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Abstract
This study examines the role of Artificial Intelligence (AI) in digital marketing strategies, focusing on its impact on marketing effectiveness, its contribution to marketing performance, and the challenges associated with its implementation. The rapid evolution of digital technologies has transformed how organisations interact with customers, making AI an essential tool for analysing consumer behaviour, improving decision-making, and delivering personalised marketing experiences.
The research adopts a secondary quantitative approach, drawing on existing academic literature and industry reports published between 2020 and 2025. Key performance indicators such as customer engagement, conversion rates, click-through rates (CTR), return on investment (ROI), sales growth, customer acquisition, customer retention, and brand awareness were analysed to evaluate the effectiveness and performance outcomes of AI-driven marketing strategies. The study also explores implementation challenges including high costs, lack of technical expertise, data privacy concerns, system integration issues, and organisational resistance.
The findings suggest that AI significantly enhances digital marketing effectiveness by improving targeting accuracy, increasing customer engagement, and optimising campaign performance. Furthermore, AI contributes positively to marketing performance by driving sales growth, improving customer acquisition and retention, and strengthening brand awareness. However, despite these benefits, several barriers limit successful adoption, particularly for small and medium-sized enterprises.
The study concludes that while AI offers substantial competitive advantages in digital marketing, its successful implementation requires adequate resources, skilled personnel, and strong organisational readiness. The research highlights the importance of integrating technological capability with strategic management to fully realise the potential of AI in modern marketing environments.
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[bookmark: _Toc231310149]1: INTRODUCTION 
[bookmark: _Toc231310150]1.1 Background of the Study 
Fundamentally, digital marketing is now a vital part of any business strategy, especially with the evolving digital technologies and consumer habits. Digital marketing's journey from the basic one-way promotional techniques to more interactive, data-driven and personalized communication systems is a fascinating one. The advancement of the internet, smartphones and social media has made consumers 'always connected' and constantly produce large amounts of data through searches, clicks, online engagement and purchases. This change has drastically impacted the perception and relationships of organisations with their customers (Bharti et al., 2024). 
At the same time, Artificial Intelligence (AI) is one of the most transformative technologies in the digital economy. AI is the ability of systems to perform tasks normally done by humans, using the same intelligence for learning, reasoning, and decision making (Truong et al., 2023). Various AI technologies like machine learning, predictive analytics, natural language processing (NLP), chatbots, recommender systems, and marketing automation have been adopted at a fairly large scale by businesses over the last 10 years, especially in marketing operations. 
Marketing is also seeing the application of AI in various aspects, such as customer segmentation, personalised advertising, predicting customer behaviour, sentiment analysis, and automated customer support. For instance, machine learning algorithms can be used to segment customers into high value categories, and predictive analytics can be used to predict future customer behaviour. The implementation of Chatbots in customer service has been observed to contribute to the enhancement of customer satisfaction and engagement, providing immediate responses to customer queries and improving the overall experience (Rahman et al., 2024). 
AI's value to today's business is in its capacity to analyse vast amounts of data, process it rapidly and provide actionable insights for decision making. AI is becoming a more common tool in businesses to boost marketing effectiveness, cut expenses, personalize customer experiences, and give a competitive edge. Although AI is becoming more widespread around the world, adoption rates differ across industries and company sizes, so an in-depth analysis of how effective, beneficial, and difficult AI is to implement is needed.
[bookmark: _Toc231310151]1.2 Research Problem 
Although AI has come a long way in the world of digital marketing, there are still plenty of obstacles that organisations have to overcome. Although big companies are banking heavily on AI-powered marketing systems, many small and medium-sized enterprises (SMEs) are facing difficulties on financial grounds, technical skills, and infrastructure. 
One of the other challenges is understanding the true impact AI can have on marketing performance in a non-biased way. In the current literature, the advantages or the obstacles are addressed in isolation, while little consideration has been given to a comprehensive analysis of past cases, which investigates effectiveness, advantages, and barriers to implementation simultaneously. This leaves people with a lack of clarity around the application of AI in marketing strategy. 
Moreover, the understanding of the direct impact of AI on important marketing KPIs like customer engagement, conversion rates, click-through rates (CTR), return on investment (ROI), customer acquisition, and brand awareness is limited. Moreover, organisations have data privacy and ethical considerations regarding the use of customer information, as well as challenges with integrating AI with current systems. 
Hence, there is a clear research gap as to how AI enhances the effectiveness of digital marketing, along with its advantages and implementation hurdles, all in one.
[bookmark: _Toc231310152]1.3 Research Aim 
The aim of this study is to examine the role of Artificial Intelligence in digital marketing strategies by analysing its impact on marketing effectiveness, identifying its key benefits on marketing performance, and evaluating the challenges organisations face in implementing AI technologies.
[bookmark: _Toc231310153]1.4 Research Objectives 
To achieve the aim of the study, the following objectives are developed:
· To examine the impact of AI technologies on the effectiveness of digital marketing strategies. 
· To analyse the measurable benefits of AI in marketing performance. 
· To identify the challenges associated with AI implementation in marketing strategies. 
These objectives ensure a structured approach to understanding both the opportunities and limitations of AI in marketing.
[bookmark: _Toc231310154]1.5 Research Questions 
This study is guided by the following research questions:
1: What is the impact of AI on the effectiveness of digital marketing strategies? 
2: What measurable benefits does AI provide to organizations in marketing performance? 
3: What challenges do organizations face when implementing AI in marketing strategies? 
These questions help maintain focus throughout the dissertation and ensure alignment between literature review, methodology, and findings.
[bookmark: _Toc231310155]1.6 Rationale of the Study 
The purpose of this study is to examine the rationale behind the study. From the academic standpoint, this study has great importance, and from the business side, the study has great value. Academically, it adds to the vast collection of literature on the use of Artificial Intelligence in digital marketing by providing a structured analysis of its effectiveness, benefits and challenges. It combines the two key theories of AI adoption – Technology Acceptance Model (TAM) and Resource-Based View (RBV) – to explain the adoption and readiness of AI in organisations. 
The marketing manager, organisation and SME will find the study of high relevance from a business point of view as they want to understand the usage of AI to enhance marketing performance. It shows the potential for using AI tools to boost customer engagement, make better decisions, and upscale ROI. 
Additionally, the study identifies key barriers such as high implementation costs, technical skill shortages, and data privacy concerns. This offers actionable tips to organisations to improve their approach towards the adoption of AI. In summary, the research will help make informed decisions in digital marketing and enhance the effective and sustainable application of AI tools in business settings.
[bookmark: _Toc231310156]1.7 Theoretical Framework 
The underlying theories for this study are based on two concepts, namely the Technology Acceptance Model (TAM) and Resource Based View (RBV). 
TAM is a model that describes the relationship between perceived usefulness and ease of use and the adoption of a new technology (Davis, 1989). It can be helpful in comprehending the obstacles and objections to AI adoption, as well as organizational resistance. 
RBV states that organizations' competitive advantage comes from valuable, rare and inimitable resources (Barney, 1991). In this regard, AI operates as a strategic asset to boost marketing capabilities and performance. 
These theories create a powerful framework for comprehending the adoption behaviour and performance results of AI in digital marketing.
[bookmark: _Toc231310157]1.8 Structure of the Dissertation 
The dissertation is structured into six chapters. 
Chapter 1 introduces the research background, problem statement, aim, objectives, and research questions. 
Chapter 2 presents a comprehensive literature review on AI in digital marketing. 
Chapter 3 explains the research methodology used in the study. 
Chapter 4 presents data analysis and findings. 
Chapter 5 provides a critical discussion of the findings in relation to literature and theory. 
Chapter 6 presents conclusions, recommendations, and future research directions. 
This structure ensures a logical flow of ideas from introduction to final conclusions.



[bookmark: _Toc231310158]2: LITERATURE REVIEW
[bookmark: _Toc231310159]2.1 Introduction 
Artificial Intelligence (AI) is an important technological advancement that is impacting digital marketing today. With the emergence of digital platforms and the growing access of consumer data, organisations have turned to AI technologies to enhance their marketing activities and customer experience (Truong et al., 2023). AI offers a more efficient way to analyze large data sets, predict customer behavior, automate processes, and optimize marketing campaigns compared to traditional marketing strategies (Dumitriu and Popescu, 2020). As a result, AI has become an important tool for enhancing marketing effectiveness and organisational performance. 
Existing research has explored the implications of AI on customer engagement, conversion rates (Rahman et al., 2024), click-through rates, and return on investment (Ziakis and Vlachopoulou, 2023), as well as the challenges of implementation costs, technical complexity, and customer data privacy concerns. The chapter provides a critical review of the literature on AI and digital marketing, pinpoints research gaps and constructs the theoretical framework of the research.
[bookmark: _Toc231310160]2.2 Concept of AI and Digital Marketing
[bookmark: _Toc231310161]2.2.1 Artificial Intelligence: Definitions and Evolution
Artificial Intelligence (AI) is the ability of computer systems to carry out tasks usually associated with human intelligence, such as learning, reasoning, solving problems, making decisions and recognising patterns (Truong et al., 2023). Since its inception in the mid-20th century, AI has come a long way, ranging from rule-based systems to complex machine learning models that can process massive amounts of data and provide predictive insights. The rapid advancement of computer power, data storage capacity, and algorithmic design has enabled the use of artificial intelligence in a variety of business activities, notably in marketing (Ziakis and Vlachopoulou, 2023). 
In the past, marketing decisions were mainly based on human judgment and the analysis of historical data. But, as consumer behaviour becomes more complex and digital data grows at an exponential rate, there is a need for more sophisticated analytical tools. Dumitriu and Popescu (2020) state that AI has revolutionized marketing, moving it from primarily relying on intuition to one that is data-driven and gives businesses more accurate and timely insights. So, more and more, organisations see AI as a strategic asset to boost decision-making, operational efficiency, and competitive advantage.
[bookmark: _Toc231310162]2.2.2 Digital Marketing and Digital Marketing Strategies
Digital marketing is the practice of using digital technologies and online channels to market products, services and brands to target audiences (Chaffey and Ellis-Chadwick, 2019; Kingsnorth, 2022). Websites, search engines, social media platforms, email marketing, mobile applications, and e-commerce systems are among the popular digital marketing channels (Bharti et al., 2024). Unlike traditional marketing, digital marketing allows organisations to communicate with customers in real-time, track customer behavior, and accurately assess the effectiveness of marketing campaigns. 
Digital marketing strategies are the preplanned digital activities that are aimed at reaching a given set of organisational goals. These strategies are all about targeting potential customers and building customer engagement, conversions, and awareness. The application of AI has dramatically transformed the approaches used for their creation and execution. Alansari et al. (2021) believe that AI can help marketers shift from a mass marketing model to one that is more personal and customer-centric. This means that organisations can gain insights into consumer preferences and provide personalised experiences, leading to better marketing results.
[bookmark: _Toc231310163]2.2.3 AI Technologies Used in Digital Marketing
Customer engagement, conversion rate, click-through rate (CTR), and return on investment (ROI) are some of the well-known measures of digital marketing success due to their ability to gauge the interaction of customers, response of campaigns, and financial performance (Chaffey & Ellis-Chadwick, 2019; Kingsnorth, 2022). With the advent of artificial intelligence (AI), these measures have been revolutionized as AI has enabled businesses to conduct customer analysis, make decisions automatically, and personalize experiences for customers.
Predictive analytics involves using statistical algorithms and machine learning methods to anticipate customer behavior, allowing businesses to make proactive marketing choices (Rahman et al., 2024). Natural Language Processing (NLP) enables computers to comprehend and analyze human language, which is utilized in various applications such as sentiment analysis, voice search, and content creation. The use of Chatbots involves NLP, where they are employed for automated customer support and to improve customer interactions on digital platforms (Siddiqui and Malviya, 2022). Moreover, marketing automation platforms can help automate repetitive marketing tasks, such as email marketing campaigns, lead nurturing, and customer segmentation, which enhances efficiency and consistency (Aleixo et al., 2024). 
While these technologies have a lot of advantages, they can only work when data is accurate, technological infrastructure is in place, and organizational capabilities are available. AI is a powerful tool in digital marketing but requires the right resources and strategy for effective implementation.
[bookmark: _Toc231310164]2.3 AI and Digital Marketing Effectiveness
Some of the most common metrics used to assess the success of digital marketing strategies include customer engagement, conversion rates, click-through rates (CTR), and return on investment (ROI) because these indicators reflect customer interaction, campaign effectiveness and financial outcomes of marketing activities (Chaffey and Ellis-Chadwick, 2019; Kingsnorth, 2022). With the advent of Artificial Intelligence (AI), these performance metrics have undergone a major transformation, with the ability to analyse consumer behaviour, automate decision-making processes and provide personalised experiences. In an increasingly competitive digital landscape, AI is becoming an increasingly valuable tool in marketing efforts and helping organisations reach their goals.
[bookmark: _Toc231310165]2.3.1 AI and Customer Engagement
Customer engagement is the interaction and involvement of the consumer with a brand via digital channels. There are also several studies indicating that AI has the potential to boost customer engagement, personalised communication, and customer experience. According to Alghaswyneh (2025), AI-powered personalisation enables businesses to understand consumer preferences and present them with personalized content that resonates with their interests. Such customization enhances customer satisfaction and fosters deeper engagement with digital channels and services. Likewise, Hendrayati et al. (2024) reported that AI-driven recommendation systems increase user satisfaction by offering the right products for users based on their past browsing and buying history. 
Additionally, chatbots and virtual assistants play a role in improving service quality and accessibility by providing instant replies to customer inquiries, which further engages customers. But others believe that over-automation can diminish the human touch in the brand to consumer relationship, which can have an impact on emotional connections among brand and consumer (Tauheed et al., 2024). In general, using AI can better engage users, but there needs to be a balance between automation and human interaction at the organisation level.
[bookmark: _Toc231310166]2.3.2 AI and Conversion Rates
Conversion rates are the percentage of customers who take the action that the business wants, like purchases made, newsletter subscriptions, etc. Previous studies show that AI has played a significant part in the rise of conversion rates by utilizing sophisticated targeting and predictive abilities. According to Rahman et al. (2024), AI systems can process vast quantities of consumer information to gain insights into buying habits and anticipate customer demands. The insights help marketers tailor offers and recommendations for increased conversion, ultimately creating a more personalised campaign. 
Similarly, Tauheed et al. (2024) highlight the ability of predictive analytics to improve decision making by identifying high potential customers and customize marketing messages for them. Recommendation engines that utilise artificial intelligence (AI) have proven effective in increasing sales by suggesting personalized products on e-commerce platforms. However, certain research indicates that AI-powered conversion strategies can only be effective if they are backed up by high-quality and accessible consumer information. Bad data quality can lead to incorrect recommendations and ineffective campaigns (Efendioğlu, 2023). The relevance of data quality as a key determinant of AI conversion rates is the reason. That’s why data quality is a major contributing factor to AI conversions.
[bookmark: _Toc231310167]2.3.3 AI and Click-Through Rates (CTR)
Click-through rate (CTR) is an important indicator used to evaluate the effectiveness of online advertisements and digital content. By leveraging AI's optimization capabilities for ad placement, audience targeting, and content relevance, it can help enhance CTR. Machine learning algorithms are tasked with analysing user interactions and behavioural patterns on a regular basis to determine which types of ads are likely to grab consumers' attention, as per Efendioğlu (2023). This allows organisations to reach target audiences with highly relevant ads. 
Additionally, AI can optimize advertising campaigns in real-time according to consumer feedback, making sure that advertising content is relevant and interesting. Dynamic optimisation is noted by Hendrayati et al. (2024) to enhance campaign performance and boost user engagement with digital ads. But there have been worries about algorithmic bias, in which AI systems might inadvertently discriminate against specific groups of consumers and in favour of others. The restriction can lead to decreased campaign effectiveness and ethical issues of fairness and inclusivity.
[bookmark: _Toc231310168]2.3.4 AI and Return on Investment (ROI)
The Return on Investment (ROI) is the one of the primary marketing effectiveness metrics that assesses the monetary results of marketing investments. There are several studies that show that AI can have a positive impact on ROI through the operational efficiency it brings and the elimination of unnecessary marketing spending. According to Rahman et al. (2024), AI can help companies prioritize their marketing investments and eliminate money-wasting campaigns by identifying the most effective ones. Marketers may leverage automation and predictive analytics to make sure their budgets are being used optimally, and campaigns are achieving the best possible results. 
Likewise, Tauheed et al. (2024) emphasise that AI enables immediate monitoring of performance, enabling businesses to quickly tweak marketing tactics as needed. This flexibility means resources are used more efficiently and the profitability of the business is increased. However, the investment needed for implementing AI can come with its own costs, which can be a significant barrier for SMEs and businesses with limited budgets and resources. While AI can be a game-changer for enhanced long-term returns, businesses should consider the cost of implementation and potential benefits.
[bookmark: _Toc231310169]2.3.5 Critical Synthesis
Several studies have shown that AI is effective in boosting the efficiency of digital marketing, as evidenced by its ability to improve customer engagement, conversion rates, CTR, and ROI. There is generally a consensus in the literature that AI improves the effectiveness of digital marketing, as it can help to increase customer engagement, conversion rates, CTR, and ROI. Personalisation, predictive analytics, and automation are the key components for gaining better marketing results as mentioned by most authors (Alghaswyneh, 2025; Rahman et al., 2024; Hendrayati et al., 2024). There are variations in opinion about the level of these benefits and what makes successful implementation. Some research suggests that AI has the potential to revolutionize marketing, while others point to challenges like data quality, algorithmic bias, costs, and a potential reduction in human involvement (Efendioğlu, 2023; Tauheed et al., 2024). The differing viewpoints imply that the impact of AI goes beyond just the technology, encompassing organizational readiness, data management practices, and strategic implementation methodologies.
[bookmark: _Toc231310170]2.4 Benefits of AI in Marketing Performance
In addition to boosting the impact of particular marketing efforts, Artificial Intelligence (AI) also plays a vital role in marketing performance results. Marketing performance relates to the degree of success in which marketing efforts meet the goals of an organization, like sales growth, customer acquisition, customer retention and brand awareness (Kotler et al., 2021; Varadarajan, 2020). As AI technologies continue to evolve, businesses are leveraging these advancements to streamline their marketing processes, improve customer experiences, and drive tangible business results. There is currently a body of literature indicating the impact of AI on marketing performance in different sectors.
[bookmark: _Toc231310171]2.4.1 Sales Growth
AI's influence on sales is one of the most well-known advantages it brings to marketing. Through AI technologies, businesses can break down customer behavior, forecast buying tendencies and provide customised product suggestions which boost the chances of closing the sale. Ramesha et al. (2025) state that AI-driven recommender systems promote consumers to buy goods that are very similar to their tastes and requirements. Organisations can boost transaction value and, in turn, sales performance by delivering highly relevant product recommendations. 
Likewise, Glory et al. (2025) claim that AI-powered personalisation boosts customer satisfaction by providing customised content and offers, thereby impacting customer purchase decisions. When it comes to sales, consumers are more likely to interact with brands that get to know their preferences. So, AI can help boost revenue by making marketing communications more relevant and effective.
[bookmark: _Toc231310172]2.4.2 Customer Acquisition
For companies aiming to establish their presence in the market, acquiring customers is a major goal to keep in mind. AI can enhance customer acquisition by allowing marketers to better target and identify potential customers. AI systems can leverage advanced analytics and machine learning algorithms to create audience segments using behaviours, demographics and transactions, and target the highest-potential audiences to tailor marketing strategies accordingly (Wen et al., 2022). 
AI not only enhances targeting accuracy but also helps to prevent wasted marketing spend, which in turn lowers the cost of acquiring customers, according to Rabby et al. (2021). Conventional marketing methods tend to target a large audience and might not be the most effective use of resources. AI targeting, however, allows for marketing messages to be delivered to consumers who are most likely to respond to them. Consequently, organisations can capitalize on new customer acquisition and maximize their marketing efforts.
[bookmark: _Toc231310173]2.4.3 Customer Retention
Customer retention is also a crucial component for the long-term success of the organisation because it is easier to build loyalty among existing customers than to start a new relationship with new customers. Customer satisfaction is enhanced and long-term customer relationships are developed, which leads to customer retention. AI-powered chatbots, recommendation engines, and personalised communication systems offer constant support and pertinent interactions along the customer journey (Rabby et al., 2021). 
Personalized experiences boost customer loyalty due to the customers' sense of value, which comes from knowing them and meeting them where they are at (Glory et al., 2025). In addition, predictive analytics helps organisations detect customers who are likely to be at risk of churn and put in place proactive retention tactics. These functions help to enhance buyer loyalty and minimize buyer attrition.
[bookmark: _Toc231310174]2.4.4 Brand Awareness
AI also has an important role to play in increasing brand awareness. Good brand awareness means that customers are aware of and can remember the brand. AI technologies help enhance brand visibility by helping to optimize content distribution across various digital channels and ensure that marketing messages reach the right people at the right time (Wen et al., 2022). 
AI can help organisations reach and impact their target audience with marketing communications by harnessing automated content suggestions, social media optimization, and personalised advertising. According to Ramesha et al. (2025), AI-influenced marketing initiatives can create more audience engagement and enhance brand visibility and market positioning. In a fiercely competitive digital landscape, AI can be a valuable tool for maintaining brand visibility and relevance.
[bookmark: _Toc231310175]2.4.5 Critical Evaluation of Benefits
The literature is generally consistent that artificial intelligence provides significant benefits to marketing performance, with key benefits being the support it provides to sales growth, customer acquisition, customer retention, and brand awareness. The capacity to personalize, predict and automate are crucial features for enhancing organizational performance (Rabby et al., 2021; Glory et al., 2025; Ramesha et al., 2025). The level of benefits available, however, is different in different organisations and industries. Others research has indicated that the instruments of AI, the quality of data available and the organisational capacities play a crucial role in AI performance. Organisations might not achieve the full benefits of AI adoption without these resources. In conclusion, although AI presents great potential to improve marketing results, it is the ability to integrate and manage these tools into the marketing mix that will determine their true impact.
[bookmark: _Toc231310176]2.5 Challenges of AI Adoption
While the implementation of Artificial Intelligence (AI) in digital marketing offers considerable opportunities for improving marketing effectiveness and business performance, organisations continue to face several financial, technical and organisational barriers during adoption (Saini, 2022; Regona et al., 2022).
[bookmark: _Toc231310177]2.5.1 High Implementation Cost
One of the most prevalent challenges to implementing AI is its high cost. AI systems need considerable investment of software infrastructure, cloud computing, data management systems, and analytical tools (Saini, 2022). Beyond the initial investments, there will be resource commitment requirements for system maintenance, updates and cyber security. 
Rahman et al. (2024) highlight that these expenses are often difficult for small and medium-sized enterprises (SMEs), who may have fewer financial and technological resources available. This means that SMEs could experience some challenges in adapting to AI, even though it offers them significant advantages. Nevertheless, Khemnar and Gawali (2025) propose that the future holds the potential for increasingly cost-effective cloud-based AI solutions and subscription-based platforms, which could shift the financial landscape and enhance accessibility.
[bookmark: _Toc231310178]2.5.2 Technical Skills Gap
Another significant difficulty is the lack of technical expertise. Knowing and understanding machine learning, data analytics, and algorithm management are essential for the implementation of AI. Khemnar and Gawali (2025) state that many organisations are facing difficulties in recruiting employees who have the required skills. 
In addition, AI technologies are evolving quickly and continually, requiring employees to be trained and upskilled (Saini, 2022). Without internal skills, organisations can fall into a situation of relying on external consultants, adding to the cost and decreasing flexibility. The skills gap is especially pronounced in developing economies with underdeveloped skills in AI.
[bookmark: _Toc231310179]2.5.3 Data Privacy and Security Concerns
One of the main concerns with AI-driven marketing is the privacy and security of customer data. Another major concern with AI-driven marketing is customer data privacy and security. Rahman et al. (2024) highlight the importance of organisations adhering to data protection laws while preserving consumer trust. Legal consequences and damage to reputation can occur in the event of an information security incident or abuse of personal data. 
Likewise, the collection and use of personal data by organisations are becoming increasingly problematic to consumers, as noted by Saini (2022). This has left organizations with a responsibility to promote transparency, accountability, and responsible data handling practices in the adoption of AI technologies.
[bookmark: _Toc231310180]2.5.4 Integration with Existing Systems
Firms that are using legacy systems may find it hard to integrate AI into their systems. Regona et al. (2022) state that problems with compatibility could raise the expense of implementation and delay uptake. Another challenge is the integration of data from multiple sources, which can hinder the effectiveness of AI applications, necessitating investments in infrastructure development and data integration procedures.
[bookmark: _Toc231310181]2.5.5 Organisational Resistance
Resistance to AI adoption is also a matter of organizations. Staff might feel that AI poses a threat to job safety or reluctant to implement new work practices. Khemnar and Gawali (2025) reported that resistance may hinder implementation and decrease the uptake of new technologies. 
Rahman et al. (2024) also propose that organisational culture can affect the success of adoption. Companies that foster innovation and staff participation have a better chance at successfully adopting AI technologies.
[bookmark: _Toc231310182]2.5.6 Critical Analysis of Challenges
Financial limitations, lack of technical expertise, privacy concerns, integration challenges, and organisational resistance emerge as a recurring theme in the literature as obstacles to AI adoption. Both the cost and data privacy concerns are highlighted by Saini (2022) and Rahman et al. (2024), whereas the capability of the humans and readiness of the organizations are emphasized by Khemnar and Gawali (2025). Regona et al. (2022) identify challenges with technological integration. 
These challenges are closely mutually linked, the overall situation. The lack of financial resources can limit investments in training and infrastructure, and poor organisational support can lead to higher resistance to change. In order to make the most of AI-powered digital marketing tactics, companies must consider various aspects of technology, finances, and human resources in their endeavours to implement AI effectively.
[bookmark: _Toc231310183]2.6 Theoretical Framework
The two well-known theories which support this investigation are the Technology Acceptance Model (TAM) and the Resource Based View (RBV). These theories are the base of comprehending the adoption of Artificial Intelligence (AI) technologies and their influence on the effectiveness of digital marketing and organisational performance. 
Davis (1989) proposed the Technology Acceptance Model (TAM) which states that the adoption of new technologies by users and organisations depends on their perceptions of usefulness and ease of use. Perceived usefulness indicates how much the users think that the technology will make their work easier to perform, and perceived ease of use indicates how easy the user thinks it is to use the technology. In the realm of digital marketing, TAM sheds light on the drivers behind organisations' adoption of AI technologies, including machine learning, predictive analytics, chatbots, and marketing automation. Research suggests that organisations are more likely to adopt AI when they see tangible benefits, such as better customer engagement, increased conversion rates, and improved marketing efficiency (Efendioğlu, 2023; Rahman et al., 2024). On the other hand, factors like process complexity, technical skills and implementation challenges can hinder uptake. 
Barney (1991) proposed the Resource Based View (RBV) which states that it is through valuable, rare, inimitable and non-substitutable resources that organisations can obtain a sustainable competitive advantage. Speaking from this lens, AI can be considered a tool that can be used as a strategic resource within the organisations to boost their marketing and business performance. 
AI facilitates businesses to sift through vast amounts of customer data and gain insights that drive action, as well as craft more personalised marketing campaigns than their rivals (Alkausar et al., 2025). Organisations that are able to effectively leverage AI in their digital marketing efforts can become unique and provide enhanced performance. TAM and RBV can complement each other to explain AI adoption and the results. TAM is about the drivers behind the organisational uptake of AI technologies, whereas RBV discusses how AI can provide a competitive edge and improve marketing performance. Theoretical frameworks are thus suitable for analysing the role of AI in digital marketing strategies.
[bookmark: _Toc231310184]2.7 Literature Gap and Conceptual Framework
Even though there is a growing amount of research that addresses the topic of Artificial Intelligence (AI) in digital marketing, there are still a few areas that are not fully explored. Second, previous research tends to concentrate on certain applications of AI like ChatGPT, machine learning, or personalised advertising, missing the opportunity to give a proper evaluation of the overall impact of the combination of these technologies on the effectiveness of digital marketing and marketing performance (Ziakis and Vlachopoulou, 2023; Syam, 2025). The lack of a comprehensive view of AI's strategic place in digital marketing is also a drawback to the fragmented approach. 
Secondly, past research has produced conflicting results on the effectiveness of the implementation of AI. Researchers like Alghaswyneh (2025) and Hendrayati et al. (2024) find that customer engagement and marketing efforts have increased substantially, while others emphasize the difficulty in implementing them, technical complexity, and organisational readiness, which could diminish these benefits (Saini, 2022; Rahman et al., 2024). The conflicting results suggest a need for more syntheses of current evidence. 
Third, there is a lack of generalisation of the findings across various business environments as most of the current literature is focused on specific industries or geographical context. Moreover, there are also numerous studies focusing on benefits or obstacles of AI use, but not on both dimensions at once. Therefore, there is a need for research that brings together the positive effects and barriers to implementing AI-driven marketing strategies. 
The literature reviewed shows that this study suggests a conceptual framework where the independent variables are AI technologies: machine learning, predictive analytics, NLP, chatbots, and marketing automation. These technologies impact the effectiveness of digital marketing by enhancing customer engagement, conversion rates, click-through rates and return on investment. Greater effectiveness then helps to drive other marketing outcomes like sales, customer acquisition, customer retention and brand awareness. These relationships may be mediated, however, by the implementation factors of shortage of technical skills, cost, privacy, integration and organisational resistance. This framework will be used for analysis and will help to structure the research objectives and questions.


[bookmark: _Toc231310185]3: RESEARCH METHODOLOGY
[bookmark: _Toc231310186]3.1 Introduction
This chapter outlines the methodology used to explore the role of Artificial Intelligence (AI) in digital marketing strategies. It explains the research design and implementation to ensure the results are credible, valid, and aligned with the research objectives. The chapter highlights the research philosophy, approach, strategy, data collection methods, sampling techniques, and data analysis procedures used in the study.
The main aim is to examine how AI influences the performance of digital marketing strategies, assess its measurable contributions to marketing outcomes, and identify challenges in its implementation. To achieve these objectives, a systematic methodological approach is adopted to produce reliable and evidence-based findings.
A quantitative (secondary) research design is employed, as it is suitable for analysing measurable indicators such as return on investment (ROI), conversion rates, and customer engagement (Mohajan, 2020). Secondary data enables the use of existing empirical studies and industry reports, allowing for broader analysis and generalisation of findings (Martinsuo, 2021). Additionally, the quantitative approach supports objective comparison across different contexts. 
[bookmark: _Toc231310187]3.2 Research Philosophy
Research philosophy is a collection of beliefs and assumptions regarding the way knowledge is constructed and comprehended in a study. It directs the process of data collection, the analysis and interpretation of data, which determine the overall research design (Kirongo, 2020). The choice of a research philosophy is necessary to create consistency and credibility of the research process by guaranteeing that the research objectives and methodological decisions are similar. 
The research philosophy followed in this study is that of positivism, which is premised on the idea that reality is objective and can be quantified using data that are measurable and verifiable. Positivism focuses on applying a set of methods, statistical analysis, and empirical data to determine patterns, relationships, and causal relationships (Moyo et al, 2025). It is usually related to quantitative research, in which results are obtained based on numerical values instead of interpretation (Maksimovic, 2023). The method also reduces bias in research as it uses systematic and standardised methods. The appeal to positivism has been right because the study seeks to investigate the quantifiable effects of Artificial Intelligence on digital marketing approaches (Chatzichristos, 2025). 
The key variables that can be measured and analysed objectively with the help of existing data are the return on investment (ROI), conversion rates, and customer engagement. Secondary data sources are credible academic and industry sources used, which conforms to the positivist approach in that they are based on verifiable facts. Positivism enhances duplication of research results, and this makes the research dependable. Positivism therefore offers an appropriate and rigorous empirical paradigm to attain the research goals of this study as well as to safeguard objectivity, reliability and scientific validity (Ali, 2024).
[bookmark: _Toc231310188]3.3 Research Approach
The research methodology used in this study is a deductive one, which is the testing of the existing theories by analyzing empirical data. Deductive reasoning starts with the known theoretical frameworks and forms expectations or assumptions that are tested by looking at observable facts. The deductive approach would be suitable in this study since it will enable the research to ascertain the extent to which the current theories can explain the relevance of Artificial Intelligence in digital marketing strategies (Casula et al, 2021). 
An inductive approach, on the contrary, is aimed at coming up with new theories through inference of patterns in qualitative data. Although inductive research is applicable in the exploratory research, it is inapplicable in this study where the researcher wants to determine the measurable outcomes using the structured, quantitative data. Thus, the deductive method offers a more rational and systematic pattern of analysing the associations among variables (Yuwono, 2023). 
The theoretical bases of the current study, i.e. the Technology Acceptance Model (TAM) and the Resource-Based View (RBV), are closely related to the use of a deductive approach. TAM is applied to investigate how such factors like perceived usefulness and easiness of use impact AI technology adoption, especially in overcoming implementation obstacles. RBV, in turn, promotes assessing AI as a strategic resource that increases marketing capabilities and performance results (Chen et al, 2025). Using these theories to the secondary quantitative data, the study can test the hypotheses that empirical data can be used to support the expected relationships between AI adoption, marketing effectiveness, and organisational performance. This makes it a structured, theory-based analysis that enhances validity and reliability of the research results.
[bookmark: _Toc231310189]3.4 Research Design
Research design can be defined as a general outline or plan that is used to conduct a study in such a way that the research problem is addressed systematically using the right methods and procedures. It offers a systematic procedure of data collection, measurement and analysis, and aligns all methodological choices with the research objectives (Rodgers, 2023). 
The research design used in this study is a quantitative, secondary and cross-sectional research design. The quantitative design will be adequate because the study is going to analyse numerical data to determine the quantifiable influence of Artificial Intelligence (AI) on digital marketing strategies (Hariguna, 2024). The secondary research design is adopted due to the fact that the study will use empirical data that has already been conducted in academic journals and industry reports so that large number of valid and reliable data sets will be accessed. The study is cross-sectional, implying that the data is gathered at various levels in a specified period (2020-2026), and not the changes. Such a combination of design options is justified because it is possible to conduct an efficient, objective, and systematic analysis of the impact of AI in various contexts. It also improves the generalisability of the results whilst still being feasible within the boundaries of time and scope of the study.
[bookmark: _Toc231310190]3.5 Research Strategy
The research strategy adopted is a systematic secondary research strategy involving structured identification, selection, extraction and analysis of published quantitative evidence, where the data collected and analyzed are existing data and not primary data. It is oriented towards the utilization of already published scholarly research works, industry reports, and statistical data to answer the research goals. This method is adequately used in the analysis of long-standing trends, associations, and quantifiable results in different settings.
There are a number of reasons why secondary research is the appropriate one. The analysis will focus on examining the role of Artificial Intelligence in digital marketing in terms of measurable metrics like the return on investment (ROI), conversion rate, and customer engagement. These data are not new and can be found in numerous empirical research and industry analysis, so secondary sources are enough to accomplish the objectives of the research. Primary research will also take a lot of time and resources to collect similar large-scale data, which might not be possible in the context of this dissertation.
Secondary research has also benefits of time saving and cost efficiency as it does not have the problem associated with conducting surveys or interviews (Jain, 2021). It offers access to big and heterogeneous data sets by industries and areas, augmenting the generalisability of results. Limitations however involve inadequate control of quality of data and inconsistency in approaches used in studies, which can influence comparability. These problems are to be addressed later.
[bookmark: _Toc231309695]Table 1: Research Process Table
	Stage
	Activity
	Number of Studies

	Stage 1
	Initial database search
	85

	Stage 2
	Removal of duplicates
	72

	Stage 3
	Title and abstract screening
	42

	Stage 4
	Full-text assessment
	25

	Stage 5
	Final studies selected
	10



[bookmark: _Toc231310191]3.6 Data Collection
This research study made use of secondary quantitative data to explore the influence of Artificial Intelligence (AI) on the performance of digital marketing. The data were collected from January 2026 through February 2026 by collecting scholarly articles from Google Scholar, Scopus, ScienceDirect, ResearchGate, and university libraries that deal with AI, digital marketing, and organizational performance (Baas et al., 2020).
A structured search strategy was applied using keywords like "Artificial Intelligence in Digital Marketing", "AI and Marketing Performance", "AI Customer Engagement", "AI Personalization", "AI Marketing Effectiveness", "AI Adoption Challenges", and "AI Marketing ROI". This search led to about 85 sources. After eliminating duplicates and screening titles and abstracts, 42 studies qualified for further scrutiny.
Studies that met the following inclusion criteria were considered for the paper: being published between 2020 and 2025, dealing with the use of AI technology in digital marketing, providing empirical quantitative results, and presented in English. As exclusion criteria, conceptual nature of the papers, lack of methodological clarity, non-relevance to digital marketing and its outcomes, and absence of any measurable marketing results were considered. As a result of the selection process, ten studies were chosen for further review. These studies offered data concerning marketing effectiveness, marketing performance, and implementation difficulties related to AI technologies (Sanfilippo et al., 2020).
The use of the quantitative research method was justified by the fact that the study concerned measurable outcomes, including ROI, CTR, conversion rates, CAC, customer engagement, sales growth, and revenue performance. These factors fit well into the research paradigm of positivism chosen for the study (Mohajan, 2020).
For maintaining consistency in data analysis, a structured table for data extraction was employed to record details from the different articles. Data extracted consisted of various types of AI technologies used, the industries they worked in, the functions performed in marketing, and their performance. Performance in terms of quantitative measurements like ROI, CTR, conversion rate, customers' engagement, and sales performance were compared in various studies. This helped in evaluating the effectiveness and efficiency of marketing through the use of KPIs (Maluleke, 2025).
For enhancing reliability and validity, only credible articles reviewed by peers have been considered for the purpose of research. For achieving higher levels of reliability and validity, findings have been triangulated by comparing the results found in different studies (Derakhshan et al., 2021).
[bookmark: _Toc231309696]Table 2: Operationalisation of Variables
	Variable
	Definition
	Measurement Indicator
	Data Type

	AI Adoption
	Use of AI technologies in marketing
	Presence of AI tools (ML, automation, analytics)
	Categorical

	ROI (Return on Investment)
	Profit generated from marketing activities
	% increase in returns after AI implementation
	Quantitative

	CTR (Click-Through Rate)
	User engagement with digital ads
	% of clicks per impressions
	Quantitative

	Conversion Rate
	Effectiveness in turning leads into customers
	% of users completing desired action
	Quantitative

	CAC (Customer Acquisition Cost)
	Cost incurred to acquire a new customer
	Cost per customer (€/$)
	Quantitative

	Customer Engagement
	Interaction with digital content
	Time spent, interaction rate (%)
	Quantitative

	Sales Growth
	Increase in revenue due to marketing
	% increase in sales
	Quantitative

	Customer Retention
	Ability to retain customers
	Repeat purchase rate (%)
	Quantitative


[bookmark: _Toc231310192]3.7 Sampling Strategy
The research strategy used in this study is purposive sampling and this is a non-probability sampling method whereby the sources are selected based on their relevance to the research objectives (Khan, 2020). In contrast to random sampling, purposive sampling is aimed at the selection of information-rich cases, which can offer insightful and specific information on the research topic. Purposive sampling is also suitable in this study because the research involves the use of secondary data where the objective is not to make generalisation to a population but to choose high-quality data to directly answer the study question of the role of Artificial Intelligence in digital marketing strategies. This method guarantees the inclusion of only studies that contain quantitative data which is relevant and whose methodology is well-defined in the analysis. The criteria are as follows: (1) relevance to AI in digital marketing, (2) the availability of quantifiable quantitative data, including ROI, CTR, and conversion rates, (3) publication within the last five years, (4) credibility of the source, e.g., peer-reviewed journals or recognised industry reports. According to these criteria, 10 sources were chosen. The main advantage of purposive sampling is that it allows increasing the depth and relevance of analysis due to the targeted and high-quality data (Tajik et al, 2025). This helps to enhance the reliability and validity of the research results.
[bookmark: _Toc231310193]3.8 Data Analysis
This paper uses an organized quantitative data analysis method that involves a descriptive and comparative analysis to interpret the secondary data developed. These methods suit the research since they allow one to conduct a systematic analysis of numerical data and help to identify patterns, trends, and relationships that may be of interest to the research objectives. The analysis process aims to make sure that the results are derived logically and clearly in the direction of the goals of the study. 
The initial step of data interpretation is the descriptive analysis. This will be done by summarising the main findings of each of the chosen sources in terms of statistical values, i.e. percentages, averages, frequency distributions (Alem, 2020). As an example, an increase in the return on investment (ROI), conversion rates, or customer engagement is summed up to offer a general view of how AI influenced digital marketing performance. Descriptive analysis enables the research to display the data in a clear and systematic way and thus easier to appreciate general trends and general outcomes of various researches. It also assists in the simplifying of complex datasets into comprehensible forms thus enhancing clarity and accessibility. Based on this, a comparative analysis is utilized to discuss variations and similarities among the chosen sources. This includes comparing the outcomes according to various variables like industry sectors, type of AI technologies (e.g., machine learning, automation), and marketing channels. As an example, the study can compare the impact of AI on e-commerce conversion rates and service-based conversion rates, or how the concept of personalization impacts customer interactions on different platforms. Such an analytical method assists in defining trends, discrepancies, and differences in context, which gives a more in-depth understanding of the circumstances in which AI may be most efficient. 
Data interpretation is aimed at detecting common patterns, trends, and relationships. Instead of showing mere figures, the analysis assesses the consistency of AI in enhancing marketing results and the aspects that affect these findings (Mustak et al, 2021). This makes sure that the results are significant, analytically based and that they are directly related to the research questions and objectives. Microsoft Excel is an analytical tool used in support to process and visualise the data as well as organising it. Tables, charts and graphs are made to show comparisons and also to bring to the fore important trends in a systematic and systematic manner. This makes it more transparent, better in presenting findings and helps to communicate results in a more effective way. Lastly, the results of the analysis are systematised according to the three research questions. This makes the analysis of results to be focused and directly in line with the aims of the study. Organizing the analysis according to the research questions, the study offers a logical and clear connection between the information, the analytical procedure, and the general conclusions, which adds to the sense of coherence and makes sure that the results will adequately respond to the goals of the research.
[bookmark: _Toc231310194]3.9 Reliability and Validity
To guarantee the credibility and strength of the research results, reliability and validity are required. Reliability is the consistency of the data and results. In this research, reliability is improved by the use of various credible sources and cross-checking of data in various studies which guarantees the uniformity of patterns in the results. Validity is a measurement of how well the research measures what it aims to study (Sürücü, 2020). This is made possible through well-identified key performance indicators (KPIs) like ROI, CTR and conversion rates and the choice of the appropriate sources that are peer reviewed and relevant. Also, data triangulation of different studies enhances reliability and validity.
[bookmark: _Toc231310195]3.10 Ethical Considerations
This research paper is all secondary data and does not involve human subjects. Thus, there are no ethical concerns of informed consent, anonymity, and participant confidentiality. Nevertheless, it is important to uphold ethical standards during the research process. Every information utilized in this research is found in the authoritative scholarly journals, industry publications, and valid databases. The use of proper referencing and citation are adhered to in order to give credit to the original authors and prevent plagiarism (Foltýnek et al, 2020). The research follows the suggested Harvard referencing style, which provides transparency and academic integrity. Moreover, the study has a high integrity and honesty of data. There is no distortion, misrepresentation or selective reporting of information. The results are drawn only on the basis of evidence in the chosen sources and shortcomings in the data are explicitly mentioned. This study adheres to the ethical standards of research by making sure it properly cites and uses data, reports objectively and thus preserves the credibility and reliability of its findings.
[bookmark: _Toc231310196]3.11 Limitations
Although it has its strengths, this study has a number of limitations that it must be admitted. To start with, the study is fully based on secondary data, implying that the results will be subject to the quality, accuracy, and coverage of the existing literature. The researcher lacks control on the way the original data was collected or analysed and this can impact on consistency. Second, research designs, samples, industry setting, and measures of key performance indicators like ROI or conversion rates vary across studies (Aithal, 2023). These variations can curb the direct comparability and add inconsistencies in the analysis. The other weakness is that Artificial Intelligence technologies are rapidly developing. Since AI development is a rapidly changing phenomenon, some of the findings presented in previous studies may soon fall out of date, which can further influence the ultimate applicability of the findings (Cukurova et al, 2020). Also, the study is quantitative in nature, meaning it is based on measurable results and thus it may have ignored its qualitative side like customer perceptions, organisational culture and user experience. In order to overcome these shortcomings, the research relies on recent (2020-2026) and credible sources and is selective with regard to its selection criteria. The cross-comparison of more than one study is also useful in enhancing the reliability and strength of the results.


[bookmark: _Toc231310197]4: FINDINGS AND ANALYSIS
[bookmark: _Toc231310198][bookmark: introduction]4.1 Introduction
This chapter provides the findings resulting from the analysis of the secondary data that links the effect of Artificial Intelligence (AI) on effectiveness of digital marketing and organizational performance. The results are presented in the context of the three research questions that were formulated in the study. The analysis is based on peer-reviewed academic papers that explore the application of AI in the field of digital marketing in a broad range of industries and organisations. The chapter first summarizes the selected studies, followed by the findings covering marketing effectiveness, benefits of marketing performance and implementation challenges. Results are presented objectively and systematically to find common patterns, trends and relationships that are emerging from the existing literature. These results are only discussed at the end of the thesis, in the discussion chapter.
[bookmark: _Toc231310199]4.2 Overview of Selected Studies
The key academic studies that explored the role of Artificial Intelligence (AI) in digital marketing were selected for the secondary data analysis. The studies were chosen as they directly related to the research objectives that were linked to marketing effectiveness, marketing performance or implementation issues with AI. The analysed studies span across various sectors and regions, offering a comprehensive overview of the impact of AI on digital marketing results.
[bookmark: _Toc231309697]Table 3:  Overview of Selected Studies
	Author
	Year
	Industry/Context
	AI Tool/Application
	Main Finding

	Alghaswyneh
	2025
	Digital Marketing
	AI Personalisation
	Improved customer engagement and customer experience

	Hendrayati et al.
	2024
	Business Organisations
	AI Analytics
	Enhanced marketing efficiency and competitiveness

	Rahman et al.
	2024
	Digital Marketing
	AI Technologies
	Improved campaign optimisation and decision-making

	Efendioğlu
	2023
	Marketing Strategy
	AI Integration
	Strengthened digital marketing performance

	Tauheed et al.
	2024
	Business Organisations
	AI-Based Marketing
	Improved targeting and customer interactions

	Glory et al.
	2025
	Branding and Customer Experience
	AI Personalisation
	Enhanced customer satisfaction and loyalty

	Ramesha et al.
	2025
	Marketing Management
	AI Marketing Systems
	Increased sales and customer acquisition

	Rabby et al.
	2021
	Consumer Behaviour
	AI Applications
	Influenced purchasing decisions and engagement

	Saini
	2022
	Digital Marketing
	AI Applications
	Identified benefits and implementation challenges

	Regona et al.
	2022
	Technology Adoption
	AI Systems
	Highlighted integration and adoption barriers


The chosen studies offer insights into the effects of AI on marketing success, organisational performance, and challenges in its implementation. Although the majority of studies have found benefits resulting from the use of AI, they have also highlighted some financial, technological and organisational challenges that can impact success in implementation. The results shown below are arranged by the research questions for the study in order to make a coherent analysis of the evidence available.
[bookmark: _Toc231310200]4.3 Findings Related to RQ1: Impact of AI on Marketing Effectiveness
The first research question focused on the impact of Artificial Intelligence (AI) on the effectiveness of digital marketing. Based on the results of the selected studies, AI has been shown to have a tremendous impact on customer engagement, conversion rates, click-through rates (CTR), and return on investment (ROI). The impact of AI on marketing effectiveness is multifaceted and depends on the specific industry and organizational settings, but the general consensus is that it benefits marketing in several ways. While the impact differs by industry and context, the overall evidence indicates that AI can improve marketing effectiveness in various ways, including data-driven decision making, automation, and personalisation.
Customer Engagement
One of the more common results of using artificial intelligence in digital marketing was customer engagement. AI-driven personalisation allows for the customisation of content, product suggestions, and marketing messages, matching the preferences of each customer (Alghaswyneh, 2025). This results in more targeted consumer interactions, and increases engagement and satisfaction. 
Likewise, according to Tauheed et al. (2024), AI technologies can enhance customer interactions by analysing customer behaviour and anticipating their needs. The research revealed that businesses can use AI-driven marketing strategies to better connect with their target customers, thus improving customer relationships. 
Moreover, Glory et al. (2025) were able to prove that AI-driven personalisation improves customer experience by making real-time suggestions and communicating with them effectively. Marketing content that matched customers' interests and buying habits was most likely to draw in customers. 
Conversion Rates
The literature we reviewed also suggests that AI can have a positive impact on the conversion rate. Conversion rate is the percentage of visitors to your website who take a desired action, like adding a product to their shopping cart or signing up for a service.
 According to Rahman et al. (2024), AI technologies enhance conversion rates by utilising extensive data on customer behavior and preferences to make informed recommendations. By leveraging predictive analytics, businesses can reach out to prospective customers with a higher degree of accuracy, boosting the chances of conversion. 
Similarly, Efendioğlu (2023) noted that AI can help marketers determine the best channels and audience segments for campaigns and optimize content accordingly. 
Another significant advantage of AI systems is their ability to enhance the effectiveness of marketing campaigns, leading to better customer engagement and response rates, as noted by Hendrayati et al. (2024). 
Click-Through Rates (CTR)
There were a number of studies that pinpointed click-through rates as an important metric for better marketing performance. CTR refers to the number of people who click on a digital ad or marketing message after seeing it as a percentage. 
Rahman et al. (2024) suggest that AI algorithms can analyze user behavior, making real-time decisions on the optimization of digital ads. This makes it easier for marketers to provide highly relevant content to specific audiences, boosting the chances that consumers will engage with ads. 
AI-driven recommendation systems can enhance the relevance of digital content, thereby boosting user engagement with marketing strategies, as stated by Tauheed et al., (2024). Customers are more likely to click on ads that are similar to what they are interested in and have visited before online. 
Alghaswyneh (2025) also noted that using AI for personalisation also helps boost CTR, as customers are likely to be attracted to content that is tailored to their specific interests. 
Return on Investment (ROI)
Marketing ROI is another aspect of the business that is strongly linked to the use of AI, with positive outcomes being noted in the literature. ROI is one of the critical indicators of performance in terms of how much money is returned on a marketing investment.
 According to Hendrayati et al., (2024), AI can also help organisations optimise their use of resources and minimise inefficiencies in marketing campaigns. Automation and predicting will enable companies to improve results and to keep operational expenses at control, helping them increase the ROI of their marketing efforts. 
Similarly, Rahman et al. (2024) noted that AI can aid in making data-driven decisions, enabling businesses to determine successful marketing strategies and prune ineffective campaigns. This will help to ensure better use of the budget and better financial results.
 Efendioğlu (2023) found that companies that integrated AI technologies saw significant gains in campaign performance, customer targeting accuracy, and marketing productivity. The enhancements resulted in better returns on marketing investments. 
[bookmark: _Toc231309698]Table 4: Summary of Findings for RQ1
	Marketing Effectiveness Indicator
	Key Findings from Literature

	Customer Engagement
	AI personalisation improves customer interactions, satisfaction, and engagement.

	Conversion Rates
	Predictive analytics and targeting improve customer conversion outcomes.

	Click-Through Rates (CTR)
	AI enhances content relevance and increases user interaction with advertisements.

	Return on Investment (ROI)
	Automation and data-driven decision-making improve marketing efficiency and financial returns.


Overall, the reviewed studies consistently reported positive outcomes associated with AI adoption across customer engagement, conversion rates, CTR and ROI.
[bookmark: _Toc231310201]4.4 Findings Related to RQ2: Benefits of AI on Marketing Performance
The second research question explored the positive impact of Artificial Intelligence (AI) on marketing performance. The results of the studies analyzed suggest that AI brings substantial advantages to companies in the areas of sales growth, customer acquisition, customer retention and brand awareness. From manufacturing to retail, AI has helped businesses enhance their marketing efforts, customer connections, and overall operations.
Sales Growth
A common benefit of AI usage is improved sales growth. Ramesha et al. (2025) determined that in an AI-driven marketing system, organisations can better understand consumers' behavior and be able to recognize buying trends that will inform their marketing efforts. Organisations can boost the likelihood of purchases and drive-up sales by providing personalised product suggestions and promotional messages. 
In the same way, Wen et al. (2022) found that AI is advantageous to marketing communication strategies as it allows companies to have better insights on customer preference. This allows organisations to create marketing campaigns that are very relevant to the audience and can stimulate purchase behaviour and increase sales. According to the study, the AI-powered decision-making process helps boost the efficiency of marketing efforts and boosts commercial results. 
Additionally, as noted by Glory et al. (2025), AI-driven personalisation can boost customer satisfaction, thereby positively impacting customer purchases and sales over time. 
Customer Acquisition
AI is also being used to help acquire customers, as indicated by the literature. Organizations can use AI technologies to make more accurate predictions and understand customer behavior, which can help them identify potential customers more effectively. 
As per Ramesha et al. (2025), AI helps marketers to segment audiences better and target marketing efforts toward those with a greater likelihood of converting. This helps to generate leads and make customer acquisition strategies more effective. 
Other researchers, such as Rabby et al. (2021), reported in relation to the purchasing process that AI applications affect consumer decision making as they give them relevant information and personalized recommendations. 
In addition, Wen et al. (2022) state that AI can support organisations in optimizing their digital advertising efforts, by determining the best media and the most appropriate audience for a particular campaign. This results in a better marketing reach and strengthening the capability to reach new customers in the competitive digital landscape.
Customer Retention
Another major advantage cited for the use of AI was customer retention. It is sometimes cheaper to keep customers than to get new ones, so it is a good marketing performance to consider retaining customers. 
Research by Glory et al. (2025) indicates that the ability to personalise based on AI can enhance customer relationships by providing individualised experiences that align with personal preferences and expectations. When customers get relevant and valuable interactions, they are more inclined to be loyal to a brand. 
Likewise, Rabby et al. (2021) found that AI technologies enhance customer satisfaction with personal communication and customer service. All of these factors help to build greater customer loyalty and higher retention rates. 
Ramesha et al. (2025) also noted that AI systems can forecast customer needs and anticipate potential issues, which can help lower customer attrition rates. 
Brand Awareness
The studies analysed also suggest that AI is beneficial in building brand awareness. Organisations can leverage AI technologies to create unified and personalised, data-driven marketing communications across various digital channels. According to Wen et al. (2022) AI can make marketing communication more effective by sending the right message to the right people. This helps to raise awareness of the brand and build consumer awareness of the organisation. The same applies to customer experiences, as they also create a positive impression of a brand, which leads to better brand image and brand knowledge, as stated by Glory et al., (2025). Rabby et al. (2021) also propose that AI-powered marketing efforts boost customer involvement with brands, leading to more awareness and long-term brand recognition.
[bookmark: _Toc231309699]Table 5: Summary of Findings for RQ2
	Marketing Performance Benefit
	Key Findings from Literature

	Sales Growth
	AI improves targeting, personalisation, and purchasing outcomes, leading to increased sales.

	Customer Acquisition
	Predictive analytics and audience segmentation improve lead generation and customer attraction.

	Customer Retention
	Personalised experiences and improved customer satisfaction strengthen loyalty and retention.

	Brand Awareness
	AI enhances communication effectiveness, visibility, and consumer engagement with brands.


The reviewed studies reported positive effects of AI on sales growth, customer acquisition, customer retention and brand awareness.
[bookmark: _Toc231310202]4.5 Findings Related to RQ3: Challenges of AI Implementation
The third research question was on the difficulties faced by organizations in the implementation of Artificial Intelligence (AI) in Digital Marketing. While most of the reviewed studies found that AI adoption has positive impacts, there were some recurring barriers identified. Challenges range from implementation expenses, lack of technical expertise, concerns related to data privacy, integration issues, and organisational resistance.
High Implementation Cost
One of the major hurdles identified for the adoption of AI was the high cost of implementation. Saini (2022) discovered that the implementation of AI technologies in organisations can involve significant investments in software, hardware, data management solutions, and employee training. Likewise, Rahman et al. (2024) found that small and medium-sized enterprises (SMEs) are at a significant disadvantage when it comes to the financial investment for AI adoption due to their constrained technological and capital capabilities.
Technical Skills Gap
Another frequent challenge identified was a lack of staff trained in use of AI. Khemnar and Gawali (2025) believe that AI integration involves specific expertise in fields like machine learning, data analysis, and digital technologies. But there are still challenges faced by many organisations when recruiting and retaining employees with these skills. Saini (2022) also stated that technological advancements happen at a quick pace, which makes it hard to implement due to the constant need for training and skill development.
Data Privacy and Security Concerns
There was some concern about data privacy and security mentioned in several studies. Customer data is vital to AI systems and enables them to provide insights and customisation. Rahman et al. (2024) have observed that businesses are required to meet increasingly stringent data protection laws and regulations, and also uphold customer confidence. In the same manner, Saini (2022) contended that the apprehensions of collecting and utilising personal data can lead to a loss of consumer confidence when the organisations do not ensure transparency and responsible handling of data.
Integration with Existing Systems
But there were also important integration issues that arose as an implementation hurdle. Regona et al. (2022) discovered that many organizations still use old systems that are not entirely suitable for the use of AI technologies. This can mean that companies can experience technical issues, as well as implementation delays and further expenses when they try to integrate AI technologies into their current systems.
Organisational Resistance
The literature also shows that organisational resistance is a potential barrier to AI adoption. AI can be seen as potentially threatening job security, or workers may be hesitant to embrace new technologies, as outlined by Khemnar and Gawali (2025). The study by Rahman et al. (2024) also revealed that the organisations with a rigid culture generally face more resistance than the firms that are promoting innovation and learning to support digital transformation efforts.
[bookmark: _Toc231309700]Table 6: Summary of Findings for RQ3
	Implementation Challenge
	Key Findings from Literature

	High Cost
	Significant investment required for technology, infrastructure, and training.

	Skills Gap
	Shortage of AI expertise limits implementation effectiveness.

	Privacy Concerns
	Data protection and customer trust remain critical challenges.

	Integration Issues
	Legacy systems create compatibility and implementation difficulties.

	Organisational Resistance
	Employee concerns and cultural barriers slow adoption.


The reviewed studies consistently identified implementation challenges related to cost, skills, privacy, integration and organisational factors. Although AI can provide significant benefits for digital marketing, organisations need to overcome these challenges to make the most of its adoption.
[bookmark: _Toc231310203]4.6 Emerging Patterns Across Studies
Several common patterns emerged from the analysis of the selected studies. There is an overwhelming consensus on the positive impact of AI on the effectiveness of digital marketing, areas such as personalisation, customer engagement, campaign optimisation, and data-driven decision-making. Alghaswyneh (2025), Hendrayati et al. (2024), and Rahman et al. (2024) all found that AI adoption has led to better engagement, conversion rates, and marketing performance. 
Secondly, the AI-powered personalisation was the most common trait cited as a marketing success factor. Numerous studies emphasized its importance in the improvement of customers acquisition, retention, and brand awareness. 
Third, the advantages of AI are well known, but obstacles to implementation are documented regularly in the literature. The financial resources, lack of technical expertise, privacy issues, and integration difficulties were consistently mentioned in reports across the studies. These challenges are seen to be especially pertinent for small and medium-sized enterprises (SMEs) who suffer from resource constraints. 
In general, the findings indicate that while technological readiness is crucial, the implementation of AI also relies on the readiness of the organization, the skills of employees, and the management of change.
[bookmark: _Toc231310204]4.7 Chapter Summary
This chapter shared the results of the secondary literature analysis conducted on the effects of Artificial Intelligence (AI) on the effectiveness of digital marketing and the performance of organisations. The results indicated that artificial intelligence has a positive impact on customer engagement, conversion rates, click-through rates, and ROI. The analysis also highlighted the fact that AI can help in marketing performance by enhancing sales growth, customer acquisition, customer retention and brand awareness. However, challenges to implementation were reported, such as the high costs, lack of technical skills, privacy issues, integration issues and organisational resistance. The chapter also identified some common themes in the literature on the positive and negative aspects of the use of AI systems. The findings are discussed in the next chapter with reference to the formulation of the research questions, literature and theoretical framework of the study.


[bookmark: _Toc231310205]5: DISCUSSION
[bookmark: _Toc231310206]5.1 Introduction
The findings of Chapter 4 are discussed with respect to the research questions, existing literature and theoretical framework of the study in this chapter. This chapter aims to interpret the results rather than just describe them, so as to explain the meaning and implications of the results. The discussion is organised according to the three research questions: ‘How does Artificial Intelligence (AI) affect the effectiveness of marketing’, ‘How does Artificial Intelligence (AI) impact the performance of marketing’ and ‘How does Artificial Intelligence (AI) impact the implementation of marketing’. Furthermore, the study results are analyzed with the reference of the appropriate theories such as the Technology Acceptance Model (TAM) and the Resource-Based View (RBV). This chapter also relates the findings to other studies and the relationship between the two is highlighted.
[bookmark: _Toc231310207]5.2 Discussion of RQ1: Impact of AI on Marketing Effectiveness
The findings presented in Chapter 4 indicate that Artificial Intelligence (AI) significantly enhances digital marketing effectiveness, particularly in the areas of customer engagement, conversion rates, click-through rates (CTR), and return on investment (ROI). This section interprets these findings in relation to existing literature and explains how AI improves marketing performance in practice.
Customer Engagement
This indicates that AI-driven personalisation is a key element in enhancing customer engagement. Alghaswyneh (2025) and Glory et al. (2025) underscore the potential of AI for understanding consumer behavior and providing personalized content to meet individual preferences. Which is in line with Rabby et al. (2021) who state that personalised marketing builds emotional bond between customers and brands. 
A possible explanation for this finding is that AI reduces information overload by filtering large volumes of information and presenting content that is more relevant to individual consumers. This increases the likelihood of interaction and strengthens customer-brand relationships
Theoretically, AI boosts engagement by delivering more relevant content and mitigating information overload. For customers, marketing content will be more appealing if it meets their needs and interests. AI thus moves marketing from a process of mass communication to one that is very individual and interactive, resulting in better engagement results.
Conversion Rates
The results also point to the advantages of AI in boosting conversion rates through precision targeting and predictive analytics. According to Rahman et al. (2024) and Efendioğlu (2023), AI systems can process vast amounts of data to discern which customers have the potential to be high-value clients, and adjust marketing strategies accordingly. This aligns with the previous study done by Hendrayati et al. (2024), who concluded that data-driven decision-making is important for enhancing the marketing efficiency and customer response. 
AI's impact on reducing uncertainty in customer behaviour prediction is the reason for the improvement in conversion rates. The ability to spot patterns in user activity enables AI to reach the people who are more likely to convert and boost conversion effectiveness.
Click-Through Rates (CTR)
The rise in CTRs seen in the literature is very much associated with the optimization and recommendation capabilities of AI. Tauheed et al. (2024) and Rahman et al. (2024) highlight the role of AI in enhancing the relevance of ads by real-time analysis of user behavior. This way, the customers are sure to see ads that are more relevant, which makes it easier for them to engage with them. This discovery confirms the belief that the relevance of the message is crucial for the effectiveness of digital marketing. AI adds to this relevance by continually learning from user behaviour, enabling dynamic optimisation of marketing content.
Return on Investment (ROI)
AI has proven its ability to boost ROI through efficiency and saved wasted marketing budgets time and again, as demonstrated in the literature. AI can assist companies in making better use of their marketing budgets by pinpointing which channels are effective and which aren't. (Hendrayati et al., 2024) In the same vein, Efendioğlu (2023) notes that AI enhances the overall performance of the campaign, which ultimately results in improved financial outcomes. 
From a strategic perspective, improved ROI demonstrates that AI contributes not only to customer-facing outcomes but also to operational efficiency. Organisations can allocate resources more effectively and reduce unnecessary marketing expenditure.AI minimizes resource losses and enhances allocation, resulting in more efficient use of marketing budgets.AI optimizes resource usage and cuts down on losses, boosting the return on marketing investment.
Overall Interpretation of RQ1
The results overall validate that the use of AI positively influences marketing effectiveness. The data clearly indicates that AI enhances various metrics such as engagement rates, conversions, CTR, and ROI. The ability of AI to analyse vast amounts of data, forecast customer behaviour, and tailor marketing messages is the key explanation for this. Compared to conventional marketing strategies, AI offers a more efficient and effective way to make marketing decisions, as it allows for quicker, more accurate, and more targeted decisions. 
To conclude, the findings suggest that AI is poised to be a game-changer in the digital marketing sector, both in terms of customer engagement and organizational efficiency.
[bookmark: _Toc231310208]5.3 Discussion of RQ2: Benefits of AI on Marketing Performance
The results outlined in Chapter 4 show that Artificial Intelligence (AI) brings a number of advantages to marketing performance, including the areas of sales growth, customer acquisition, customer retention and brand awareness. This section will explain the results of this analysis and compare them to previous research to provide insights on the impact of AI on improving marketing performance.
Sales Growth
The findings suggest that AI technologies can positively affect sales growth, as they can assist companies in comprehending customer behavior and providing highly relevant marketing messages. Ramesha et al. (2025) highlighted that AI-driven systems enhance product recommendations and promotional strategies, thereby directly impacting the purchasing decision-making process. Wen et al. (2022) back the same conclusion, indicating that AI helps to create more effective marketing communication by matching content with customers' preferences. 
On a real-world level, AI can help propel sales growth by narrowing the gap between customer needs and organisational offerings. If the customers are served a right recommendation at a right time, they are more likely to buy it. As a result, AI can help boost revenue by improving targeting and personalisation.
However, the extent of sales improvement may differ across industries. Organisations with access to larger datasets and more advanced analytical capabilities may benefit more from AI-driven marketing than firms with limited digital resources.
Customer Acquisition
Moreover, the results revealed that AI enhances customer acquisition by bolstering lead generation and targeting strategies. Rabby et al. (2021) point out that AI can impact consumer behaviour in the decision-making process through personalised recommendations. This can help to improve the likelihood of new customers. 
Moreover, Ramesha et al. (2025) state that predictive analytics, powered by AI, can help organisations to segment audiences more effectively. This will help you target people who are more likely to convert. This can, therefore, help organisations in optimizing their acquisition strategies as well as enhancing marketing efficiency. 
This indicates that AI elevates customer acquisition from a mass-marketing strategy to a highly data-driven and targeted strategy, delivering enhanced reach and effectiveness. While AI improves targeting accuracy, excessive reliance on automated recommendations may limit opportunities to reach new customer segments that are not reflected in historical data.
Customer Retention
Customer retention is another key benefit of AI adoption identified in the literature. The results indicate that AI has the potential to enhance customer engagement and personalisation, which can foster greater loyalty. Glory et al. (2025) have discovered that personalisation, powered by AI, can improve customer satisfaction by providing relevant and timely information that can boost the chances of repeat interaction. 
Likewise, Rabby et al. (2021) suggest that AI enhances customer retention through its ability to predict customer requirements and react to them before they become problematic. This helps to minimize customer displeasure and improve client retention.
 The overall picture is that AI can help in customer retention by enhancing the customer experience, fostering trust, and maintaining consistent engagement across various digital channels. organisations should balance personalisation with privacy concerns. Highly personalised experiences may improve retention, but they can also create concerns regarding data collection and consumer surveillance.
Brand Awareness
The findings also show that AI can be a big factor in elevating brand awareness. Wen et al. (2022) recognize the benefits of AI in expanding and targeting digital marketing efforts, ensuring that brand messages are reaching the right audience. This is to enhance visibility and brand recognition. Also, according to Glory et al. (2025), personalised interactions help enhance the brand's image and customer trust. Relevant and meaningful communication results in positive associations with the brand. 
This suggests that AI supports both functional and emotional dimensions of branding by improving visibility while also strengthening customer perceptions of relevance and value.
Overall Interpretation of RQ2
The research results demonstrate the significant potential of AI in enhancing marketing performance. The benefits of these are primarily based on better personalisation, predictive analytics and data-informed decision-making. With AI, companies can move beyond conventional marketing methods to more customer-centric, intelligent ones. 
In conclusion, AI is improving sales growth, boosting the effectiveness of sales processes for obtaining customers, fostering customer retention, and increasing brand awareness. This shows that AI is becoming an important strategic weapon in the quest to enhance long-term marketing performance and organisational competitiveness.
[bookmark: _Toc231310209]5.4 Discussion of RQ3: Challenges of AI Adoption 
Results for RQ3 point to the fact that although Artificial Intelligence (AI) has a great potential in digital marketing, organisations still encounter major challenges during its implementation. These challenges primarily involve the high implementation costs, lack of technical knowledge, concerns regarding data privacy and security, integration with existing systems, and resistance to change within the organization. The results align strongly with what is already known in the literature, which states that implementing AI is not just a technology choice, but rather a journey of change for the organization. 
One of the challenges identified is the cost of implementing AI systems. This is in line with Saini (2022), who notes the need for significant investments in infrastructure, software, cloud computing, and ongoing system improvements to make AI adoption possible. The results of Chapter 4 also corroborate the views of Rahman et al. (2024) that SMEs are especially impacted because it has a constrained financial capacity. This results in a very clear distinction between the big companies and the smaller companies, with larger companies being able to use the more sophisticated AI marketing tools, compared to smaller companies that fall behind. But, Khemnar and Gawali (2025) suggest that the entry barriers are gradually decreasing with cloud-based AI solutions, which could lead to a future where AI tools are accessible to everyone. This is an indication that price remains a significant issue, yet may be diminished as technology is scaled up and made subscription-based. 
One of the most significant problems is the lack of technical skills. The results show that there is a challenge in the recruitment or training of employees with expertise in machine learning, data analytics and AI system management. This corroborates with both Saini (2022) and Khemnar and Gawali (2025), who call the lack of professionals with AI skills a worldwide problem. This is a critical evaluation from the point of view of human resources and their preparedness to use AI. If staff are not trained and/or up-skilled then even sophisticated AI systems may not be used to their full potential, resulting in lower performance or need to hire external consultants, both of which are energy-intensive. 
A concern about data privacy and security also arose as a major obstacle. This aligns with Rahman et al. (2024), who emphasize the ethical and regulatory challenges involved in using AI for marketing, as it relies heavily on consumer data. The results show that there is growing pressure on organisations to meet data protection regulations and to keep consumers satisfied at the same time. In addition, the study by Saini (2022) notes that consumers are increasingly mindful of data usage and transparency is crucial for the adoption of AI. Important here is that this implies there is a need to balance the advantages of personalisation with ethical responsibility for the organisations. However, if data is not handled responsibly, it can cause reputational harm and legal issues that can be more harmful than the potential benefits of implementing AI. 
In fact, the need to integrate with current systems was another challenge that was identified. A significant number of organisations are running legacy systems which are not compatible with the advanced AI tools. This aligns with Regona et al. (2022) who state that incompatibility and inconsistent data structures can slow down or lessen AI adoption. A critical perspective suggests that integration challenges are not isolated problems but are significant signs of the need for a more comprehensive reimagining of the digital infrastructure to accommodate the shift to AI. If the data is poorly integrated, AI tools won't be able to access high-quality, unified data, effectively lowering their predictive and analytical accuracy. 
Last but not least, organisational resistance to change was found to be one of the human barriers. AI is seen by employees as a threat to job security and as a replacement for human decision making. This is in line with Khemnar and Gawali (2025) who state that lack of awareness and fear of automation is one of the reasons for slowing down the rate of adoption. Additionally, Rahman et al. (2024) emphasise the importance of organisational culture in enabling digital transformation. One interpretation of this is that while financial and technical support may be present, employees' resistance can impact AI success. So, the need for leadership, communication and change management strategies is critical to surmounting this barrier. 
The findings indicate that AI implementation challenges are interconnected rather than isolated. Financial limitations can restrict access to skilled employees and modern infrastructure, while organisational resistance may further delay digital transformation initiatives. Therefore, successful AI adoption requires a holistic organisational approach rather than focusing solely on technological investment.
In conclusion, the discussion of RQ3 illustrates that the barriers to AI adoption are multi-faceted and complex. Training capacity is constrained by financial restrictions, technical gaps lead to poor use of systems and implementation is delayed due to organisational resistance. The results indicate that the integration of AI must have a comprehensive strategy that takes into account technological, financial, human, and ethical aspects. To conquer these challenges and secure AI-powered digital marketing success, organisations must build their internal resources and capabilities, including highly trained staff, flexible systems, and innovative culture, which is a concept known as a Resource Based View (RBV).
[bookmark: _Toc231310210]5.5 Theoretical Interpretation of Findings Using TAM and RBV”
This study's results can be properly comprehended with the help of the Technology Acceptance Model (TAM) and the Resource Based View (RBV), which offer a robust theoretical underpinning for the comprehension of AI adoption in digital marketing. 
Two constructs, namely perceived usefulness and perceived ease of use, are very relevant to the TAM perspective. The results of the RQ1 and RQ2 are quite clear that AI will improve marketing effectiveness by means of improving customer engagement, increasing conversion rates, improving CTR and maximizing ROI. These results reinforce the notion that organisations see AI as very beneficial in marketing goals. This is affirmed by studies like Efendioğlu (2023) and Rahman et al. (2024), which underscore the enhanced decision-making precision and marketing efficiency that AI-powered tools bring, elevating perceived usefulness for firms. 
The problems indicated in RQ3, such as technical skills gaps and integration problems, however, are directly related to perceived ease of use. AI can be more difficult to implement and maintain when organisations do not have the expertise to handle it or when the system needs to integrate with multiple complex systems. This diminishes users' trust and slows adoption. Thus, while AI might be seen as helpful, its usability challenges can have a negative impact on the decision to adopt it, echoing the TAM assumptions. 
The ability to stay competitive does not rely solely on the adoption of AI technologies, as an RBV perspective suggests. Rather, the results indicated that internal organisational resources play the determining role in the success of the use of AI. Skilled employees, financial capacity, technological infrastructure and organisational culture are some of these resources. In the context of RQ2 (how AI tools can help companies achieve their goals), these benefits include better customer acquisition and brand awareness, which can be achieved more effectively by firms that can leverage AI tools alongside internal capabilities in a strategic manner. 
In addition, the problems identified in RQ3 confirm the RBV logic. Organisations with better financial and human resources are better equipped to make use of AI, with high implementation costs and skills shortages highlighting this. Companies with flexible infrastructure and innovative culture, in turn, are better equipped to deal with integration and resistance challenges. That is the reason why the results of using AI differ across organisations. 
In summary, TAM and RBV offer a holistic understanding of the adoption of AI in digital marketing. TAM describes the intention from the user perspective (usefulness and ease of use), whereas RBV describes the capability on the organisational level needed to sustain and maximise AI benefits. In sum, they emphasize the importance of a successful rollout of AI solutions to be as much about technology acceptance as it is about strategic development of internal resources and capabilities.
[bookmark: _Toc231310211]5.6 Chapter Summary 
The study findings were discussed at length and critically analysed in the present chapter in the context of Artificial Intelligence (AI) in digital marketing. It interpreted the findings of Chapter 4 that were correlated with the literature and the theory of the Technology Acceptance Model (TAM) and Resource Based View (RBV). 
RQ1 and RQ2 were discussed, and it highlights that the use of AI in marketing can have a significant impact on various aspects of marketing, including customer engagement, conversion rates, click-through rates, ROI, sales growth, customer acquisition, retention, and brand awareness. The results are largely aligned with the previous studies indicating the strategic importance of AI in the current marketing landscape. 
The study of RQ3, however, revealed that certain barriers exist to the use of AI, such as the cost of implementation, the need for technical skills, concerns with data privacy, challenges of integration, and resistance from the organisation. The challenges suggest that the implementation of AI is a multifaceted process that depends on technological and organizational aspects. 
Last, the results obtained make use of TAM and RBV as a theoretical explanation. TAM focuses on the adoption of a product due to perceived usefulness and ease of use, whereas RBV emphasizes internal organisational resources and capabilities. In general, this chapter serves as evidence that the acceptance of technology and readiness of organization are essential for the successful implementation of AI.


[bookmark: _Toc231310212]6: Conclusion and Recommendations 
[bookmark: _Toc231310213]6.1 Introduction 
In this chapter, the researchers present the final stage of the dissertation which involves summarising and overall conclusions based on the aim of the study. The study focused on examining the impact of Artificial Intelligence (AI) on digital marketing, particularly in terms of marketing effectiveness, performance outcomes, and implementation challenges. The results were based on the analysis of the literature, which was structured under the research questions and the theoretical frameworks, for example, TAM and RBV. 
This chapter not only highlights the main takeaways but also offers actionable suggestions for organisations aiming to integrate AI into their digital marketing strategies. It also brings up the theoretical contribution and managerial implications as well as limitations of the study. Last, recommendations for future research are provided as a means to aid further academic advancement in this field of rapidly changing research. The chapter's purpose is to give a clear closure to the research and to bridge the gap between academic theory and business applications.
[bookmark: _Toc231310214]6.2 Summary of Key Findings 
The results of this research are clear; AI is an important player in the digital marketing revolution. Regarding marketing effectiveness (RQ1), AI was found to have a positive impact on the engagement of customers, conversion rates, click-through rates (CTR), and ROI optimisation. This is largely due to the way AI can analyse large amounts of data, make predictions about consumers and then help to deliver personalised content at the right time to the right person. 
When it comes to marketing performance (RQ2), AI can have a positive impact on sales growth, customer acquisition, customer retention and brand awareness. AI powered tools like predictive analytics, chatbots, recommendation systems, and marketing automation platforms enable organisations to craft customer-centric and efficient marketing strategies, according to the literature. This results in better decision making and match between customer needs and organisational offering. 
The study also found several problems with the implementation of AI (RQ3). This is because of implementation costs, technical skills, data privacy and security, integration with current systems, and resistance to change. These barriers underscore how successful implementation of AI relies on organizational readiness, the maturity of infrastructure, and employee adaptability. 
In conclusion, the results of the research substantiate the impact AI can have on digital marketing transformation, and both technological and organisational aspects play a crucial role that needs to be addressed strategically.
[bookmark: _Toc231310215]6.3 Conclusion 
To wrap up, it is clear that AI is changing the landscape of digital marketing by enhancing efficiency, accuracy, and overall marketing performance. The study further validates that AI significantly boosts the decision-making process by facilitating data-driven insights that greatly influence customer targeting, segmentation, and engagement strategies across various industries. 
This application of TAM and RBV together shows that the adoption of AI can be attributed to perceived usefulness and ease of use, and that organisations with more internal resources are more likely to be successful in implementing AI technologies and maintaining competitive edge. The combination of this theoretical lens gives a holistic perspective of the reasons behind the variability in organisations' adoption of AI. 
While AI has many benefits, there are also some challenges to its adoption. For SMEs, financial constraints, lack of skills, difficulties in integration, and resistance from within are still significant challenges. The challenges indicate that implementing AI is not just a technological change, but also a strategic and cultural shift in organisations. 
In conclusion, the study provides valuable insights into the impact of AI on digital marketing and emphasizes the need to strike a balance between technological innovation and the development of organizational capabilities and ethical standards for leveraging data.
[bookmark: _Toc231310216]6.4 Recommendations 
1. Invest in Employee Training and Digital Skills Development
It is crucial for organisations to invest in ongoing professional development and training, including data analysis skills, AI tools, and digital marketing technologies. This will help minimise the technical skills gap and enhance the internal capability of effective AI use.
2. Adopt Cost-Effective AI Solutions (Especially for SMEs)
Cloud-based, scalable, and subscription-based AI platforms are a great option for small and medium-sized businesses to lower upfront costs. This allows for a gradual rollout and helps to manage costs while still utilizing cutting-edge marketing technologies.
3. Strengthen Data Privacy and Security Frameworks
Organisations need to be mindful of data protection laws and have robust cybersecurity protocols in place, as consumer data is a key component of AI. Transparency and ethical data management are key to fostering trust with customers, which is crucial for long-term success.
4. Improve System Integration Strategies
Old systems and integration between AI tools and the existing digital infrastructure should be modernised. When integrated properly, it can boost data quality, streamline operations, and increase the accuracy of AI-driven decision-making.
5. Promote Organisational Change and Innovation Culture
Resistance to AI use must be addressed proactively by management, through awareness building, training, and the participation of employees in digital transformation programs. A successful implementation of AI can be possible only with a supportive organizational culture that fosters innovation.
6. Strategic Investment in AI Roadmaps
Organizations should focus on long-term AI adoption strategies, not short-term implementation plans. This involves establishing clear goals, optimizing resources, and regularly assessing the performance of AI to promote long-term digital transformation.
[bookmark: _Toc231310217]6.5 Future Research Directions 
There are opportunities for further research on the potential applications of Artificial Intelligence in the digital marketing industry, especially in sectors like retail, healthcare, and financial services. A comparative analysis of developed and developing economies could also give more insights into the difference in level of AI adoption, readiness of the infrastructure and the organisational maturity. 
Further, empirical study with primary data like surveys, interview or case study will support the finding and validate the theoretical results in their real environment. Additionally, future research could delve into the ethical considerations surrounding AI in marketing, such as privacy concerns, data ownership, and algorithmic bias. 
The potential of AI for the future of marketing jobs and its integration with human creativity and decision-making could also be explored in future studies. This would help to fill in the picture of how AI is being used in business strategy and what it will mean for the transformation of work in the digital economy.
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