Indrawan et al., 2023).
While evaluating the study developed by Lyulyov et al. (2025), it was noted that AI application in businesses is changing SMM through enhanced automated communication, content production, predictive analytics, and client targeting. Based on the study, it was evident that the author mainly focusses on explaining how AI enables companies to evaluate massive amounts of customer data to provide tailored experiences and boost engagement. At the same time, the author also focusses on explaining and addressing how ethical issues including transparency, privacy, and bias which must balance for preserving long-term digital marketing tactics and customer confidence and it was identified that businesses must strike a balance between technological innovation and ethical AI practices. Likewise, Lyulyov et al. (2025) pointed out in the study that challenging and rigid audience segmentation, automated advertisement placement, and dynamic content optimisation is highly effective and beneficial for businesses that focus on adopting AI integration inside Meta Platforms.
When analysing and evaluating the study developed by Liu et al. (2023), SMM for digital health requires ethical AI because AI-driven campaigns have a significant impact on public behaviour and health-related decisions. When using AI for targeted advertising and audience engagement, the authors place a strong emphasis on values like responsibility, transparency, justice, privacy protection, and ethical data use. They contend that ethical, inclusive, and socially beneficial personalised health communication on social media is ensured by responsible AI, which also increases consumer trust and lowers the risk of disinformation. These characteristics greatly increase engagement rates by enabling brands to deliver the appropriate message to the appropriate audience at the appropriate time (Liu et al., 2023). 
As per the findings of Teepapal (2025), it was noted that author focus on explaining AI-driven personalisation and how it enhances SMM by boosting customer trust and perceived utility through tailored content, suggestions, and focused messaging. According to the survey, when AI generates meaningful and relevant experiences, people interact with companies more favourably. Privacy issues are still a major worry, though. It was also evident that to boost marketing effectiveness and build stronger relationships, the author suggests that organisations implement customer-centred and ethical AI tactics, emphasising that trust and usefulness are important variables affecting engagement. Critically, Teepapal (2025) contends that while AI increases the speed and precision of decision-making, it may lessen the contribution of human creativity to marketing tactics. 
The author, Panjaitan, 2024, points out that in 2024, AI, particularly ChatGPT and Generative AI, will be the driving force behind the SMM landscape, assisting businesses to produce engaging content, enhance customer interactions, and optimize marketing communications. The author also notes how AI is helping to understand audience behaviour, create marketing strategies and ensure that the brand message is consistent across social media platforms like Facebook, Twitter, Instagram, and TikTok. However, relevant, interesting, and credible content that helps build loyalty among Gen Z and Millennials is crucial to successful marketing. This largely optimistic viewpoint, though, ignores important dangers, since an over-reliance on AI could result in homogenised material and less emotional distinction in advertising campaigns (Pandjaitan, 2024). The author also explained that, this raises questions about the homogenisation of content, as AI-generated advertisements might be unoriginal or lacking in emotional distinction (Pandjaitan, 2024).
According to the author, in The New Rules of Marketing & PR, AI is revolutionising SMM by allowing companies to produce data-driven, personalised, and captivating content The author suggests that marketers should leverage AI solutions to gain deeper insights into audience behaviour, create ideas, streamline processes and improve consumer interactions. Scott (2024) cautions, though, that when it comes to developing deep connections with online audiences, AI should complement human creativity, authenticity, empathy, and moral judgement rather than take their place. Further to this, biased or inadequate datasets may lead to inaccurate targeting and poor marketing results, as AI's efficacy is heavily reliant on data quality (Scott, 2024). 
Singh et al. (2023) state that AI is transforming SMM, with better audience segmentation, optimisation of campaigns in real time, and automated content delivery. These capabilities enhance the optimization of engagement and conversion as marketers can access and analyze vast amounts of user data and deliver highly targeted ads. The report also highlights that although AI tools help to accelerate the decision-making process, they are only as effective as the data they are based on and the strategy in which they are applied in a digital marketing environment (Singh et al., 2023). It was also noted that Nike can optimise their advertising efforts using real-time performance analytics thanks to AI-driven solutions on Meta platforms (Singh et al., 2023).
According to Argan et al. (2022), AI-driven social media ads enable marketers to analyze, predict, and shape user behavior, making the advertising experience more personalized and targeted. User behavior, emotions, and on-line activity are identified. AI technologies like machine learning and behavioural analytics enhance consumer engagement, according to the authors. Also, they stress how AI improves decision-making and advertising efficacy. The study does but highlight issues with user trust in AI-driven marketing, privacy, and the moral use of personal data. Despite these developments, there is still a substantial research gap because most of the current research is theoretical and technology-focused, with little empirical data looking at how global corporations like Nike employ AI in actual meta-advertising tactics. Henecforth, this draws attention to a gap between theoretical developments and real-world implementation, which this work seeks to fill (Argan et al., 2022).
[bookmark: _Toc228644602][bookmark: _Toc231458471][bookmark: _Toc229691771]2.2.2 Audience Targeting and Customer Engagement
Although AI-driven audience targeting is largely acknowledged as a key strategy for increasing the efficacy of SMM, there is considerable disagreement in the literature on how it affects customer behaviour (Nikhil et al., 2025). While this focus on short-term metrics, like click-throughs, can be beneficial, it overlooks other important metrics, such as emotional engagement and brand commitment, that are not addressed in any current research or existing literature (Nikhil et al., 2025). This is especially troublesome in particular sectors such as sportswear, where brand identity is a key element.
Some claim that by targeting content in this way, with AI, engagement would be higher because the content is more personalised (Pitka and Bucko, 2023), others do not know if it would result in increased loyalty or real relationships with customers. This is an increasing gap in the results (qualitative) and interactions (quantitative) with customers. Marketers can use data analytics tools Google Analytics, Tableau, and Microsoft Power BI to segment their audience based on their behaviour, demographics, preferences and online activity (Pitka and Bucko, 2023). This segmentation ensures that marketing campaigns are more effective, with more accurate and relevant communications (Pitka and Bucko, 2023). The authors further note that by adapting communications and delivering relevant content in a timely manner, customer engagement rises when data insights are put in practice by the companies. They emphasize that effective targeting leads to long-term client retention, customer satisfaction, and relationship-building.
According to Chaudhary et al. (2022), micro-targeting is a technique for enhancing the targeting of an audience in experiential tourism by identifying their interests, preferences, and travel motivations based on customer information. This enhances the overall tourist market experience by allowing tourist marketers to send very targeted and individualised messages. By delivering more relevant and timely content to its audience, the authors argue that micro-targeting can increase engagement. It's also significant because it strengthens the emotional connection to travel destinations, leading to higher client satisfaction, loyalty, and repeat business. It is also important to note that, privacy and ethical data usage are still hotly debated issues, even when AI makes precise targeting possible through behavioural data analysis (Chaudhary et al., 2022). 
In the study, Chen (2023) further emphasized that understanding consumer needs, preferences, and behaviors is essential for effective audience targeting, requiring the use of data analysis and market research. The author believes that in a competitive market, companies need to do a careful audience segmentation in order to send them relevant and personalized messages. Customer engagement is enhanced by value-driven marketing through digital channels, regular communication and interesting content. Chen highlights that establishing emotional connections, fostering trust, and offering memorable experiences that promote sustained engagement and loyalty are essential for drawing in and keeping audiences Excessive customisation may cause consumer discomfort and diminished trust, according to some studies (Chen, 2023), but others contend that transparency might lessen these dangers. This paradox implies that, in addition to technological ability, customer perception and the regulatory climate influence the effectiveness of the use of AI.
Parshetty et al. (2024) have primarily concentrated on this study on the advantages of generative AI and predictive analytics to the targeted and segmented customers. The authors state the advantages of AI's analytical functionality on huge volumes of data, predictive capability on potential customer habits and behavior, and the ability to create precise audience segments, helping customers identify valuable customer segments. This results in more effective and individualised interaction tactics. Equally important, they contend that when companies provide timely, pertinent, and flexible content, customer engagement increases and conversion rates, customer happiness, and long-term connections are strengthened. Thus, there are limited studies that demonstrate the long-term behavioural effects of AI targeting (Parshetty et al., 2024). This study aims to fill this gap with respect to Nike's Meta ads strategies.
[bookmark: _Toc229691772][bookmark: _Toc231458472][bookmark: _Toc228644603]2.2.3 Brand Awareness and Purchase Intention
It is widely recognised that the likelihood of purchase and brand recognition are crucial indicators of marketing success (Zeqiri et al., 2025). By providing targeted audiences with consistent and tailored brand messaging, AI-driven SMM helps achieve these results. Some studies suggest that over-personalisation can create privacy concerns, potentially reducing consumer trust and purchase intentions, highlighting the need for a balanced approach to using AI technology. (Zeqiri et al., 2025). 
Rahmi et al. (2022) contend that frequent exposure to customised ads improves brand identification and memory, raising the possibility that customers will take the brand into account when making purchases. The relationship between brand awareness and purchase intention is mediated by customers' perceived risk (Rahmi et al., 2022). By engaging with the right audience through digital channels and personalised messaging, effective audience targeting is an effective way to build brand awareness among Shopee users. The author also included in the study that reducing the perceived risks, such as products quality and transaction security, is vital to the consumer's involvement and decision to buy. The authors stress that increasing engagement and turning awareness into actual purchasing behaviour require the use of trust-building techniques. 
Hameed et al. (2023) noted that brand awareness is one of the key factors that significantly affects purchase intention in a digital communication environment. The authors call attention to the fact that audience targeting is more successful when there are celebrity endorsements, as the celebrity draws attention and enhances message credibility. When customers become aware of positive attitudes through exposure to trusted and familiar people, it improves customer engagement. Correspondingly, they point out that audience preferences and expectations, perceived authenticity, and emotional connection all play a role in engagement. Hameed et al. (2023) further contends that by analysing past data and spotting trends, AI systems can forecast customer behaviours, allowing marketers to suggest goods that suit user interests. 
In addition to enhancing client satisfaction, this predictive capability raises conversion rates. But the connection between purchase intention and AI-driven marketing is not totally clear-cut (Machi et al., 2022). The author also added that purchase intention in online buying is significantly influenced by brand awareness, brand loyalty, and brand attitude. The authors note that effective audience targeting helps brands reach relevant online consumers and increase visibility, which strengthens awareness (Machi et al., 2022). Positive brand attitudes and recurring interactions that gradually foster loyalty affect customer engagement. They stress that in competitive e-commerce settings, increased involvement results in deeper emotional ties, more trust, and a higher chance of making a purchase.
Beyond that, the current research often leaves out the measurement of brand equity or client loyalty for immediate metrics such as click-through rates or immediate buying. While AI-driven marketing may increase short-term sales in the Nike scenario, little is known about how they will affect long-term brand reputation (Fitriani et al., 2023).The author further added that purchase intention is strongly influenced by brand awareness and brand trust, with brand satisfaction serving as a mediating element. In the case of audience targeting, the authors argue that the effective targeting increases the awareness of the brand, which can reach the right target customers with consistent and reliable communication (Fitriani et al., 2023). To improve customer satisfaction and trust, companies can foster positive brand experiences, thereby enhancing customer engagement. This interaction is in the end, a boost to loyalty and increases the chance of purchase in competitive markets.
There are general studies on the use of AI in marketing, the sportswear sector is particularly captivating due to specific aspects like brand identification, emotional appeal, and lifestyle positioning that were not explored in enough detail in these studies (Hameed et al., 2023). By concentrating on Nike's marketing tactics in particular, this study fills this vacuum.
Overall study this highlights a crucial gap addressed in this study: there is insufficient empirical data connecting AI-driven customisation to long-term brand equity, especially inside international sporting firms like Nike.
[bookmark: _Toc229691773][bookmark: _Toc228644604][bookmark: _Toc231458473]2.2.4 Benefits and Challenges of AI in Marketing
The literature portrays AI in marketing as a two-edged phenomenon that provides both strategic and ethical issues as well as substantial operational benefits (Alkhalfan and Al Mubarak, 2025). Although some studies emphasize the significant risks posed by algorithmic bias, opacity, and data privacy issues, others focus on the efficiency boost in targeting, real-time analytics, and cost reduction that AI offers (Alkhalfan and Al Mubarak, 2025). While the implementation of AI is not without its challenges, the study points to key issues, including algorithmic bias, concerns about data privacy, lack of transparency, and high implementation costs (Alkhalfan and Al Mubarak, 2025). It was also evident that these issues not only lessen AI's efficacy but also bring up more general moral and legal issues that could erode customer confidence.
AI offers significant advantages in boosting the effectiveness of marketing strategies, such as enhanced personalisation, automated decision-making, and predictive analytics, it also presents significant challenges, including algorithm bias, ethical considerations, and privacy issues that can erode customer trust. The authors also emphasize the importance of ethical frameworks and sustainable practices in marketing strategies to reflect potential technological developments and ensure them to be in line with ethics and sustainable principles.  (Alkhalfan and Al Mubarak, 2025). This work fills a vital vacuum in the literature by exploring how organisations really handle these trade-offs, especially in large-scale platforms like Meta, despite a wealth of theoretical discussion. Most of the research is theoretical or simulation-based, underscoring the need for case-based studies that offer useful insights.
The fact that there are no practical solutions to the problem is one of the biggest pitfalls in the research as majority of the studies acknowledge the challenges but fail to provide practical ways to achieve a balance between personalisation and moral issues (Makhlooq and Al Mubarak, 2024). The concern for data privacy is well recognised but some aspects of the balancing act between personalisation and ethics have been given only limited research attention, such as in organisations. Furthermore, an over-reliance on AI may hinder human creativity and emotional storytelling, which is especially important for companies like Nike that rely on a strong brand identity and customer connection (Makhlooq and Al Mubarak, 2024). This is especially important for companies that primarily rely on emotional branding and narrative, like Nike. 
[bookmark: _Toc231458474][bookmark: _Toc229691774][bookmark: _Toc228644605]2.3 Theoretical Framework
[bookmark: _Toc228644606][bookmark: _Toc231458475][bookmark: _Toc229691775]2.3.1 Technology Acceptance Model (TAM)
One of the popular models used to analyze the learning and adoption of new technology is the TAM. Perceived utility and perceived ease of use are the two main factors of TAM, which was developed from the Theory of Reasoned Action (Musa et al., 2024). Perceived usefulness refers to the extent that the user believes that a technology will enhance his/her performance, while perceived ease of use refers to the extent that the user believes that a technology would be easy to use (Natasia et al., 2022). These factors shape users' perceptions that ultimately impact on their technology adoption behavioral intention (Davis et al., 2024). Information systems, digital platforms, and marketing technologies are just a few of the fields in which TAM is extremely useful because to its predictive power and simplicity.
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Figure 2.1: Technology Acceptance Model
Source: Natasia et al. (2022)
The TAM, which describes how people accept and utilise new technology, is shown in Figure 2.1. The approach emphasises how consumers' views about technology are shaped by perceived utility and perceived ease of use, which are influenced by external factors. These attitudes influence behavioural intention, which in turn influences actual usage. In the context of this study, TAM contributes to the explanation of how marketers use AI-powered solutions on Meta platforms according to their perceived efficacy and simplicity of use. The model is useful for comprehending Nike's use of AI-driven marketing technology despite ethical and privacy issues (Natasia et al., 2022). 
TAM is a useful perspective to comprehend how consumers and marketers view AI technologies on Meta platforms in the context of AI-driven SMM (Al-Adwan et al., 2023). Adoption of AI-powered technologies, such analytics dashboards and automated ad targeting, is likely to rise if they are deemed useful and user-friendly (Natasia et al., 2022). The author further added in the study that, this model has come under fire for its inadequate attention to outside factors like organisational support, moral dilemmas, and data privacy concerns. Despite these drawbacks, TAM is still appropriate and significant to this research since it clarifies how AI technologies are embraced and used into marketing strategies, especially in big businesses like Nike (Musa et al., 2024).
[bookmark: _Toc229691776][bookmark: _Toc231458476][bookmark: _Toc228644607]2.3.2 AIDA Model
A classic marketing framework, the AIDA model (Attention, Interest, Desire, and Action) describes the phases that customers go through before making a purchase (Purbaningsih et al., 2022). Marketers must first draw in customers with captivating content, then pique their interest with pertinent and interesting material. The following step is to pique the consumer's interest by emphasising the product's worth and advantages, which eventually results in action and a decision to buy (Jiang et al., 2023). The model's simplicity and efficacy in describing customer behaviours have led to its widespread application in digital marketing, sales tactics, and advertising (Pramita and Manafe, 2022).
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Figure 2.2: AIDA Model
Source: Purbaningsih et al. (2022)
The AIDA Model, which describes the steps consumers go through before making a purchasing decision Attention, Interest, Desire, and Action is seen in Figure 2.2. Marketers first draw clients in with captivating content, pique curiosity with pertinent information, arouse desire by emphasising the benefits of the product, then promote the final purchase action With AI, targeted content delivery, customised ads and predictive suggestions become possible, making this model more and more successful in AI-driven SMM. These qualities assist companies like Nike to shape consumer decisions and boost marketing effectiveness. (Purbaningsih et al., 2022).
In the context of AI-driven SMM, AI enhances every stage of the process, making the AIDA model more dynamic.AI-driven SMM elevates the AIDA model by making it more dynamic with the enhancement of each step of the process. For instance, the AI systems can analyse user preferences to deliver attention-grabbing and appealing ads, and personalised content can create interest and desire. Predictive analytics can also suggest goods that meet user needs, promoting purchases. The linear form of the model yet has drawn criticism since it does not accurately capture the intricate and non-linear character of contemporary customer experiences in digital environments (Jiang et al., 2023). While this limitation was acknowledged, it was also noted that the AIDA model can be used to understand the impact of AI marketing strategies on customer decision-making and marketing effectiveness (Pramita and Manafe, 2022).
[bookmark: _Toc229691777][bookmark: _Toc228644608][bookmark: _Toc231458477]2.3.3 Data-Driven Marketing Theory
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Figure 2.3: Data-Driven Marketing Theory
Source: Xavier and Picoto (2023)
The Data-Driven Marketing Theory, which outlines the methodical process of utilising customer data to enhance marketing performance, is seen in Figure 2.3. Setting goals is the first step in the process, which is then followed by gathering needs and pertinent customer data. Organisations then set a data strategy, organise data, foster a data culture and regularly review and improve campaign outcomes. For businesses such as Nike, the framework enables them to leverage consumer insights to fine-tune their audience targeting, craft relevant ads, and optimise campaign results on the Meta Platforms while also mitigating ethical and privacy concerns with AI-driven SMM  (Xavier and Picoto, 2023).
Data-driven marketing focuses on the strategic utilization of data to inform marketing decisions, improve targeting precision and optimize the effectiveness of marketing campaigns (Xavier and Picoto, 2023). This approach requires collecting, analysing, and comprehending enormous volumes of customer data, including as browsing patterns, previous purchases, and engagement patterns (Saura et al., 2023). These insights can be used to create personalised marketing strategies, meeting consumer preferences (Fast et al., 2023). With the growing accessibility of large volumes of data and sophisticated analytics platforms, data-driven marketing is now a crucial component of contemporary digital marketing tactics.
AI enables data-driven marketing by processing complex datasets and generating insights instantly. Marketers can enhance productivity and effectiveness by leveraging AI-driven solutions for pattern recognition, consumer behaviour forecasting, and campaign optimization, which adapts in real-time to user interactions. (Xavier and Picoto, 2023) Data driven marketing theory, in the context(Adeniran et al., 2024) of Nike's application of AI in their marketing campaigns on Meta, refers to the application of AI in improving the efficiency of their audience targeting and campaign performance. Data driven marketing theory, as applied to Nike's marketing campaigns on Meta, is the concept of using AI to optimize advertising campaign targeting and results (Adeniran et al., 2024). But there's a major issue of data security, privacy, and the ethics of using consumer data with this strategy as well. These challenges highlight the need for companies to use AI technology and ethical data management practices to ensure dependable and sustainable marketing strategies (Saura et al., 2023).
Although TAM provides an explanation for technological adoption, the AIDA model better captures emotional and behavioural reactions. Similarly, data-driven marketing theory is devoid of ethical considerations, and provides a certain operational knowledge, and this explains why these frameworks are included in our investigation: our implies that no single theory is complete. 
[bookmark: _Toc228644609][bookmark: _Toc229691778][bookmark: _Toc231458478]2.4 Conceptual Framework
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Figure 2.4: Conceptual Framework
Source: Created by Author
The TAM, AIDA model, Data-Driven Marketing Theory, and other important ideas are integrated into the study's conceptual framework to describe how AI affects marketing efficacy (Makhlooq and Al Mubarak, 2024). The approach does not suggest that AI has a direct impact on the customer interaction tactics, but rather that it is an enabling tool, which indirectly contributes to better decision making.
Predictive analytics, audience targeting, and content personalisation are examples of AI-driven tools that are seen as independent factors. These technologies have an impact on mediating variables, especially brand recognition and consumer engagement, which are based on the AIDA model (Fitriani et al., 2023). AI can help grab the attention and interest by presenting customised and targeted information, leading to purchase intent.
Marketing effectiveness is measured through engagement, brand awareness, and purchase intention, capturing both behavioural and perceptual outcomes (Makhlooq and Al Mubarak, 2024). When looking into the developed study, it was apparent that the literature highlights inconsistencies, as increased engagement does not always translate into long-term loyalty or trust, revealing a key conceptual tension (Fitriani et al., 2023).
[bookmark: _Toc231458479][bookmark: _Toc229691779][bookmark: _Toc228644610]2.5 Research Gap and Justification of the Study
Despite its rapid expansion, the research on AI in SMM still has a number of important gaps. One significant disadvantage of the current study is that it takes a wide and generalist approach to AI applications, focusing on general trends rather than organisational contexts (Alkhalfan and Al Mubarak, 2025). This approach restricts the practical value of the results by ignoring how AI is used in real-world commercial contexts. Global brands like Nike (Pitka and Bucko, 2023) have notably fewer detailed case studies to showcase how they strategically leverage AI-powered functionalities in Meta advertising platforms. This gap makes it challenging to understand the implications of implementing AI in a competitive digital marketing landscape in terms of operation, strategy, and performance.
Another major gap is the focus in the study conducted by Singh et al. (2023) on quantitative performance metrics, such as click-through rates, impressions, and engagement, as metrics of success. Although these metrics are helpful in gauging the success of campaigns, they fall short in capturing the qualitative aspects of marketing efficacy, such as consumer perception, brand trust, and emotional connection (Zeqiri et al., 2025 The current literature on the subject rarely considers the implications of personalisation with AI on consumer emotions and long-term brand relationships. As a result of this, it is difficult to find knowledge regarding the contribution of AI to instant engagement and long-term brand equity and loyalty, which are essential for companies like Nike, and which will be explained more in detail in the following sections using available grey literature (Chaudhary et al., 2022).
[bookmark: _Toc228644611][bookmark: _Toc229691780][bookmark: _Toc231458480]2.6 Summary
This study focuses on Nike's use of Meta advertising platforms to investigate how AI might improve the efficacy of SMM. It investigates how customer engagement, brand recognition, and purchase intention are impacted by AI-driven tools including audience targeting, predictive analytics, and personalised content. The study offers a thorough grasp of AI's influence on digital marketing tactics by utilising theoretical frameworks such as the TAM, AIDA model, and data-driven marketing theory. Another key point is the study also assesses the advantages and difficulties of adopting AI, providing marketers working in more data-driven and competitive workplaces with both theoretical insights and real-world ramifications. 


[bookmark: _Toc228644612][bookmark: _Toc229691781][bookmark: _Toc227504389][bookmark: _Toc231458481]Chapter 3: Research Methodology
[bookmark: _Toc229691782][bookmark: _Toc231458482][bookmark: _Toc228644613][bookmark: _Toc227504390]3.1 Introduction
This chapter mainly focus on explaining selected research methods for obtaining valid and reliable information related to selected research. Each method selected for collecting valid and reliable information will be analysed and explained for acquiring valid information and better research can be developed. Each method will be explained along with justifications for selecting method and this help in mitigating issues that affect overall research development. The chapter also covers the general research procedure, ethical issues, and inclusion and exclusion criteria. This chapter guarantees that the research is logically in line with its goals and able to produce reliable and significant insights into AI-driven marketing strategies by creating a systematic methodological framework.
[bookmark: _Toc229691783][bookmark: _Toc228644614][bookmark: _Toc231458483][bookmark: _Toc227504391]3.2 Research Philosophy
The positivism research philosophy, which emphasises objectivity, empirical observation, and the utilisation of quantifiable data to produce knowledge, is the foundation of the study (Alharahsheh and Pius, 2020). According to positivism, reality can be comprehended by methodically analysing observable occurrences and is independent of the researcher. The positivist method is suitable for this study since it allows the analysis of AI-driven marketing tactics using factual data from reliable secondary sources (Cuthbertson et al., 2020). Emphasis is not on the subjective interpretation, but finding patterns to AI marketing performance trends. This method ensures that the study's findings are backed by quantifiable evidence, contributing to the validity and reliability of the results (Dunne, 2018).
[bookmark: _Toc229691784][bookmark: _Toc227504392][bookmark: _Toc228644615][bookmark: _Toc231458484]3.3 Research Approach
For developing this research study and obtaining valid and reliable information, the researcher has adopted deductive research approach, which tests the applicability and validity of preexisting ideas and frameworks by applying them to a particular research setting (Gupta and Gupta, 2022). The deductive method begins with established theories that are well-known in the field, such as the AIDA model and the Technology Acceptance Model, and investigates their application in the context of AI-driven SMM.The deductive method starts with established theories well-known in the field, including the AIDA model and the Technology Acceptance Model, and investigates their application in the context of AI-driven SMM. In the analysis of selected methods and purpose of study, it was clear that the study shows consistency between theoretical assumptions and practices as both theories are applied to the case of Nike's Advertising Tactics in Meta Platforms. Application of selected method will be effective and appropriate for the study, as it will allow a logical flow of the theory to the observation, ensuring the investigation remains cohesive and focused. (Hürlimann, 2019). By basing the analysis on reputable scholarly frameworks, the deductive approach further strengthens the findings' legitimacy and advances our understanding of digital marketing (Gupta and Gupta, 2022). Another key point is that inductive approach is not effective and beneficial because it focusses on exploring existing theories and facts while this study needs in-depth analysis and interpretation of data that constitute to obtain valid and reliable information.
[bookmark: _Toc229691785][bookmark: _Toc231458485][bookmark: _Toc227504393][bookmark: _Toc228644616]3.4 Research Design
The researcher will use a case study research design because the selected research study is Nike it is easy to collect the secondary data like report studies, articles etc. and it can be the valid and reliable data of the research study (Johnston, 2017). The case study approach is especially useful for the analysis of the use of AI in SMM as it allows a holistic view of complex events in a real-world context (Hayashi Jr et al., 2019). Nike was chosen due to its strong online presence, well-known global brand, and extensive use of cutting-edge marketing technologies, including AI-powered solutions on Meta platforms (Möller, 2022). This also provides a broad and contextual grasp of how AI can improve marketing effectiveness, which gives the researcher a robust insight into each particular marketing campaign, strategy and outcome (Johnston, 2017). The study aimed to concentrate on depth as the study is conducted within a single organisation and detailed knowledge pertaining to the relationship between technology, marketing tactics and consumer behaviour can be achieved (Mölder, 2022). As well as this, the case study approach makes it easier to integrate many data sources, which increases the analysis's robustness.
[bookmark: _Toc231458486][bookmark: _Toc229691786][bookmark: _Toc228644617][bookmark: _Toc227504394]3.5 Research Strategy
The researcher will be employing a qualitative research method to gain valid information, as this method is appropriate for thoroughly analysing data that is available to investigate complicated phenomena such as AI-driven SMM. It has also been confirmed that the qualitative approach is also not just reliant on numerical measurement but can help the researcher to search for patterns, links, and interpretations in the secondary data sources.  (Morgan, 2018). When analysing the purpose of the study it was identified that it makes use of thematic analysis to methodically find, examine, and evaluate recurrent themes in scholarly works, business reports, and online resources. This method makes it possible to compare various viewpoints and find important trends in AI applications, customer engagement, brand recognition, and marketing efficacy (Nayak and Singh, 2021).
In the study, the qualitative approach allows for a more contextual and critical understanding of the implementation and perception of AI-driven marketing strategies in real-world conditions, and differs from quantitative approaches which focus on statistical testing. This is particularly relevant when the brand impression, emotional engagement and strategic positioning are significant factors, as in the case of Nike (Nayak and Singh, 2021).Other than this, the collection of secondary data helps in conducting an extensive and cost-effective study by utilizing various previous studies and empirical data. This ensures that the results are in line with the study's research goals and enhances their validity and depth. All things considered, the qualitative research approach offers a solid framework for evaluating how AI might improve marketing efficacy.

[bookmark: _Toc228644618][bookmark: _Toc229691787][bookmark: _Toc231458487][bookmark: _Toc227504395]3.6 Data Collection Methods
In this study, the secondary data collection methods and obtaining the data comes from various reliable and relevant sources. Some of these sources include scholarly journals, academic publications, industrial reports, business magazines or digital analytics data related to SMM (Pandey and Pandey, 2021). For this study, secondary data is especially useful since it gives access to a wealth of knowledge about AI technologies and how they are used in marketing that might not be readily available through primary data collecting. The researcher has the ability to analyze real-life examples and patterns for the study and this enhances its practical significance (Panneerselvam, 2014). The data used is accurate, trustworthy, and current when sources are carefully chosen. The study maintains methodological rigor while gaining a thorough understanding of AI-driven marketing strategies by using a variety of reliable sources.
[bookmark: _Toc229691788][bookmark: _Toc228644619][bookmark: _Toc231458488][bookmark: _Toc227504396]3.7 Data Analysis Techniques
A systematic and comprehensive analytical process is essential in order to ensure data interpretation that is relevant (Saunders et al., 2009). For this study, a qualitative thematic analysis approach will be employed to analyze secondary data obtained from reputable digital sources, industry sources and scholarly journals. This method makes it possible to recognise, categorise, and analyse important trends and topics in AI-driven marketing. At the same time, the secondary data will be carefully picked, analysed and organised according to the inclusion criteria to ensure that the secondary data obtained are reliable and relevant (Singh, 2022). The collected data will be then methodologically classified for enabling thematic analysis, it was noted.
At the same time, to identify important concepts, patterns, and recurrent themes in the literature, the analysis will start with familiarisation with the data. With an emphasis on topics like AI-driven targeting, consumer engagement, brand awareness, and marketing success, initial codes will be created to categorise data into relevant groups (Pandey & Pandey, 2021). These statistical summaries can help to provide the foundations for further study, and can give a preliminary understanding of the data patterns. After then, these codes will be categorised into more general themes, making it possible to find connections and trends between various studies. The results will be arranged and presented in an organised way using thematic mapping, emphasising relationships between important variables and ideas (Song, 2018).
The study will then proceed with a thorough thematic interpretation, investigating relationships between the important variables of the conceptual framework, such as AI based tools, customer contact, brand awareness and purchase intention. This will involve analysing information from many sources (Singh, 2022) to identify trends, contradictions and new information. This will make it clear if there is a correlation between increased use of AI tools and better marketing results. It was mentioned that rather than relying on statistical testing, the study will critically examine how AI influences marketing efficacy by combining data from earlier research (Panneerselvam, 2014). This approach enables a more comprehensive assessment of the extent to which AI influences consumer behaviour.
The study's objectives and theory like TAM, AIDA and data driven marketing theory will be considered when interpreting the themes identified. This interpretation-based approach helps bring a better understanding of the influence of AI marketing tactics on the actual context and cases in organizations (Saunders et al., 2019). All things considered, theme analysis offers a flexible and exacting way to extract valuable insights from secondary data.
[bookmark: _Toc227504397][bookmark: _Toc229691789][bookmark: _Toc228644620][bookmark: _Toc231458489]3.8 Inclusion and exclusion criteria
Specific inclusion and exclusion criteria are used for the study to ensure relevance and quality of the data to be used. The inclusion criteria were aimed at identifying sources directly related to the use of artificial intelligence, SMM and digital advertising practices, especially involving Meta platforms (Pandey and Pandey, 2021). A focus on academic journals, peer-reviewed articles, and recent industry reports to assure both credibility and relevance. Importantly, sources will be included that offer information about the marketing strategy of Nike or other large scale organisations to back up the case study approach. On the other hand, the exclusion criteria refers to discarding sources that are dated, without academic authority or do not relate to the research subject (Warsyidah and Hasin, 2021). It was identified that to preserve the integrity of the research, irrelevant data, opinion-based pieces without empirical support, and non-scholarly sources are eliminated. By using these standards, the study guarantees that the data it uses is trustworthy and consistent with its goals.
[bookmark: _Toc228644621][bookmark: _Toc229691790][bookmark: _Toc231458490][bookmark: _Toc227504398]3.9 Research Process and Design Framework
It was identified that to guarantee a methodical and cohesive inquiry, the research adheres to a planned procedure. It was noted that the first step in the procedure is to identify the research challenge, which focuses on how AI affects the efficacy of SMM (Panneerselvam, 2014). It was identified that to lay theoretical underpinnings and pinpoint research gaps, a thorough analysis of the body of current literature comes next. It was evident from the study that developing the research methodology, which includes choosing the philosophy, approach, design, and data gathering techniques, is the next step (Warsyidah and Hasin, 2021). When analysing the findings of overall research study method, it was identified that pertinent secondary data is gathered and subjected to thematic and descriptive analysis. After that, the results are analysed considering the theoretical frameworks, enabling the drawing of significant conclusions (Nayak and Singh, 2021). Lastly, the paper highlights theoretical and practical consequences and offers recommendations based on the analysis. By ensuring that the research is rationally arranged and in line with its goals, this structured framework raises the study's overall calibre and credibility.
[bookmark: _Toc228644622][bookmark: _Toc229691791][bookmark: _Toc231458491][bookmark: _Toc227504399]3.10 Ethical Considerations
While analysing overall research study, it was evident that to guarantee the reliability and integrity of the research, ethical considerations are essential. This was determined that this work has been done in accordance with the ethical standards of the institution by following the rules of responsibility, honesty and transparency in the research process. (Hürlimann, 2019). When analysing the overall selected methods, it was evident that to prevent plagiarism and uphold intellectual property rights, every source utilised in the research is appropriately cited and referenced. In addition to this, it was noted that to ensure that results are presented accurately, the data is used responsibly, without modification or deception (Saunders et al., 2009). There are no direct ethical issues with human subjects because the study is based on secondary data; but, the researcher makes sure that all material is gathered from reliable, publicly accessible sources (Gupta and Gupta, 2022). When analysing the overall methods selected, it was identified that the report also highlights the significance of using AI in marketing in an ethical manner, considering concerns about data protection, responsibility, and transparency. 
[bookmark: _Toc231458492][bookmark: _Toc229691792][bookmark: _Toc228644623][bookmark: _Toc227504400]3.11 Summary of the chapter
This chapter has briefly explained different methods adopted for collecting valid and reliable information related to selected research study. Each method selected for obtaining valid information will be critically analysed and justified so that reasons for selecting method can be identified by future researchers. Each research method will be used for selecting, gathering, organising, summarising, and analysing information that are suitable for developing this research study. Besides, inclusion and exclusion criteria for selecting studies along with ethical considerations and research process and design will be developed so that better information can be obtained and future research can be performed. 

[bookmark: _Toc229691793][bookmark: _Toc231458493]Chapter 4: Data Analysis and Discussion
[bookmark: _Toc229691794][bookmark: _Toc231458494][bookmark: _Toc228046348]4.1 Introduction
This chapter of the study will adopt thematic analysis for obtaining valid information to solve selected research problems and objectives of the study and themes will be developed by considering the purpose of overall research. Qualitative analysis and discussion are the two primary aspects of the chapter. Key themes pertaining to audience targeting, marketing efficacy, and AI-powered advertising are identified by the qualitative research, and the discussion links these results to more general theoretical and practical consequences. What is more is that a discussion is developed by comparing both thematic findings and literature findings for obtaining valid information that helps in developing final chapter of the dissertation. 
[bookmark: _Toc229691795][bookmark: _Toc231458495][bookmark: _Toc228046349]4.2 Qualitative Analysis
[bookmark: _Toc228046350][bookmark: _Toc229691796][bookmark: _Toc231458496]4.2.1 Theme 1: Use of AI-Powered Advertising Tools on Meta Platforms by Nike

Figure 4.1: Use of AI-Powered Advertising 
Source: Created by Author
Nike's SMM efforts on Meta platforms are supported by AI-powered advertising, as seen in Figure 4.1. User input and segmentation are the first steps in the process, where target audiences are identified by analysing consumer data, including demographics, interests, and online behaviour. AI then helps with the design and targeting of advertisements by creating tailored content for clientele. To increase productivity and decrease manual labour, campaign management and launch are automated. Real-time tracking of engagement, clicks, and conversions is made possible via performance monitoring. Lastly, Nike may boost marketing efficacy by refining campaigns and scaling effective techniques across larger markets through optimisation and expansion.
The first theme looks at how Nike optimises their advertising efforts by using AI-powered technologies on Meta platforms like Facebook and Instagram. According to secondary data, AI is a major factor in the transformation of traditional digital marketing into a more data-driven and automated approach (Warmoth, 2025). Nike makes use of several of Meta's AI-enabled capabilities, such as complex performance tracking systems, dynamic creative optimisation, and automated ad placements. With the use of these tools, the business can provide consumers with highly customised advertising content, guaranteeing that campaigns are both effective and pertinent to target audiences (Hammers, 2025).
There are numerous studies and the literature consistently concludes that Nike can process and analyse enormous volumes of consumer data in real time thanks to AI. This comprises behavioural information including past purchases, engagement trends, browsing tendencies, and platform interaction metrics (McCoy, 2025). AI systems can produce valuable insights into consumer preferences and behaviours by combining these various datasets. Nike can create ads that closely match the interests of certain users therefore, which raises the possibility of engagement and conversion (Virdi, 2025).
Another important aspect of the investigation is the use of dynamic ad creatives, which allow Nike to generate multiple versions of its ads that are tailored to different audience groups, automated by AI (Nisar, 2025). If you're into jogging, you'll be presented with advertisements for running shoes and fitness enthusiasts will be shown articles on fitness training equipment.   This degree of personalisation guarantees that users are exposed to content that speaks to their individual needs and interests and improves the relevancy of ads (Chapman, 2026).
Another important point is that, machine learning algorithms are essential for optimising advertising strategies and to improve marketing strategies, these algorithms continuously learn from user engagements including clicks, likes, shares, and conversions (NIKE, Inc. 2025). The system's ability to forecast the kinds of content and distribution strategies that will produce the best outcomes improves over time. At the same time, Nike can minimise resource waste and maximise the efficacy of their advertising campaigns because to this continuous optimisation process (MLQ, 2025).
AI-powered solutions facilitate decision-making over the timing and placement of advertisements in addition to campaign optimisation (Haider, 2025). Meta's algorithms choose the platforms where advertising is most likely to be successful as well as the optimal time to display them. This guarantees that consumers will see Nike's ads when they are most engaged and responsive and as a result, ad distribution efficiency is greatly increased, which raises engagement rates and improves campaign success overall (The AI Journal, 2025).
Nike's utilisation of Meta platforms is further improved using AI-powered chatbots and conversational marketing solutions (SGB Media, 2025). These solutions provide instant responses to inquiries and customized product suggestions, promoting instant interaction with the business and its clients. Chatbots can help deliver a seamless customer journey, supporting customers through the buying process. (Hammers, 2025). In addition to improving customer relations, this interactive strategy raises conversion rates.
Concurrently, during the detailed research into the concept, the scalability of advertising enabled by AI was also determined. With the automation, Nike can execute a number of campaigns across a variety of markets and locations and interact with them very little (Chapman, 2026). This is particularly important for a global brand in a variety of cultural and economical contexts. AI systems could adapt campaigns to align with local preferences while maintaining brand consistency, ensuring effective cross-country marketing strategies.AI systems can help tailor campaigns to local preferences while keeping the overall brand message consistent, ensuring effective cross-country marketing strategies (The AI Journal, 2025).
However, the report outlines some challenges that arise from using AI-powered advertising, and these should be addressed properly to ensure the effective implementation of AI in various sectors and a company's desired business results. Inaccurate or incomplete data is a significant issue as it can affect campaign performance and inaccuracy in the target (Virdi, 2025). Supplementary to this, ethical and data privacy concerns are becoming increasingly important, particularly considering increased regulatory scrutiny. Overall, AI-driven advertising solutions offer great benefits in terms of effectiveness, scalability and personalisation, but they require careful management of data and ethical practices to ensure success.
[bookmark: _Toc228046351][bookmark: _Toc231458497][bookmark: _Toc229691797]4.2.2 Theme 2: AI-Based Audience Targeting and Customer Engagement
The second topic explores the effect of AI audience targeting on consumer engagement with Nike's social media advertising. Secondary data research (Zacks Equity Research, 2025) has found that “AI-based targeting” is one of the critical components in increasing engagement on digital platforms. Nike can provide highly relevant and customised content to audience groups by utilising powerful data analytics and machine learning skills (NIKE, Inc. 2025). By ensuring that ads are both visible and useful to users, this customised approach raises the possibility of interaction and engagement.
One of the biggest breakthroughs is the capability of AI to aid in audience micro-segmentation. AI enables Nike to find extremely detailed audience segments based on behavioural and psychographic data, in contrast to traditional segmentation techniques that concentrate on broad demographic criteria like age, gender, or region (Indian Retailer Bureau, 2026a). This includes the hobbies, lifestyles, online behaviors and shopping patterns of individuals. People who regularly interact with fitness-related information or follow sports influencers, for instance, can be categorised into specialist groups, which enables Nike to create ads that precisely suit their tastes (Indian Retailer Bureau, 2026b).
Advertising content is more relevant thanks to the accuracy provided by micro-segmentation and users are more inclined to interact with material when they see ads that align with their interests (Zacks Equity Research, 2026). This relevancy lessens the possibility that consumers may skip or ignore ads, which is a frequent problem in digital marketing. Consequently, increased engagement metrics such as click-through rates, likes, shares, and comments are a result of AI-driven segmentation (NIKE, Inc. 2025). At the same time, it was identified that Nike being a prominent player in the market focused on adopting AI-based techniques and tools for enhancing customer engagement and targeting audience in the global market and for this AI was highly effective and beneficial. 
The report also highlighted the significance of predictive analytics in audience targeting and application of this tool was highly effective for meeting targeted business goals (Zacks Equity Research, 2025). AI systems can forecast future user behaviour, such as the likelihood of clicking on an advertisement or making a purchase, by analysing prior data. Nike can discover high-value audiences and concentrate its marketing efforts on users who are most likely to convert because to its predictive capabilities (Indian Retailer Bureau, 2026a). The business can maximise its advertising budget and improve returns on investment by giving these segments top priority.
Equally important that, when considering the case of predictive analytics it enhances the timing and distribution of ads. Advertisements are shown at the best times thanks to AI algorithms that identify when people are most active and responsive to marketing messaging (Zacks Equity Research, 2026). At the same time, it was also palpable that advertisements are displayed when users are most likely to interact, this intentional timing raises the likelihood of user involvement (Indian Retailer Bureau, 2026a). As a result, prompt and precise delivery greatly increases the efficacy of advertising initiatives.
Another important element that promotes consumer engagement is personalisation. Nike can provide customised ads that consider the tastes and actions of individual users thanks to AI-powered systems (Pereira, 2026). It was evident that to create a sense of familiarity and relevance, users might be offered products that are like those they have already seen or bought. By encouraging users to engage with the material and learn more about the business, this tailored approach strengthens the bond between the company and the customer (Indian Retailer Bureau, 2026a).
AI-driven content optimisation, in addition to personalisation, is essential for enhancing engagement results. Algorithms are always evaluating how well various kinds of content perform in different audience categories (NIKE, Inc. 2025). Based on the information and advertisements play a significant role in targeting customers and maintaining customer engagement, future ads are modified based on what seems to appeal to people the most. The iterative process ensures marketing strategies remain flexible and responsive to evolving customer preferences, ultimately leading to sustained growth in customer engagement. (Indian Retailer Bureau, 2025).
Another feature that is helpful to the consumers and is enabled by AI is social listening and this goes a long way of knowing the opinions, trends and preferences of the consumers through different social media platforms and means of communication. Nike obtains important insights about consumer preferences, opinions, and new trends by tracking discussions, comments, and sentiment on various social media sites  (Indian Retailer Bureau, 2026b). These insights help the company match its messaging with audience expectations by guiding the creation of more engaging and pertinent contentBut even with these benefits, there are also issues like privacy issues and possible over-reliance on algorithms (Indian Retailer Bureau, 2025). The results indicated that AI-powered audience targeting has a significant impact on consumer engagement, helping to deliver timely, relevant, and tailored marketing experiences.
[bookmark: _Toc228046352][bookmark: _Toc229691798][bookmark: _Toc231458498]4.2.3 Theme 3: Effectiveness of AI-Driven SMM in Improving Brand Awareness and Purchase Intention
The third subject examines how well AI-powered SMM generally achieves important marketing goals, namely purchase intention and brand exposure. AI has drastically changed how companies like Nike handle digital marketing, according to secondary data research (NIKE, Inc., 2025). Nike can improve the accuracy, effectiveness, and impact of its advertising by using AI into its social media initiatives (Sargent, 2025). This change is particularly clear in the way AI enhances customer decision-making and visibility, thus boosting marketing efficacy.
AI improves brand visibility through optimised advertisement distribution, which is one of the most notable discoveries and this help in bringing customer engagement and targeted required audience. AI systems make sure that the most pertinent people see ads, expanding their visibility and reach (Haider, 2025). Alongside, to improve brand recall and recognition, this focused and repeated visibility is essential, and users are mainly attracted or connected with brand when their interests are valued and products are developed by understanding the opinions of the customers in the market. Users are more likely to recall a brand and connect it with their interests when they regularly see relevant commercials, which raises brand awareness overall (Sargent, 2025).
A strong brand identity is further developed using visually appealing and customised content in addition to optimised delivery and this helps in attracting audience in target market and maintaining or retaining existing customers. Nike can produce content with characteristics like dynamic images, customised messaging, and culturally relevant themes that closely match consumer preferences thanks to AI (Sasikumar, 2026). Influencer partnerships and user-generated content are common components of campaigns, which increase relatability and authenticity. This strategy not only draws in customers, but it also strengthens their emotional bond with the business.
The impact of AI on purchase intention is another important finding, and it was noted that AI-powered systems evaluate user behaviour and preferences to provide tailored ads and product recommendations (SGB Media, 2025). AI lessens the effort needed in the decision-making process by offering users products that align with their requirements and interests (Hammers, 2025). Conversion rates rise because of this easiness, which motivates customers to go from awareness to contemplation and, eventually, to purchase more quickly.
Enhancing marketing efficacy also heavily relies on data-driven insights and this help in identifying different indicators that help in monitoring and analysing performance and meeting targeted goals of the company. AI (Nisar, 2025) can be used to track and analyze KPIs such as click-through rates, engagement, and conversion metrics continually. Nike can assess the effectiveness of its advertising and make wise changes thanks to this real-time feedback (Naceva, 2026). Consequently, the marketing strategies become more flexible and adaptive, ensuring that the resources are used efficiently and have the maximum impact.
The use of AI-powered retargeting strategies reinforces brand visibility and boosts purchase intent. Follow-up adverts that are relevant are directed towards individuals who have previously interacted with Nike's advertising campaigns or visited their website (Virdi, 2025). These reminders help to increase conversion rates by reminding consumers to reconsider items they have expressed interest in. Retargeting enhances the marketing funnel's overall efficacy in addition to improving sales results (Sasikumar, 2026).
Despite these advantages, the report highlights some challenges facing AI-powered marketing, including the need for good quality data and the accuracy of the algorithms (Indian Retailer Bureau, 2025). If marketing efforts are based on faulty data, the effectiveness could be reduced due to targeting the wrong audience. Similarly, many companies are adopting such AI-powered strategies driven by the increasing competition in digital ads, potentially reducing the ability to differentiate and reduce overall effectiveness (Naceva, 2026).
AI-powered SMM results indicate that it has a profound impact on boosting brand visibility and desire to buy. The four marketing tools can assist Nike in developing a highly effective retargeting campaign, customized messaging, dynamic analytics, and customized advertising (Indian Retailer Bureau, 2026b). The overall impact of AI is still positive, underscoring its significance as a strategic tool in contemporary digital marketing, even though issues with data quality and competition still exist.
[bookmark: _Toc231458499][bookmark: _Toc229691799][bookmark: _Toc228046353]4.3 Discussion
The findings from the qualitative analysis offer valuable insights into the potential of using AI to enhance the effectiveness of SMM, particularly in the context of Nike's marketing on Meta ads. The results are discussed based on the previous research and theories discussed in Chapter 2. In this discussion, the value of the research is enhanced by drawing parallels, contrasts, and contributions to the body of knowledge using a comparison of empirical data with previous research.
The investigation highlights the pivotal role AI-powered marketing solutions can play in improving marketing performance and efficiency. This bolsters the claims made by Milan et al. (2023) and Singh et al. (2023), who highlight how AI makes it possible to switch from conventional mass communication to data-driven marketing strategies. The results show that Nike uses AI to improve campaign efficacy through automated ad placements, dynamic creatives, and real-time optimisation (NIKE, Inc. 2025). This is consistent with the data-driven marketing hypothesis (Xavier and Picoto, 2023), which emphasises the significance of leveraging consumer data to guide marketing choices. The author also highlighted that, this study adds note by identifying operational issues including data dependency and algorithmic constraints, whereas the literature primarily portrays AI as highly advantageous.
The findings also provide compelling evidence for the literature on audience segmentation and targeting facilitated by AI. The results show that AI enables accurate audience targeting utilising behavioural, demographic, and psychographic data, which is consistent with Pitka and Bucko (2023). This makes it possible for Nike to transition from conventional segmentation techniques to micro-segmentation and tailored messaging (Indian Retailer Bureau, 2026b). This study extends this and validates the results of Parshetty et al. (2024)'s relevance as an important determinant in driving interaction. The findings do, however, validate another insight that Chen (2023) found: An increase in the degree of interaction does not always result in emotional connections or long-term brand loyalty.
These results align with the application of predictive analytics in this study, which Hameed et al. (2023) argued enhances the effectiveness of marketing efforts by forecasting consumer behaviour. The findings show that Nike employs predictive audiences and ad delivery timing optimization for high value audiences, (Hammers, 2025). This idea is supported by the notion of anticipatory marketing, or proactively meeting consumer needs. The study also addresses a gap in the literature by providing evidence that predictive analytics is not necessarily accurate, as contextual interpretation and data accuracy are also key factors in its effectiveness.
The results confirm the significance of personalisation in terms of customer engagement as mentioned by Nikhil et al., (2025). AI personalisation enhances user engagement by providing relevant content that resonates with individual interests, leading to improved metrics such as clicks, shares, and comments. This is supported by the AIDA model which is presented by Purbaningsih et al. (2022) that tailored material can attract viewers and at the same time provoke viewers' curiosity. The results, still, also support the worries expressed by (Chaudhary et al. (2022), showing that strong customer connections are not always the result of great engagement. This implies that engagement measures might not be adequate markers of marketing success on their own.
Beyond that, the study provides valuable information on the marketing outcome of purchase intention and brand awareness, which are included in the literature. The findings show that targeted commercials over a period of time, increase the brand recall and recognition which is in line with Rahmi et al. (2022). Another is that Zeqiri et al. (2025) suggest that suggestions tailored to each customer can enhance the Decision Making process, which is in line with the impact of AI on purchase intention. However, the study also aligns with Machi et al. (2022) who report that over-personalisation may create privacy concerns and decrease customer confidence and purchasing intentions.
The other valuable suggestion from this study is that it is congruent with the Technology Acceptance Model (TAM). The results indicate that the perceived usefulness and usability of AI tools impact how effective they are (Musa et al., 2024). Nike have been taking major steps in terms of technical acceptability in the company, having successfully implemented AI-based solutions (McCoy, 2025). The study does, yet, also draw attention to TAM's shortcomings, especially its disregard for external issues like data protection and ethical considerations, which are crucial in the context of AI-driven marketing.
There are also ethical and practical issues addressed with regard to AI, which are typically recognised in the literature. The results reflect issues discussed by Alkhalfan and Al Mubarak (2025) including algorithmic bias, issues with data privacy, and transparency. The research results support the results of Teepapal (2025) and Pandjaitan (2024), who have mentioned that the human creativity will be decreased when using AI excessively. This highlights the need for a balanced approach between automation and creativity, especially for companies like Nike that depend on emotive narrative and brand identification (Virdi, 2025).
This study also places great importance on the quality of the data, which is in line with Scott's (2024) assertion that “the quality of the data is the quality of the AI system.” The results indicate that if the data is incomplete or inaccurate, the accuracy of the data can have a negative effect on campaign results and the accuracy of targeting. This highlights the necessity of strong data governance and ongoing AI system monitoring. Supplementary to this, it fills a vacuum in the literature about the practical difficulties of applying AI in actual marketing situations.
This study may also be considered from a broader perspective as one of the missing links in the research literature discussed in Chapter 2, which is a paucity of case specific analysis. There has been a lot of research on the use of AI in marketing in general (Warmoth, 2025), but this research paper is focused on a detailed analysis of how such technologies are used in a multi-national organisation like Nike. This practical focus increases the findings' relevance and offers insightful insights for marketers looking to apply AI tactics in comparable situations.
The general consensus from the discussions indicates that AI plays a major role in enhancing the effectiveness of SMM, offering increased targeting precision, engagement, and conversions. Results overcome the drawbacks of previous research work as it offers a critical and balanced approach to the research and, importantly, general consensus with previous research work. Although AI has many advantages, ethical application, high-quality data, and the incorporation of human creativity are necessary for its success. Therefore, to effectively utilise AI's potential in digital marketing, organisations need to take a responsible and planned strategy.
[bookmark: _Toc229691800][bookmark: _Toc231458500]4.4 Summary of Findings
[bookmark: _Toc231458501]4.4.1 Theme 1: Use of AI-Powered Advertising Tools on Meta Platforms by Nike
This study examined the use of meta-advertising platforms (Facebook and Instagram) by Nike and how AI can enhance the effectiveness of SMM. Secondary data analysis was conducted using a qualitative thematic analysis approach to identify key strategic areas where AI is contributing to improving marketing performance, customer interactions, audience targeting and brand visibility. The study found three main elements that together show how AI-driven technologies are becoming increasingly important in contemporary digital marketing strategies. 
The initial finding highlighted the extensive use of AI-driven advertising solutions across Meta platforms by Nike.The first finding was an emphasis on Nike's use of AI-powered advertising solutions across Meta platforms. Nike employs machine learning algorithms, dynamic creative optimisation, automated ad placements and real-time performance monitoring to automate and optimise its advertising processes, the report said. These technologies can enable the business to process vast amounts of data on the customer, such as their browsing history, interactions, and past purchases, and develop highly focused advertising campaigns. The results also showed that AI increases the effectiveness of campaigns by making sure that ads are shown to the appropriate people at the correct times. As well as this, by offering prompt responses and tailored recommendations, chatbots and conversational marketing solutions driven by AI improve consumer contact. However, the findings also identified problems such as the need for good quality data, computational limitations, ethical and data privacy issues.
[bookmark: _Toc231458502]4.2.2 Theme 2: AI-Based Audience Targeting and Customer Engagement
The second result concentrated on customer involvement and audience targeting using AI. The results revealed that the audience segmentation of Nike, based on behavioural, demographic and psychographic data, is significantly improved by AI. In contrast to conventional segmentation techniques, AI allows the business to pinpoint extremely exact customer segments and provide tailored content that suits each person's interests and preferences. This can help boost engagement rates and CTRs as consumers are more likely to like, comment, and share this content. Notably, predictive analytics is a key component of Nike's predictive approach to understanding consumer behaviour and finding high-value audiences that are more likely to become customers. The study also discovered that AI facilitates content optimisation, social listening, and tailored advertising all of which enhance customer engagement and marketing responsiveness. 
[bookmark: _Toc231458503]4.2.3 Theme 3: Effectiveness of AI-Driven SMM in Improving Brand Awareness and Purchase Intention 
The third result presented how SMM using AI could enhance consumer recognition of the brand and enhance purchase intention. The report recommends that Nike could use AI to create content that resonates with individual shoppers, helping to drive brand awareness. Regular exposure to pertinent commercials improves brand memory and fortifies consumer brand recognition. Alongside this, by enticing consumers to return to products they have previously viewed or interacted with, AI-driven recommendations and retargeting tactics have a beneficial impact on purchase intention. Nike uses data-driven insights and real-time analytics to continuously assess campaign success and make tactical changes to optimise marketing results. When examining overall findings, it was evident that, growing rivalry in AI-powered advertising and the danger of over-personalization were noted as possible drawbacks that could eventually lower marketing efficacy.
[bookmark: _Toc228046354][bookmark: _Toc229691803]In conclusion, the findings reveal that AI can revolutionize SMM by enhancing brand visibility, driving purchase intent, boosting engagement, optimizing targeting, and improving campaign success. While the benefits of AI are plentiful, the report underscores the importance of addressing ethical considerations, data quality and ensuring businesses can leverage a combination of AI and human creativity and effort to achieve far-reaching and meaningful marketing results. 
[bookmark: _Toc231458504]4.5 Summary
This chapter analyse information obtained through secondary sources related to Nike with the help of thematic analysis by comparing with objectives of the study. The findings obtained through developed themes and patterns will be used for developing conclusions and recommendations that helps in completing overall purpose of the study. All information obtained through selected method were analysed, discussed, and summarised for obtaining accurate and valid information that helps in smooth completion of overall research study.

[bookmark: _Toc229691804][bookmark: _Toc231458505]Chapter 5: Conclusion and Recommendations
[bookmark: _Toc231458506]5.1 Introduction
This chapter provide a detailed conclusion and recommendation for overall research study by comparing findings obtained through selected methods and suitable solutions will be proposed through this research. This study will analyse and interpret findings obtained through thematic analysis and literature review by comparing with aims, objectives, and findings for delivering better conclusions. Based on the findings and conclusions, suitable recommendations for business, academic, and future will be delivered so that better research study can be developed. The limitations of performed research and suitable recommendations for future researchers will be provided to over existing issues and developing better research studies in future. 
[bookmark: _Toc231458507]5.2 Summary of aims, objectives and findings
[bookmark: _Toc231458508]5.2.1 Objective 1: To examine the use of AI-powered advertising tools on Meta platforms by Nike
The survey found that to increase the efficacy of its digital marketing initiatives, Nike makes considerable use of AI-powered advertising capabilities on Meta platforms like Facebook and Instagram. The results obtained from the study mainly showed that AI technologies, such as machine learning algorithms, predictive analytics, automated ad placements, and dynamic creative optimisation, significantly improve marketing effectiveness (Alkhalfan and Al Mubarak, 2025). It was noted that the company will mainly use different techniques for assessing massive amounts of information related to customers, track trends in behaviour, and instantly optimise advertising campaigns. Besides, findings suggested that this helps the company in delivering highly customised advertisements that suit the tastes and interests of various target segments.
When analysing the study developed, it was evident that, the survey discovered that Nike uses AI to enhance campaign automation and scalability in several international marketplaces. When analysing the findings obtained through thematic analysis and literature review, it was evident that the business may oversee multiple advertising campaigns at once while preserving a consistent brand identity and marketing efficacy thanks to AI-enabled solutions. When looking into overall findings, it was evident that through delivering better responses and better recommendations related to products like, AI-powered chatbots and conversational marketing tools enhance consumer contact. 
At the same time, when looking into in-depth understanding about findings it was identified that quality of data and usage of data plays a significant role for attaining success of AI-powered advertising. Campaign performance and targeting precision can be negatively impact available data and low-quality information and this helps businesses in using AI technologies for facing challenges resulted due to growing algorithmic transparency issues and privacy. Overall, the study found that Nike's SMM efforts on Meta platforms greatly benefit from AI-powered advertising technologies in terms of marketing efficiency, personalisation, and operational effectiveness.
[bookmark: _Toc231458509]5.2.2 Objective 2: To analyse how AI-based audience targeting influences customer engagement with Nike’s social media advertisements
The study's conclusions showed that AI-based audience targeting significantly improves consumer interaction with Nike's SMM. When examining and elucidating the findings obtained from thematic analysis it was evident that Nike uses AI technology to analyse behavioural, psychographic, and demographic data gathered through Meta platforms to execute audience micro-segmentation (Pitka and Bucko, 2023). From the findings it was identified that the application and use of technologies that are enabled by AI helps businesses in identifying extremely specific client groups based on browsing activity, purchase habits, interests, and online engagement patterns, when compared to earlier traditional marketing segmentation techniques. 
Findings also pointed out that personalised advertisements greatly increase engagement metrics like click-through rates, comments, shares, likes, and conversations (Chaudhary et al., 2022). From both literature as well as thematic analysis, it was evident that consumers are more inclined to interact with ads that align with their tastes and way of life. It was also noted that by identifying users of the company can help in interacting with advertisements or make purchases, AI-powered predictive analytics further enhances consumer engagement. 
When analysing and evaluating in-depth thematic analysis, it was identified that AI also assists Nike in choosing the best time and platform to show ads, guaranteeing that content reaches consumers during their peak online activity. It was also noted that campaign performance is enhanced and engagement is more likely because of this prompt delivery. Based on the findings, it was evident that social listening tools helps the company like Nike for monitoring market trends, customer feedback, and preferences in real time, that helps in enabling the company for adjusting marketing strategies. Moreover, it was palpable that the findings of the study mainly focussed on explaining by offering prompt responses and pertinent product recommendations, AI-driven chatbots and tailored recommendations improve consumer interactions. 
[bookmark: _Toc231458510]5.2.3 Objective 3: To evaluate the effectiveness of AI-driven SMM in improving brand awareness and purchase intention
Based on overall thematic as well as literature findings, it was identified that, AI-powered SMM greatly increases consumers' brand awareness and purchase intent. It was palpable that all the findings and the results obtained from performed analysis showed that AI aids Nike in providing users with tailored and targeted ads, boosting brand awareness and recognition on digital channels. It was also identified that customers get more familiar with Nike's products and brand identification through frequent exposure to pertinent material and optimised advertisement distribution (Zeqiri et al., 2025). It was also apparent that advertisements are seen as the most appropriate audiences that helps AI-powered systems in enhancing marketing efficacy and campaign performance. 
From the overall analysis and interpretation, it was noted that AI systems examine consumer behaviour, preferences, and past encounters to make product recommendations based on personal interests. Customers are encouraged to go from product knowledge to purchasing behaviour more quickly because of this simplifying the decision-making process (Hameed et al., 2023). As well as, it was apparent from the performed thematic analysis, it was evident that Nike can continuously analyse campaign results and make real-time adjustments to advertising plans because to AI-driven analytics. From the overall analysis, it was noted that this adaptability enables the business to successfully react to shifting consumer tastes and industry developments. Moreover, it was evident that Influencer marketing, eye-catching content, and culturally appropriate message all work together to improve long-term brand identification and foster an emotional bond with customers.
[bookmark: _Toc231458511]5.3 Recommendations
[bookmark: _Toc231458512]5.3.1 Business Recommendations
Based on the findings obtained from the thematic analysis and literature findings, it was highly recommended for the company like Nike or any other similar companies utilising AI-driven SMM techniques can benefit from several recommendations based on the study's findings. Based on the findings it is also suggested that companies should keep spending money on AI-powered tools to enhance audience targeting, campaign optimisation, and tailored advertising (Singh and Ahmed, 2024). When considering the findings, it was identified that businesses should deliver more relevant marketing material that increases engagement and buy intention by using AI solutions, which offer insightful data about consumer behaviour. Besides, when analysing the findings obtained from overall research study, it was suggested that for creating more captivating marketing efforts, businesses need combine human creativity with AI-driven analytics (Petrescu and Krishen, 2023). 
At the same time, based on findings it is suggested that companies ought to improve ethical AI processes and data privacy. At the same time, it is also recommended that to uphold consumer confidence and adhere to privacy laws, organisations must guarantee transparency in data acquisition and utilisation (Morey et al., 2015). Moreover, from the overall analysis performed it is highly recommended that to guarantee data accuracy and campaign efficacy, businesses should also routinely assess and analyse the operation of AI systems. Henceforth, based on findings, it is clear and suggested by the author that business organisations can minimise potential difficulties and ethical issues while optimising the advantages of AI-driven marketing by implementing these suggestions.
[bookmark: _Toc231458513]5.3.2 Academic Recommendations
It's essential for businesses to find a balance between human innovation and AI automation. While AI enhances productivity and decision-making, creative branding and emotional storytelling remain essential for fostering good customer relationships and brand loyalty (Lal, 2024). Based on overall analysis and interpretations, the researcher recommends that to lower the risks associated with algorithmic bias and customer information exploitation, ethical AI governance frameworks should be put into place. As we began to delve into detail study analysis, it was clear that in order to improve their understanding of AI-technology and digital marketing analytics, marketing professionals need to continue training and development initiatives as well (Qadeer and Awad, 2025). Moreover, from the overall findings it is highly recommended that future studies should investigate algorithmic bias, customer privacy, ethical AI governance, and the long-term efficacy of AI-powered marketing tactics on various digital platforms and businesses. 
[bookmark: _Toc231458514]5.3.3 Future Recommendations
Moreover, future studies can also explore the application of AI automation in businesses' SMM strategies without compromising on human creativity and emotional branding. Future studies should explore the potential of using new AI-powered technologies to improve audience targeting, optimisation of campaigns and personalised advertising across different social media platforms (Sharma and Sharma, 2024). From the overall analysis, it is highly recommended that future studies might also examine the long-term effects on consumer loyalty and purchase intention of integrating AI-driven analytics with emotive storytelling and innovative branding.
[bookmark: _Toc229691802][bookmark: _Toc231458515][bookmark: _Toc229691810]5.4 Recommendations for Future Researchers
This research study's evolution revealed that using one or more data collection and analysis techniques is essential to gathering accurate and trustworthy data and resolving the study's chosen research problem. Researchers can obtain more trustworthy and reliable information and solve specific research studies by using survey and interview methods, survey and case study methods, or interview and case study methods. The chosen research study made it clear that gathering additional data using one or more techniques can assist in resolving accessibility problems, comprehension gaps, and locating accurate and trustworthy information to address the chosen research problem. At the same time, if additional research techniques are used to get accurate and trustworthy data, time and financial constraints can be reduced and better research projects can be created in the future. In addition, expanding the number of samples or information sources while gathering reliable data to address specific research challenges might aid in resolving specific concerns with sufficient and reliable data. From now on, it is advised to gather distinct and reliable data, conduct a successful investigation, and resolve the chosen research issue.
[bookmark: _Toc231458516]5.5 Research Limitations
The focus on a single research method to obtain accurate and trustworthy information linked to the study was found to be the main constraint that affected the overall research investigation. The study's validity and reliability as well as information access were reduced by the concentration on a single research approach, which aided in the collection of valid and reliable data. Focusing on one or more data collecting and analysis techniques is therefore required to improve the authenticity and validity of the information, as the availability of valid information was reduced by the inaccessibility of secondary information. Additionally, doing a comparative analysis of businesses operating in other nations could have aided in comprehending cross-cultural management and its effects on corporate growth. Going forward, attaining specific aims and objectives will need concentrating on one or more businesses in various international markets.
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