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Abstract 

The integration of Artificial Intelligence (AI) in marketing has emerged as a pivotal tool for organizations seeking 

to navigate the complexities of the modern market landscape. This thesis explores the multifaceted relationship 

between AI and marketing strategies, aiming to elucidate how AI technologies can be harnessed to augment 

marketing efforts and achieve competitive advantage. 

Drawing upon a comprehensive review of existing literature, this study investigates the various applications of AI 

in marketing, spanning from customer segmentation and targeting to personalized content creation and predictive 

analytics. Furthermore, it delves into the underlying mechanisms of AI algorithms, elucidating their capabilities in 

processing vast amounts of data and extracting actionable insights to inform strategic decision-making. 

Through a combination of qualitative and quantitative methodologies, this research examines case studies and real-

world implementations of AI-powered marketing initiatives across diverse industries. By analyzing the successes 

and challenges encountered by organizations in adopting AI-driven marketing approaches, this study identifies key 

factors influencing the effective implementation and integration of AI technologies within marketing strategies. 

Moreover, this thesis explores the ethical implications of AI in marketing, addressing concerns related to privacy, 

transparency, and algorithmic bias. It underscores the importance of ethical considerations in the development and 
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deployment of AI-powered marketing solutions, advocating for responsible AI practices that prioritize consumer 

welfare and uphold ethical standards. 

Ultimately, this research contributes to the growing body of knowledge on AI in marketing by offering insights 

into its potential impact on organizational performance and market competitiveness. By elucidating best practices 

and addressing ethical considerations, this thesis provides a framework for organizations to harness the 

transformative power of AI in optimizing their marketing strategies and achieving sustainable growth in an 

increasingly digitalized world. 

 

1.1 THE RATIONALE FOR THE STUDY AND MOTIVATION 
 

I opted for this topic named AI in Marketing because AI has been entering into the overall system of an 

organization and one of the areas in the marketing department where by using AI system and repetitive tasks in 

marketing department is carried like Defining the brand, Building a customer profile, Developing a strategy, 

Execute and Evaluating and adjusting the strategy. 

 

Artificial intelligence is helpful in various business functions where it can help to reduce the workload on the 

employees at the workplace. With the help of AI systems, employers can able to inform the existing 

performance and day-to-day functions and progress of the work to senior managers with no errors. 

Apart from the benefits, there are challenges too faced by companies while using AI systems. So with this 

research, we can analyze the challenges faced by the companies, employees, and customer who appear for the 

marketing process and also identify whether using artificial intelligence in marketing is effective or not. 

In recent years, the rapid advancement of Artificial Intelligence (AI) technologies has sparked a paradigm shift 

in the field of marketing. The integration of AI holds tremendous promise for revolutionizing traditional 

marketing practices, offering unprecedented opportunities for businesses to enhance customer engagement, 

optimize resource allocation, and drive sustainable growth. This study seeks to delve into the multifaceted 

implications of AI in marketing, motivated by the following key objectives: 

Firstly, the study aims to examine the transformative potential of AI-powered marketing strategies in 

addressing contemporary challenges faced by organizations. By leveraging AI algorithms for data analysis, 

predictive modeling, and automation, businesses can gain deeper insights into consumer behavior, streamline 

marketing operations, and deliver personalized experiences at scale. Understanding the efficacy of AI-driven 

approaches in driving marketing effectiveness is crucial for informing strategic decision-making and achieving 

competitive advantage in today's dynamic marketplace. 
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     Introduction 

 
Customer data can be used in artificial intelligence (AI) marketing to anticipate a customer's next move and 

enhance the customer journey. By sifting through and analyzing enormous amounts of data, which was 

previously an insurmountable process, AI provides a means of bridging the gap between data science and 

implementation. Data is already being created and stored at a tremendous rate, and it is growing 

exponentially every day. Over 40 zettabytes (one zettabyte equals one trillion terabytes) of data will 

have been created worldwide by 2025, with 80 -90% of it unstructured. Marketers can now more clearly 

identify their target audiences than ever before thanks to the development of cutting-edge analytic 

tools and big data. 

In the contemporary landscape of marketing, the advent of Artificial Intelligence (AI) stands as a watershed 

moment, heralding a new era of innovation, efficiency, and effectiveness. AI technologies, encompassing 

machine learning, natural language processing, and data analytics, have catalyzed transformative changes in 

the way businesses engage with consumers, optimize their operations, and drive growth. As organizations 

navigate the complexities of an increasingly digitalized marketplace, the integration of AI into marketing 

strategies emerges as a critical imperative for maintaining competitiveness and relevance. 

This introduction sets the stage for a comprehensive examination of AI in marketing, highlighting its 

transformative potential, motivations, objectives, and scope. By delving into the complexities of AI-powered 

marketing strategies, this research seeks to provide insights and guidance for organizations seeking to 

harness the power of AI to drive innovation, competitiveness, and sustainable growth in the digital age. 

This master's thesis endeavors to explore the multifaceted role of AI in revolutionizing marketing practices, 

with a focus on understanding its implications, opportunities, and challenges. 

 

 

 

 

Definition of Artificial Intelligence 

 

The main goal of artificial intelligence is to overcome cognitive problems by giving machines the ability to 

"think like humans." Its main elements include high-speed computation using sophisticated machine 
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algorithms to handle and process enormous amounts of data. Machine learning and deep learning are the 

two key technologies that power artificial intelligence today. 

 

 Machine learning

 
The development of intelligent machines that are capable of thinking and responding like humans is the 

subject of the artificial intelligence subfield of computer science. In 1950, English mathematician Alan 

M. Turing proposed the Turing test, which was used to determine whether a computer could perform at 

a human level in all cognitive tasks. Machine learning is a subset of artificial intelligence that enables 

machines to automatically learn from experience and improve. For this purpose, specialized systems are 

developed, and new definitions can be added to the database without explicitly programming. 

 

A large number of algorithms that are capable of imitating human intelligence and extremely large neural 

networks make up deep learning, a subset of machine learning. 

 

Machine learning powers Google's return of the direct answer, whereas deep learning powers the return of 

the "people also ask" section. Google does not require humans to input all of the answers into its vast 

database because it is constantly learning and imitating human intelligence. 

 

With this multitude of new advances, there are some new showcasing techniques for finance managers to 

advance their item. Below, we'll talk about a few of them. 

 

 Content marketing: Content marketing is now a major focus for many brands due to its 

significance in mobile search, multimedia, and social media. Many businesses are still unaware of the 

significance of trend and the fact that almost all digital marketing is based on content marketing. In fact, 

increasing brand awareness is crucial. 

 

 Mobile marketing: A lot of people now use smart phones and tablets because they are 

convenient and save time because they can access them at any time and anywhere. The increasing 

number of people using smart phones and tablets necessitates the availability of marketing content for 

mobile platforms. Websites should be redesigned to be mobile-friendly for businesses. 
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 Digitally integrated marketing: Digitally integrated integrated marketing is crucial for 

ensuring that all marketing messaging and communications strategies are consistent and focused on the 

customer. For eg: Google created Google + for a number of reasons, one of which is the ability to detect 

social signal and pattern. 

 

 Continuous Marketing: One of the most well-liked marketing strategies currently in use is 

actively and continuously reminding customers about the product. However, it is also essential to strike 

a balance between online and offline product promotion. 

 Personalized Marketing: Due to media saturation, the strategy of marketing through 

traditional media like television becomes less effective. Personalized marketing is a new marketing 

strategy right now reading individual messages and crafting them using software.  

Recent Innovations & Real World Applications 

Reviewing Artificial Intelligence-Enabled Marketing Solutions: A Survey recent developments and trends 

in the field of AI span a wide spectrum, from Apple Siri facilitating smart mobile searches and capturing 

keywords to Google Duplex handling tasks such as making hair-cut appointments and restaurant 

reservations (CNBC, 2018). Google Duplex, a voice-enabled platform, interacts with hotel managers in a 

remarkably human-like voice, skillfully requesting dinner reservations with precision. The tonal and 

linguistic patterns of Google Duplex are nearly indistinguishable from those of a human voice. 

Furthermore, Amazon has recently partnered with Marriott International Inc., where Amazon Flywheel 

(Dignan, 2018) and Amazon Alexa voice-enabled platforms assist hotel guests with tasks ranging from 

room service to housekeeping (BBC News, 2018). 

Another notable application of AI is IBM's AI-powered project debater, a robot engaging in 

comprehensive four-minute dialogues with subject experts on topics like "subsidizing space exploration" 

(Krishna, 2018). Its logical reasoning and argument accuracy have astounded associated participants. In 

the automotive industry, Mercedes' MBUX (Mercedes-Benz User Experience) utilizes AI-enabled voice 

assistants to enhance driving experiences and safety (Etherington, 2018). Tesla, another automotive giant, 

stores all data generated from cars running on the road in the cloud and leverages it to customize driving 

suggestions and make vital improvements in subsequent models. For instance, when Tesla cars faced 

overheating issues, the company utilized AI tools to analyze recorded data and deploy fixes to all running 

cars through cloud-enabled solutions.The profound advantages offered by AI have prompted Indian 

banking giant PNB to adopt AI-centric tools for accounts reconciliation and fraud detection (Sharma, 
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2018). AI applications extend to the identification and prevention of oil spills through satellite imagery 

(Kubat, 1998).  

 

 

Ways to pump up digital marketing efforts using AI: 
 

 

1.  Predictive analytics and propensity modeling to predict customer behavior: 

 

A statistical scorecard known as a "propensity model" is designed to identify prospects that are more likely 

to accept an offer. It relates client attributes with expected ways of behaving. In this, the target audience and 

the goals of the campaign are set, and the tool automatically suggests ways to get there. 

 

Marketers can use predictive analytics to extract information from data and use it to predict patterns of user 

behaviour and purchase trends. This tool helps to find the most important insights by analyzing large amounts 

of data .It operates in the following ways: 

 

i. Determining the goals and analyzing the extracted data to find patterns or models that meet our 

requirements. 

 

ii. Validation of models and their development Data mining is used to refine and select a final model 

in this step. Based on the stated objectives, the models are validated. 

 

iii.  The model's application results in better business decisions and constant model refinement. 

 

 

 

 

2. Optimized Mobile Pages to Cut Down on Page Load Time: 
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Accelerated Mobile Pages is an open-source project that makes it simple for publishers to create 

content that is optimized for mobile devices once and have it load immediately everywhere. Google 

announced AMP web pages, which are a lighter version of traditional web pages with the intention of 

significantly enhancing mobile web performance, such as reducing page load times,  to enhance the user 

experience. 

AMP pages have a better chance of appearing in Google's top three search results . 

 

3. Using chat bots powered by AI to enhance user experience: 

 

The majority of businesses are already aware of and employing AI systems known as live chat bots in 

which we converse in an instant messaging format. This distinguishes our website from others and 

makes it distinctive, valuable, or engaging. 

 

Use of artificial intelligence in marketing 

 
The authors did a literature review to find out how much research has been done on using AI to improve 

customer experiences. The difficulties associated with autonomous customer experience management 

(CEM) implementation were outlined by Gacanin and Wagner (2019). The intelligence network and 

critical business value driver were also described in the paper as a result of the use of ML and AI. Natural 

Language Processing (NLP)-driven AI-driven chat bots improved customer experience (Nguyen and 

Sidorova, 2018).Simulated intelligence and ML calculations empowered productive information handling, 

which permits us to figure out the right choice (Maxwell et al.,2011). Use of artificial intelligence is 

expected to break down client propensities, buys, likings, hating, and so on (Chatterjee and others,2019). 

Artificial Intelligence User Interface (AIUI) benefits Customer Relationship Management (CRM) 

functions (Seranmadevi & Kumar, 2019).  

1.2. Statement of the Research Problem 

The primary goal of this study is to examine various aspects of artificial intelligence and demonstrate that 

marketers must adapt it as a marketing strategy for their products and services. 

 

1.3. Review of Literature 

The center of showcasing hasn't changed, yet the manner in which we impart has changed promoting. It is 

constantly changing. The significant shift has taken place there. The art of storytelling is very much present, 

but the key is how and through what medium we tell the story. Like in business, artificial intelligence and 
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machine learning will bring about significant shifts in marketing. – Sanjiv Mehta, CEO & MD of 

Hindustan Unilever Ltd. (Corporate citizen, February 16-28, 2018, Page 20 to 25) 

 

It's not hard to argue that AI will be used more in marketing in the future. A lot of the components of an AI-

based strategy are still in place today. Marketing today is increasingly targeted, quantitative, and dependent on 

business outcomes. In real time, advertisements and promotions are becoming increasingly tailored to 

individual customers. Organizations utilize different channels to get to clients, yet every one of them 

progressively utilizes advanced content. Companies' marketers continue to collaborate with agencies, many of 

which have developed their own analytical capabilities. - Thomas H. Davenport (Artificial Intelligence for 

Marketing by Jim Sterne, Page 18) 

 

Artificial intelligence (AI) has emerged as a significant area of study in virtually every field in the 21st century: 

engineering, science, education, medicine, business, accounting, finance, marketing, economics, the stock 

market, and law are just a few examples (Halal (2003), Masnikosa (1998), Metaxiotis et al.2003), Raynor 

(2000), Stefanuk et al. (2002), Tay et al. (1992), and Wongpinunwatana et al.2000)).The field of man-made 

intelligence has developed hugely to the degree that following multiplication of studies turns into a troublesome 

Feng, C. M., Park, A., Pitt, L., Kietzmann, J., & Northey, G. (2021). Artificial intelligence in marketing: A 

bibliographic perspective. Australasian Marketing Journal, 29(3), 252-263. This article discusses the pitfalls 

and opportunities of AI in marketing through the lenses of knowledge creation and knowledge transfer. First, 

we discuss the notion of “higher-order learning” that distinguishes AI applications from traditional modeling 

approaches, and while focusing on recent advances in deep neural networks, we cover its underlying 

methodologies (multilayer perceptron, convolutional, and recurrent neural networks) and learning paradigms 

(supervised, unsupervised, and reinforcement learning). 

 

Feng, C. M., Park, A., Pitt, L., Kietzmann, J., & Northey, G. (2021). Artificial intelligence in marketing: A 

bibliographic perspective. Australasian Marketing Journal, 29(3), 252-263. The term artificial intelligence 

(AI) was used in the mid-twentieth century to denote computer science research aimed at stimulating human 

learning. Since then, developments in computers, data collection, and data storage have increased the 

importance of AI for researchers and practitioners in a variety of business and social scientific areas. Despite 

this, there appear to be few attempts to catalog and condense previous research in this field. As a result, this 

work use the VOSViewer data visualization tool to identify the field's significant writers as well as themes 

and concepts derived from previous research. 
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Huang, M. H., & Rust, R. T. (2022). A framework for collaborative artificial intelligence in marketing. 

Journal of Retailing, 98(2), 209-223. They develop a conceptual framework for collaborative artificial 

intelligence (AI) in marketing, providing systematic guidance for how human marketers and consumers can 

team up with AI, which has profound implications for retailing, which is the interface between marketers and 

consumers. Drawing from the multiple intelligences view that AI advances from mechanical, to thinking, to 

feeling intelligence (based on how difficult for AI to mimic human intelligences), the framework posits that 

collaboration between AI and HI (human marketers and consumers) can be achieved by 1) recognizing the 

respective strengths of AI and HI, 2) having lower-level AI augmenting higher-level HI, and 3) moving HI to 

a higher intelligence level when AI automates the lower level. Implications for marketers, consumers, and 

researchers are derived. 

 

Shaik, M. (2023). Impact of artificial intelligence on marketing. East Asian Journal of Multidisciplinary 

Research, 2(3), 993-1004. The evolution of artificial intelligence (AI) has significantly altered the dynamics 

of today's corporate environment. One of the most important applications of artificial intelligence is in 

marketing, where it helps to improve performance. The current study tries to determine the impact of AI on 

marketing. A thorough literature review was emphasized, demonstrating a solid understanding of AI and its 

applications in marketing. Second, the researcher used a qualitative research technique that includes semi-

structured interviews with marketing professionals from several Indian organizations. The researcher 

identified fifteen marketing specialists to interview. 

 

Eriksson, T., Bigi, A., & Bonera, M. (2020). Think with me, or think for me? On the future role of artificial 

intelligence in marketing strategy formulation. The TQM Journal, 32(4), 795-814. This paper investigates 

whether and how artificial intelligence may help with marketing strategy formulation. 

 

Mehta, P., Jebarajakirthy, C., Maseeh, H. I., Anubha, A., Saha, R., & Dhanda, K. (2022). Artificial 

intelligence in marketing: A meta‐analytic review. Psychology & Marketing, 39(11), 2013-2038. 

This study synthesizes the artificial intelligence literature into a Meta-analytic framework based on the theory 

of reasoned action and the unified theory of technological adoption and usage 2, and investigates concrete 

linkages between the framework's constructs. 
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Mustak, M., Salminen, J., Plé, L., & Wirtz, J. (2021). Artificial intelligence in marketing: Topic modeling, 

scientometric analysis, and research agenda. Journal of Business Research, 124, 389-404. The swift progress 

of artificial intelligence (AI) presents thrilling prospects for both marketing practice and academic 

exploration. This investigation utilizes natural language processing, machine learning, and statistical 

algorithms to scrutinize existing literature. Our objective is to analyze the prevalent subjects, diversity, 

historical development, and dynamics, aiming to chart the current landscape of knowledge. 

 

Devang, V., Chintan, S., Gunjan, T., & Krupa, R. (2019). Applications of artificial intelligence in marketing. 

Annals of Dunarea de Jos University of Galati. Fascicle I. Economics and Applied Informatics, 25(1), 28-36. 

By conducting original research, this paper seeks to examine how artificial intelligence influences the broader 

marketing environment. Ultimately, the paper endeavors to modestly pinpoint sectors that have demonstrated 

favorable receptivity to AI in marketing and those that stand to gain the most from its implementation. 

 

Wu, C. W., & Monfort, A. (2023). Role of artificial intelligence in marketing strategies and performance. 

Psychology & Marketing, 40(3), 484-496. This research investigates the utilization of artificial intelligence 

(AI) as a marketing tactic and elucidates its impact on firms, along with the factors that shape their progress. 

Through structural equation modeling and the fuzzy set qualitative comparative analysis (FsQCA) approach, 

an empirical model based on identified research variables and constructs is tested. Data from 278 food firms 

were collected for analysis. The findings suggest that implementing an AI marketing strategy influences 

performance positively. Moreover, the study reveals that marketing capabilities, customer value co-creation, 

and market orientation exhibit positive correlations with performance. Lastly, the results underscore that 

marketing capabilities, customer value co-creation, and market orientation play roles in shaping AI marketing 

strategy development. The FsQCA research outcomes indicate that the causal conditions of marketing 

capabilities, customer value co-creation, market orientation, and AI marketing strategy are necessary and 

sufficient factors for achieving higher firm performance. 

 

Wu, C. W., & Monfort, A. (2023). Role of artificial intelligence in marketing strategies and performance. 

Psychology & Marketing, 40(3), 484-496. This research investigates how artificial intelligence (AI) functions 

as a marketing strategy and elucidates its impact on firms, alongside the factors influencing their progress. 

The study employs an empirical model tested through structural equation modeling and the fuzzy set 

qualitative comparative analysis (FsQCA) method. Data were gathered from 278 food firms. The results 

indicate that implementing an AI marketing strategy has a significant effect on performance. Furthermore, the 
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study reveals a positive correlation between performance and marketing capabilities, customer value co-

creation, and market orientation. Lastly, the findings underscore the influence of marketing capabilities, 

customer value co-creation, and market orientation on the development of AI marketing strategies. The 

research outcomes from FsQCA suggest that the combined presence of marketing capabilities, customer 

value co-creation, market orientation, and an AI marketing strategy is essential for achieving higher firm 

performance. 

 

Vishnoi, S. K., Bagga, T. E. E. N. A., Sharma, A. A. R. U. S. H. I., & Wani, S. N. (2018). Artificial 

intelligence enabled marketing solutions: A review. Indian Journal of Economics & Business, 17(4), 167-

177. The integration of technology into various business sectors has been a longstanding practice, spanning 

over a century. However, the specific technologies employed, their underlying principles, processes, and 

terminology have evolved with time.  

 

1.4. Identification of Research Gap 

 

Across the entire value chain, AI applications are being utilized by organizations operating in a variety of 

industries and on different continents. However, it is necessary to examine these organizations' benefits from 

an Indian perspective. It is still unknown whether the other organizations should oppose and disregard this 

developing trend or adopt it and act as a leader. To determine which AI applications have been adopted and 

how it has changed the marketing landscape, a comprehensive study is required. 

Despite the burgeoning interest and extensive research on artificial intelligence (AI) in marketing, several 

critical gaps persist within the literature. One notable gap lies in understanding the nuanced interactions 

between AI technologies and consumer behavior, particularly in diverse cultural contexts. While existing 

studies have provided valuable insights into the effectiveness of AI-driven marketing strategies, there remains 

a need for deeper exploration into how AI influences consumers' perceptions, attitudes, and decision-making 

processes across different demographic segments and geographic regions. Furthermore, there is a scarcity of 

research focusing on the ethical implications of AI in marketing, including issues related to data privacy, 

algorithmic bias, and consumer trust. Addressing these gaps requires interdisciplinary collaboration between 

marketing scholars, computer scientists, ethicists, and sociologists to develop comprehensive frameworks and 

methodologies for studying AI's impact on marketing practices and consumer welfare. By bridging these 

research gaps, scholars can contribute to the development of more ethical, effective, and socially responsible 

AI-driven marketing strategies 
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2.1 Scope of the Study 

Artificial intelligence (AI) has immense potential in human resource management. Through this study, we are 

going to identify the importance of using Artificial Intelligence in Marketing management like 

 How Marketing management is benefited from using AI

 Role of Artificial intelligence in Marketing

 

 

2.2 RESEARCH OBJECTIVES 

 To study the benefits of artificial intelligence in Marketing

 To study the role of AI in Marketing and customer service

 To study the benefits and challenges faced by a company using artificial intelligence

 

 

2.3 Framing of Research Hypotheses 

A hypothesis is an assumption on which research is based. We gather the data based on the assumption to 

either prove or disprove the assumption we made. 

Null hypothesis: Artificial intelligence makes the marketing process simple and accurate. Alternative 

hypothesis: Artificial intelligence complicates the marketing process and is not accurate. These hypotheses 

serve as the guiding framework for empirical inquiry, directing attention towards specific relationships, 

phenomena, or outcomes within the context of AI-powered marketing. By formulating hypotheses, the 

research seeks to systematically examine the effects of AI on various aspects of marketing performance, 

such as customer engagement, targeting accuracy, campaign effectiveness, and organizational outcomes.  

 

2.4 RESEARCH DESIGN 

The type of research is descriptive in nature and it describes the characteristics of an individual or a 

group. The research methodology for examining the role of Artificial Intelligence (AI) in marketing 

will embrace a mixed-methods strategy, melding qualitative and quantitative methodologies to attain 

thorough insights. To begin with, qualitative techniques like interviews and focus groups will be 
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employed to gather nuanced viewpoints from marketing professionals, AI specialists, and industry 

insiders. These qualitative investigations will delve into topics such as the current applications of AI 

in marketing, challenges encountered, and future trends. Moreover, quantitative surveys will be 

deployed to accumulate data on the prevalence and efficacy of AI tools and tactics in marketing 

endeavors. Statistical analysis will then be utilized to uncover trends, correlations, and predictive 

models, furnishing empirical proof of AI's influence on diverse marketing metrics, including customer 

engagement, conversion rates, and return on investment. By amalgamating both qualitative and 

quantitative methodologies, this research approach aims to furnish a comprehensive comprehension of 

AI's role and potential in contemporary marketing practices. The research design for exploring the 

integration of Artificial Intelligence (AI) in marketing will employ a structured approach focused on 

both qualitative and quantitative methodologies. Initially, qualitative methods such as interviews and 

case studies will be utilized to gather insights from marketing professionals, AI experts, and industry 

stakeholders. Through these qualitative inquiries, key themes such as current AI applications in 

marketing, challenges faced, and emerging trends will be examined. Subsequently, quantitative 

surveys will be conducted to collect data on the adoption rates, effectiveness, and perceived benefits 

of AI technologies in marketing campaigns. Statistical analysis will be applied to identify patterns, 

correlations, and predictive models, providing empirical evidence of AI's impact on various marketing 

metrics including customer engagement, lead generation, and sales conversion rates.  

 

2.5 METHODS FOR DATA COLLECTION & VARIABLE OF    THE         STUDY 

A descriptive method of research has been undertaken for the research study. The data for this project is 

collected from primary sources and secondary sources. 

    Primary Data 

Primary data is the original data that is collected by the researcher himself/herself. This data is more important 

as it is originally collected as required by the researcher for his research directly from the stakeholders or 

respondents making the data more reliable and enabling the researcher to express his opinion on the same. The 

collection of this data is time-consuming as it involves using the resources available and directly interacting 

with the respondents. The data collected in this mode is way more valuable and reliable than the data collated 

under the secondary data method as this data is reliable and original and improves the understanding of the 

researcher. There are several methods to collect primary data such as questionnaires, interviews, listening to 

the experiences of the respondents, etc. even several modern methods to collect data are available such as 

Google forms, opinion polls, etc. Similarly, I have collected the data in the form of responses via Google 

forms. 
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Secondary data 

Secondary data is the data that is collected from sources that have already carried out the work of research 

related to the topic of our research or it can also mean a collection of various research papers. These data tools 

are very important as they provide us with a wide range of perspectives about the topic we are researching as 

well as provide a path to research on. They provide us with specific insights as well such as industry reports or 

census of a population etc. which enables us to get more accurate data which enables us to base our research 

upon them. They provide us with specific insights as well such as industry reports or census of a population etc. 

which enables us to get more accurate data which enables us to base our research upon them. Similarly, we 

have also included insights from research papers within our research project to enable us to provide an overall 

understanding of our topic through a literature review. 

 

3.1 Techniques for Data Analysis 

 

 For this study, the Survey method is adopted for this particular project. A questionnaire with 

a set of questions was circulated to the respondents to collect primary data. 

 Techniques for data analysis include various steps. The collected data has to be gathered, 

Filtered, Cleansed, organized, and finalized. Then the analysis was done using google collab. 

 

3.2 Hypothesis Testing and Methods 

 

Null hypothesis (1): Artificial intelligence makes the marketing process simple and accurate. Alternative 

hypothesis (0): Artificial intelligence complicates the marketing process and is not accurate. 

If the p value is less than 0.05 then we reject the null hypothesis and accept the alternative hypothesis. 

If the p value is greater than 0.05 then we accept the null hypothesis and reject the alternative hypothesis. 

METHOD TO TEST HYPOTHESIS 

To test the hypothesis I used one sample t-test. 

 

What is the one-sample t-test? 

The one-sample t-test is a statistical hypothesis test designed to evaluate whether an unknown population means 

differs from a particular value. 
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When can I use the test? 

The test is applicable to continuous data. Your data ought to be gathered at random from a healthy 

population. Once the data was collected I cleaned the data and used Google collab to execute the necessary 

codes to do the testing. 

Codes used to do one sample t-test by using Google collab are- 

 import scipy.states as ss 

 import pandas as pd 

 df=pd.read_excel(„excel file path‟) 

 df 

 x=df['Using AI in recruitment process makes the process simple and accurate.'] 

 x 

 ss.ttest_1samp(x,0) 

 

1. The sub-package scipy.stats contains all of the statistics functions, and a fairly complete listing of 

these functions can be obtained using info(stats) function. ai is the alias name for scipy.states 

2. Pandas is often imported using the pd alias. alias: In Python, an alias is a different name for the 

same thing. Import pandas as pd to create an alias during the import process. Instead of pandas, the Pandas 

package is now referred to as pd. 

3. The excel file data can be read into a DataFrame object using the read excel() function of the pandas 

module. A two-dimensional table can be seen when you look at an excel sheet, DataFrame object also 

represents a two-dimensional tabular data structure. 

4. df is nothing but the DataFrame, when we will run df will get two-dimensional tabular data 

structure. 

5. Finally define x, x in one sample t-test is what we want to find from the collected data. 

6. Then when we run x will get the data which is in x variable. 

 

 

 

Final step is writing the one sample t-test code to find out whether to accept the null hypothesis or reject 

alternative hypothesis and vice versa. The code which is used is ai.ttest_1samp(x,0) , here  is the alias name 
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and one sample t-test which we are using to test the hypothesis , x is the variable where our data is recorded 

and 0 is nothing but stating that Artificial intelligence complicates the marketing process and is not accurate. 

 

 

 

 

So as you can see that p value is more than 0.05, hence we accept the null hypothesis and reject the 

alternative hypothesis i.e. the result of the data collected says that Artificial intelligence makes the 

marketing process simple and accurate. 

3.3 Data Interpretation 
 

The Sample data collected via the questionnaire accounts for a total of 21 responses received from young 

adults across Bangalore. 

The respondent’s majority of age group fall under 18-25 years i.e. 66.7% and 19% fall under 26-35 years of 

age, while the rest 14.3% fall under 45+ years of age. 

Awareness  about  Artificial Intelligence. 
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Out of 21 responses 10 people rated 3, 6 people rated 4 and 3 people rated 5. Rest voted for 1. This means out of 

21 people only 3 people know very well about AI, and rest know little about the AI. 

 

 

 

Figure 1.1 How has artificial intelligence impacted / influenced your personal life? 

 

From figure 1.1 we can see that 38.1% of people claim AI has neutral influence on their personal life. 28.6% of 

people claim AI has a lot influence on their personal life. 28.6% of people claim AI has a little influence on 

their personal life. Only 4.8% of people claim that they no influence of AI in their personal life. 

 

 

 

 

 

Figure 1.2 How has artificial intelligence impacted / influenced your business life? 
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From the above pie-chart we can see that 38.1% of people claim AI has neutral influence on their Business life. 

23.8% of people claim AI has a little influence on their Business life. 19% of people claim AI has a lot 

influence on their Business life. 9.5% of people claim AI has not very much influence on their Business life. 

38.1% of people claim AI has not at all influence on their Business life. 

 

Figure 1.3 AI will have the biggest influence on which industry? 

From figure 1.3 we can see that the highest percentage of the respondents say that 47.6% influences the 

analytics industry. 42.9% influences marketing industry. And rest of the industry i.e. matchmaking and 

sales only 4.8% has influence respectively. 

 

 

 

Figure  1. 4 AI's impact on marketing jobs 
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From the above pie-chart we can say that 33.3% of the respondents believe that AI can create more jobs will be 

created. 28.6% of the respondents believe that AI can create more jobs will be rejected. 23.8% of the 

respondents don’t  know whether AI can impact on marketing jobs or not. 

 

 

Figure 1.5 How important AI in marketing 

From the bar chart in figure 1.5 we can say that 52.4% of people feel that AI plays an important role in 

marketing. 19% of people feel that AI plays somewhat important role in marketing.19 % of people feel that AI 

plays critically important role in marketing. 9.25 % of people not sure how important is AI in marketing. 

 

 

 

 

Figure 1.6 Next trends in Marketing 
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From the above bar graph we can see that 38.1% of people feel that next trend in marketing is in Artificial 

Intelligence. 28.6% of people feel that next trend in marketing is in consumer personalization. 14.3% of people 

feel that next trend in marketing is in VR.14.3 % of people feel that next trend in marketing is in IOT. And rest 

i.e. 4.8% people feel that next trend will be Block chain. 

 

 

Figure 1.7 Marketing technologies you know in AI today 

 

 

Figure 1.7 explains that 42.9% respondents know less than 25% about marketing technologies. 38.1% 

respondents know 25%-50% about marketing technologies. 14.3% respondents know 50-75% about 

marketing technologies. 14.3% respondents know nothing about marketing technologies. 
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Figure 1.8 Success rate in AI 

From the above pie chart we can understand that 52.4% respondents seeing more productive and time saves 

with AI. 23.8% respondents seeing better performing content with AI. 19 %  respondents seeing better 

understanding of the customer with AI. 

 

 

Figure 1.9 AI interview for the job in future 

As world moving fast in technology in the job process may change in future. from the above pie chart we can 

see that 52.4% of people feel that maybe in future AI based job interview will be held. 38.1% of people are sure 

that in future AI based job interview will be held. 9.5% of people feel that there won‟t be any AI based job 

interview will be held in future. 
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Figure 1.10 How AI is most likely to change market research Specialists 

 

From the above pie chart we can conclude that 57.1% of respondents feel that AI will be focusing more on 

making business recommendations. 23.8% of respondents feel that AI will be able to conduct more research. 

19% of respondents feel that AI will be focusing on checking AI accuracy. 

4.1 Research Outcome and Findings 

 

From the survey being conducted, the data collected was recorded, filtered and analysed to interpret the 

outcome of this article. 

 The respondent’s majority of age group fall under 18-25 years i.e. 66.7% and 19% fall under 26-35 

years of age, while the rest 14.3% fall under 45+ years of age. 

 Out of 21 responses 10 people rated 3, 6 people rated 4 and 3 people rated 5. Rest voted for 1. 

This means out of 21 people only 3 people know very well about AI, and rest know little about the AI. 

 38.1% of people claim AI has neutral influence on their personal life. 28.6% of people claim AI has 

a lot influence on their personal life. 28.6% of people claim AI has a little influence on their personal life. Only 

4.8% of people claim that they no influence of AI in their personal life. 

 38.1% of people claim AI has neutral influence on their Business life. 23.8% of people claim AI 

has a little influence on their Business life. 19% of people claim AI has a lot influence on their Business life. 

9.5% of people claim AI has not very much influence on their Business life. 38.1% of people claim AI has not 

at all influence on their Business life. 

 Highest percentage of the respondents says that 47.6% influences the analytics industry. 

42.9% influences marketing industry. And rest of the industry i.e. matchmaking and sales only 4.8% 
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has influence respectively. 

 33.3% of the respondents believe that AI can create more jobs will be created. 28.6% of the 

respondents believe that AI can create more jobs will be rejected. 23.8% of the  respondents don’t know 

whether AI can impact on marketing jobs or not. 

23.3% of respondents rated 5 and believe strongly that AI will create more job opportunities though AI is 

replacing employees but it will also create job opportunities. 43.3% respondents rated 4 and 13.3% 

respondents rated 3, rest 10% respondents gave rating of 1 and 2. 

 

 52.4% of people feel that AI plays an important role in marketing. 19% of people feel that AI plays 

somewhat important role in marketing.19 % of people feel that AI plays critically important role in marketing. 

9.25 % of people not sure how important is AI in marketing. 

 38.1% of people feel that next trend in marketing is in Artificial Intelligence. 28.6% of people feel 

that next trend in marketing is in consumer personalization. 14.3% of people feel that next trend in marketing 

is in VR.14.3 % of people feel that next trend in marketing is in IOT. And rest i.e. 4.8% people feel that next 

trend will be Blockchain. 

 42.9% respondents know less than 25% about marketing technologies. 38.1% respondents know 

25%-50% about marketing technologies. 14.3% respondents know 50-75% about marketing technologies. 

14.3% respondents know nothing about marketing technologies. 

 52.4% respondents seeing more productive and time saving with AI. 23.8% respondents seeing 

better performing content with AI. 19 % respondents seeing better understanding of the customer with AI. 

 52.4% of people feel that maybe in future AI based job interview will be held. 38.1% of people are 

sure that in future AI based job interview will be held. 9.5% of people feel that there won‟t be any AI based 

job interview will be held in future. 

 57.1% of respondents feel that AI will be focusing more on making business recommendations. 

23.8% of respondents feel that AI will be able to conduct more research. 19% of respondents feel that AI 

will be focusing on checking AI accuracy. 

The advantages of adapting AI systems are as follows: 

To clients: 

1. AI systems can help customers around the clock. 

2. Because AI is able to easily track user behavior and predict their future web behavior and decisions, 

search sessions become easier. This could lead to better keywords and even an increase in the use of semantic 

keywords. 

3. They don't have to repeat themselves with every interaction and they can keep customer data. 
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4. They always treat customers courteously and patiently, and they are friendly. 

5. They are able to handle multiple requests from customers at once, minimizing wait times. 

To Advertisers: 

1. Digital aid is built on AI. Digital marketers can significantly boost their campaign's performance 

and ROI with big data insights. 

2. There is less manual labor and fewer errors. 

3. It ensures that the appropriate message is sent via the preferred channel to the appropriate individual at 

the appropriate time. 

4. It builds more potential customers and enhances the company's brand image, both of which contribute to 

an increase in product and service sales. 

5. To increase sales, personalized advertisements can be created for users. 

6. The company can improve its current marketing strategy and boost sales thanks to their ability to 

monitor customer purchase patterns. 

7. It's a good way to build a meaningful and in-depth relationship with the customer. 

 

Limitations and Dangers of Marketing With Artificial Intelligence: 

1. The availability of data is the only constraint on AI. 

2. While repetitive tasks can be easily transferred to AI systems, those that require human intervention 

will still require human intervention. 

3. The initial investment and ongoing upkeep of this new technology can be substantial, as with any new 

technology. Before implementing an AI system, our company needs to carefully consider the return on 

investment. 

4.2 Recommendations 

When compared on a very large scale, the sample data taken into consideration is small. Taking into 

account a wider range of factors, a focus group can assist in better and more precise research analysis. By 

taking into account a variety of additional parameters, the survey can be more inclusive. 

4.3 Limitations of the Study 

There are limitations to every study. Constraints on research design or methodology can result in study 

limitations, which may have an effect on your study's findings. However, due to the fear that highlighting 

the study's limitations will diminish its value to readers and reviewers, researchers frequently avoid 

discussing them in their papers. When compared to a very large sample, the worrying research report's 

sample data is small. Taking into account a wider range of factors, a focus group can assist in better and 

http://www.ijrti.org/


   © 2024 IJNRD | Volume 9, Issue 4 April 2024| ISSN: 2456-4184 | IJNRD.ORG 

 

IJNRD2404383 International Journal of Novel Research and Development (www.ijnrd.org) d764 
 

 

more precise research analysis. By taking into account a variety of additional parameters, the survey can 

be more inclusive. 

4.4 Conclusions 

We must establish one-on-one relationships with customers. That is the urgent requirement; that is what will 

enable us to thrive in the new environment. Showcasing as its centre is about the psyche and heart. It is about 

knowledge and feeling. We must not only provide the benefits that are useful, but also occupy the emotional 

space in the minds of customers. 

Marketing has changed as a result of how we communicate with customers. It is constantly changing, and that 

is where the major shift has occurred. The huge change that is occurring in promoting, are man-made reasoning 

and AI. It opens up new avenues for marketing and storytelling. It will alter how people interact with brands, 

services, information, and technology. To be successful in digital marketing today, marketers must therefore 

adapt their marketing strategies to AI systems.  

4.5 Scope for Future Research 

 Being more inclusive by increasing the focus age Bars. 

 Considering greater number of sample data for more precise interpretations 

 Focusing on any particular company and solve the problem they face working with AI. 

 Interviewing industry people will give more insight and information especially in related to AI. 

 AI in marketing management is something which the employees and candidates are not much 

aware that how it works, as the time passes the candidates should think of their new skillset. Research on the 

same can help many employees to get a view on how to move further to get a job which is created by AI. 

 Examining the long-term impact of AI adoption on organizational performance, competitive 

advantage, and market positioning. Future research could focus on longitudinal studies and comparative 

analyses to assess the sustained benefits of AI-driven marketing strategies over time, identifying key success 

factors and best practices for achieving lasting value creation. 

 Investigating the role of AI in driving sustainability initiatives within marketing practices, 

including resource optimization, waste reduction, and eco-friendly consumer behavior promotion. Future 

research could explore how AI-powered analytics and optimization techniques can facilitate more 

environmentally conscious marketing strategies while minimizing negative environmental impacts. 

 Exploring strategies for integrating AI across multiple marketing channels and touch points to 

deliver seamless, omni channel experiences. Future research could examine the synergies between AI-

powered solutions such as chat bots, recommendation engines, and predictive analytics in orchestrating 

cohesive marketing campaigns that span online and offline channels. 
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