







 


AI marketing
[Student Name]
[Name of Institution]









Table of Contents
1	Chapter: 1 Introduction	3
1.1	Background of the study	3
1.2	Research aim	4
1.3	Research objectives	4
1.4	Research questions	5
1.5	Significance of the study	5
2	Chapter: 2 Literature Review	5
2.1	Unilever	5
2.2	Marketing strategy of Unilever	5
2.3	Competition market	6
2.4	Current status of AI	6
2.5	How does AI help in marketing	7
2.6	What do you propose	8
2.7	Financing	9
2.8	Benefits	10
3	Chapter:3 Research Methodology	10
3.1	Research Philosophy	10
3.1.1	Interpretivism	11
3.1.2	Positivism	11
3.1.3	Justification of interpretivism philosophy	11
3.2	Research approach	11
3.2.1	Inductive approach	11
3.2.2	Deductive approach	12
3.2.3	Justification of inductive approach	12
3.3	Research design	12
3.3.1	Qualitative research design	12
3.3.2	Quantitative research design	12
3.3.3	Justification of qualitative research design	12
3.4	Data collection process	12
3.4.1	Primary data collection process	13
3.4.2	Secondary data collection process	13
3.4.3	Justification of secondary data collection process	13
3.5	Data analysis	13
3.6	Ethical consideration	13
4	Reference	14












[bookmark: _Toc135147031]Chapter: 1 Introduction  
[bookmark: _Toc135147032]Background of the study             
In the last decade, technological advancements have put forward new methods to market a product globally. Digital advertising become most common as organizations have identified advertising patterns to promote their new range of products or services (Pandey et al., 2020). Online promotional methods provide ease in providing real-time knowledge among the target audience and gaining their perspectives based on feedback (Leung et al., 2022). Consumer buying behaviour largely depends on marketing dimensions utilized by large-scale merchandising businesses to make people aware of the product/brand associated with the entity. Online marketers have determined several methods for communicating with consumers and gaining their interests and prior choices (Erlangga., 2021). Online marketing tools, i.e. content marketing, email marketing, digital marketing etc., are adequate methods for understanding consumer behaviour and their perception of products offered by an organization (Forghani et al., 2022).  
A study by Madusanka., 2022) shows that well-reputed firms and large-scale corporations have made the bulk of investments to make their advertising patterns more integrated and centralized to gain consumers’ broader insights. Big data techniques and machine learning technologies have provided adequate competency to gain consumers' information and identify product-related choices (Wang et al., 2022). Unilever plc. being one of the multinational fast-moving consumer goods enterprises operating globally (Prado., 2020). With the beauty, home and personal care product categories, consumers' daily-based choices are accompanied. Unilever has a variety of consumer goods offered to global consumers; therefore, effective marketing tactics are prime emphasis to initiate based on which consumers changing preferences can be fulfilled. To gain consumers' information and their past buying behaviours, big data plays a crucial role in making marketing managers aware of the behavioural choices of the target audience (Babin and Harris., 2023). Based on consumers' shopping patterns, specific products are marketed to people based on their personal choices. 
Artificial intelligence (AI) technology is used to, i.e. capture, record, maintain, store, retrieve etc., customer data and information by various methods, i.e. audio, video etc., techniques, to identify their potential interests (Mishra and Tyagi., 2022). Moreover, consumers' understanding of products can be determined by conducting an online survey based on a questionnaire approach or interviews, i.e. webinars, skype etc. Manufacturing and merchandising businesses have more concerns about investigating consumers buying behaviour based on which, i.e. product innovation, quality deliverance, packaging restructuring, diversification in product lines etc., can be introduced (Behl et al., 2023). The findings of Saura. (2021) conclude that online marketing techniques have brought adequate advancements in identifying individual requirements. Creating brand identity demands the implication of digital marketing processes that assist marketing managers in understanding how people are attracted towards new product categories. Digital marketing expenditure in 2022 is about $567.5, indicating the significance of online promotional tactics (Ponzoa and Erdmann., 2021).  
To handle customer complaints, feedback, viewpoints etc., online marketing methods have been determined to be subsequent in collecting real-time information. Unilever’s prime emphasis is to market its product line based on demographic evaluation, i.e. age, gender, income, social status etc., through which quality innovative product line is advertised in global regions (Hesse et al., 2022). Digital processes have provided ease in determining cultural preferences and personal choices for target audiences within each region. Unilever has diversified its product line for which substantial promotional methods are the focus.  
[bookmark: _Toc135147033]Research aim
The current study aims to identify how Unilever needs to implement AI marketing methods within its operational process. 
[bookmark: _Toc135147034]Research objectives
· To investigate existing methods of marketing implemented by Unilever to promote its current product line.
· To determine AI technological practices to make Unilever’s advertising processes more integrated.
· To evaluate the effectiveness of AI marketing tools in the current phase of businesses. 
[bookmark: _Toc135147035]Research questions
· What marketing methods are implemented currently by Unilever to promote its product line?
· Which AI methods are more relevant in marketing business products/brands etc., among the global consumer market?
· What is the extent of effectiveness of AI marketing tools in businesses?
[bookmark: _Toc135147036]Significance of the study 
The current study highlights the potential role of AI technological patterns and how it strategically supports marketing business products/brands among a global target audience. By emphasizing Unilever’s existing marketing strategies, the implication of AI methods is a broader focus through which the implementation of AI marketing techniques within the current business dimensions of Unilever can be understood based on this research.
[bookmark: _Toc135147037]Chapter: 2 Literature Review 
[bookmark: _Toc135147038]Unilever
Unilever plc. is one of the multinational fast-moving consumer goods enterprises headquartered in London, UK. Unilever offers various product categories, i.e. home care, personal care, beauty care etc., products/brands to potential audiences in global markets (Vajir., 2021).). The current product line consists of more than 400 brands in different categories. Currently, Unilever is operating globally within 190 various countries in which it markets its product line among global audiences based on their preferences and choices (Reza., 2020). According to statistical data for 2022, 1,38,000 people are working in the enterprise in different subsidiaries, for around 3.4 billion people consume products of Unilever regularly. In 2022, Unilever generated about €60.07 billion in revenue (Daryanto et al., 2020). 
[bookmark: _Toc135147039]Marketing strategy of Unilever
Unilever’s prime emphasis is to promote sustainable dimensions by creating awareness related to waste management practices and eco-friendly principles. Moreover, to market its product line, a customer-centric approach is determined to be subsequent in terms of expanding existing product categories in global dimensions (Gupta and Ramachandran., 2021). Unilever’s marketing dimensions define their mission statement as to provide quality and sustainable product categories in-front of a global audience to accommodate their daily based household requirements with innovative product categories (Mazikana., 2023). Strategic marketing objectives indicate Unilever’s concern with creating global awareness among community members by promoting their sustainable developed products among the potential audience (Bhuiyan and Rahman., 2021). Creating a global reputation and brand recognition requires a medium-to-market product category among the global audience through which their choices and preferences can be transformed. 
[bookmark: _Toc135147040]Competition market
Fast moving consumer goods industry is contributing majorly to fulfilling consumer choices and their potential needs to accommodate the daily-based requirements of household consumers; companies have adopted new methods to innovate their product categories to create product knowledge and to increase consumers’ interest towards existing product lines (Dar and Tariq., 2020). Major competitors for Unilever include i.e. Nestle and P&G, which offer fast-moving consumer goods based on the personal choices of the target audience (Baragiola and Mauri., 2022). Adopting AI methods has become substantial for enterprises to market their product/brands among global audiences. The FMCG sector contributes about £134 billion annually (Biswas et al., 2022). To innovate product categories, identifying consumer perspectives, initiating quality dimensions etc., require integration of AI technology based on which real-time marketing practices are ensured. 
Discount and promotional offers have become the most common online advertising strategies that assist to boost-up sales volume for a business. Seasonal marketing is a strategic marketing tactic that minimises the price values of consumer goods extent of sales volume boost-up due to a higher demand rate (Barua et al., 2021). FMCG enterprises have identified digital online promotional dimensions as optimal for creating brand knowledge and gaining real-time customer feedback. Nestle, P&G etc., offer similar product categories to that of Unilever as with digital advertising principles, products are sold within global markets (Verma and Kumar., 2022). 
[bookmark: _Toc135147041]Current status of AI
In the current time scale, AI has put forward advanced methods to gain consumers' insights and to determine their requirements and potential choices. With automation techniques, optimization principles, machine learning methods etc., real-time product knowledge can be transmitted among the consumer market, and their preferences can be determined based on which innovation dimension can be introduced (Antonopoulos et al., 2020). Digital technological implications enable marketers to develop content to advertise products/services, as with automatically generated content, consumers' mindsets are transformed into existing product lines. 
[bookmark: _Toc135147042]How does AI help in marketing 
The findings of Khatri. (2021) conclude that AI techniques have improved advertising dimensions based on marketing content being generated as big data techniques have provided ease to gain consumers' choices through which effective promotional strategies are core emphasis to initiate. Advertisement posting, content writing, campaign marketing, SEO etc., are a few subsequent online marketing methods that have been improved based on the digital machine learning framework (Theodoridis and Gkikas., 2019). Social media marketing, influencer marketing, celebrity endorsement etc., have put-forward accessibility for merchandising businesses to promote their innovative product categories among target audiences to increase brand retention rate in the long run (Le and Aydin., 2022). Promoting business products/services is adequate with AI applications and online platforms through which brand promotion has become substantial for organizations. 
AI provides strategic support in improving customer relationship management (CRM) based on consumers’ opinions and interests, and relevant marketing strategies are implemented to ensure brand promotion among the target audience in global markets (Ledro et al., 2022). A research study by Rusthollkarhu et al. (2022) indicates that AI empowers organizations to interact digitally with customers based on which innovative product development knowledge can be attained from consumers. The rationale for excessive usage of AI technological tools is to determine peoples’ buying behaviour, as launching a new product in a market requires predicting the consumer’s response ratio towards the product line (Javaid et al., 2022). Moreover, identifying consumers' commitment ratio and determining competitors' strategies is strategically possible with AI techniques, i.e. machine learning, automation, big data etc.  
Collecting customers' information, i.e. product interest, shopping behaviour, visits within physical shopping centres/online shopping etc., as it provides strategic direction among marketers to advertise their product category in front of existing consumers who have better knowledge about brands of enterprise as well as new market among whom product knowledge is required to demonstrate (Praveena and Soman., 2021). A research study of Jeong. (2021) concludes that by determining consumers' demand and product-specific choice, products are marketed to specific consumer groups based on their identified preferences. The Behavioural and psychographic analysis provides a strategic competitive advantage in understanding consumers’ perspectives and prior choices (Varadarajan., 2020). Sub-categorising consumers based on their behavioural choices respective to each product category can be essential for merchandising entities to expand their business activities and boost sales growth, specifically for products with a minimal customer response ratio. 
IOT applications have put forward various data sources to collect customers' information while marketing business products/services etc., among the target market. Based on customers' clicks, their buying intentions are well-determined by enterprises, through which marketers are informed about how to communicate and convince new target audiences towards unfamiliar product categories (Kaufmann and Manarioti., 2021). Knowledge management techniques have become subsequent, i.e. collecting customers' data, storing, sharing, retrieving etc., providing ease in implementing digital marketing tactics. 
[bookmark: _Toc135147043]What do you propose
It is proposed that the implication of data-driven technologies and advanced analytics provides Unilever’s management with strategic support to evaluate their existing portfolio of brands/products (Popli and Rishi., 2021). To identify which products have a minimal response rate from consumers to eliminate, or product promotion/placement etc., is to emphasize those products with a marginal growth ratio. Determining stocks to keep within the existing product range need the optimal decision that requires, i.e. market research, competitors analysis, consumer interests to determine etc., based on which new product categories can be introduced based on the choices of the target audience (Nunan et al., 2020). 
To make marketing practices more effective, it is suggested to strategically invest within research and development dimensions to ensure the development of a product category that fulfils strategic objectives of Unilever in terms of, i.e. boost-up sales volume, accomplishing revenue margins, creating long-term brand value among the target audience, to fulfil their preferences etc. (Morabito., 2022). To define a new product with sustainable ingredients involved in its manufacturing phase, its design evolves green packaging process, etc. 
Product designing demands effective marketing methods based on consumers' choices, and sustainable processes to minimize environmental waste can be introduced through which quality deliverance becomes a priority (Agrawal and Puri., 2021). Strategic market knowledge collected in terms of, i.e. consumer preferences, initiating innovative product categories etc., can be implemented within supply chain dimensions based on which quality production of goods can be ensured to deliver quality end products in front of a global audience.
[bookmark: _Toc135147044]Financing 
Effective implementation of AI marketing methods demands the below-mentioned steps to proceed based on which strategic idea to innovate the product portfolio for Unilever is possible:
	Activities
	Cost

	1) Spending on digital marketing techniques to determine consumer interest towards existing product categories.
	$35,000

	2) Investment in social media channels, i.e. ad-spending etc., to maintain real-time interaction with a global target audience.
	$1000

	3) Training of team members involved in brand advertising/product promotion. 
	$800

	4) To conduct orientation sessions/workshops/seminars etc., to create AI knowledge among sales personnel and teams involved in advertising. 
	$1200

	Total
	$38,000



The above-mentioned financial budget is a hypothetical illustration of real-marketing budget needs to be. Implementing AI methods requires marketing personnel to determine its implication while marketing existing product categories in front of the potential audience. Strategic adoption of AI techniques within the marketing dimension requires employee training related to effective knowledge deliverance to effectively use various aspects of automated technology (Verma et al., 2023). Moreover, investing in digital promotional platforms allows real-time interaction with the target audience. Unilever’s existing marketing approach is substantial; however, with AI implications, marketing practices can be digitalized, and real-time interaction with the consumer market can be attained.    
[bookmark: _Toc135147045]Benefits
With the adequate implementation of AI methods within marketing aspects, customer relationship management tactics can be improved to maintain real-time communication with the target audience strategically applicable. To determine consumers buying behaviour, i.e. shopping trends via online/physical etc., is possible with the machine learning process, big data technique etc., through which quality and innovative products are promoted based on consumers' choices (Choura and Abou., 2021). 
[bookmark: _Toc135147046]Chapter:3 Research Methodology 
The section on methodology defines the research approach to conduct a study as it provides an overview regarding which methods of data collection are used to preliminary investigate the research problem under emphasis. The selection of research design is a prime choice of the researcher based on their opinion and depends on the nature of the topic considered. 
[bookmark: _Toc135147047]Research Philosophy
Philosophy provides an overview of the nature of data/information extracted and selected to include within a study, as which information to utilize depends on the researcher’s perspective regarding how they relate research questions with data findings. To draw specific conclusions based on logical arguments, the optimal selection of the data set is the central focus within a study through which expected results are generated as the result of research. The following are two main types of philosophy most commonly used, i.e. interpretivism, positivism etc. (Tamminen and Poucher., 2020).
[bookmark: _Toc135147048]Interpretivism
The interpretivism approach defines how people perceive a particular wonder to explore as it depends on individual knowledge and adequate mindset regarding how participants determine a particular wonder to explore (Alharahsheh and Pius., 2020). Interpretivism philosophy requires a bird's eye view from the researcher’s perspective to investigate the research problem by involving various human subjects to gain valuable insights related to the research objectives defined in the study. By involving random participants, their knowledge and understanding are collected and included within the section of data findings (Van der Walt., 2020). It is the core responsibility of the researcher to interpret collected information within the study to gain expected conclusions. 
[bookmark: _Toc135147049]Positivism
Positivism refers to scientific knowledge collected from various secondary sources, i.e., google scholar. Further, it highlights secondary information collected within experimental labs by conducting various observations (Park et al., 2020). Data collected based on the positivist approach is free of errors due to minimal human intervention. 
[bookmark: _Toc135147050]Justification of interpretivism philosophy 
For the current study, interpretivism philosophy is used.
[bookmark: _Toc135147051]Research approach
The research approach defines the research direction to consider within a study as it strategically directs the researcher to investigate research objectives by defining a research pattern based on each phase of the research. The research approach includes, i.e. inductive, deductive etc. (Mehrad and Zangeneh., 2019).
[bookmark: _Toc135147052]Inductive approach
Inductive reasoning defines the researcher’s approach to conducting the study from the initial stage or beginning point. The inductive approach is the central focus of a study when the researcher wants to conduct a study from scratch to identify the preliminary rationale behind a defined research problem (Young et al., 2020). Moreover, inductive reasoning is used when no past data is available related to the research problem to identify. The result of the inductive approach is to derive a particular social theory that assists future researchers while investigating their own studies. 
[bookmark: _Toc135147053]Deductive approach 
Deductive reasoning indicates the usage of past social theory within a particular study by developing a hypotheses statement and determining variables researcher emphasizes determining the correlation between defined variables (Casula et al., 2021). Based on research findings, each hypothesis statement is accepted or rejected, and the nature of the relationship between variables is determined. The findings enable us to identify rather past social theory considered in the study is valid enough or not to include within a study. 
[bookmark: _Toc135147054]Justification of inductive approach
For the current study inductive approach is used. 
[bookmark: _Toc135147055]Research design
Research design describes the overall research direction considered within a study as methods of data collection to be used, research approach to consider, participants to involve etc., is an adequate emphasis based on the section of the design. Research design includes, i.e. qualitative, quantitative etc. (Sileyew., 2019).
[bookmark: _Toc135147056]Qualitative research design
Qualitative research design includes the usage of, i.e. words, terms, definitions, concepts etc. and avoids using numbers, facts, figures etc. Based on exploratory data findings and descriptive explanations broader understanding related to the research questions under investigation is the prime emphasis (Tomaszewski et al., 2020). The rationale behind the research problem can be determined with in-depth analysis and detailed discussions.   
[bookmark: _Toc135147057]Quantitative research design 
The quantitative research design involves the usage of numbers, facts, figures etc., rather than using words, concepts, definitions, terms etc., as with statistical information, graphical illustration, mathematical representation etc., readers get to know more about numeric data findings (Bloomfield and Fisher., 2019). 
[bookmark: _Toc135147058]Justification of qualitative research design
For the current study qualitative research design is used.
[bookmark: _Toc135147059]Data collection process
Including data within a study is an adequate factor that requires effective data collection procedures to extract valuable information. Various methods are used to collect data within a study, i.e. primary, secondary, etc. (Taherdoost., 2021). 
[bookmark: _Toc135147060]Primary data collection process 
To collect first-hand information from human subjects, the primary data collection technique is a prime emphasis for the researcher to collect participants' responses, i.e., questionnaires, interviews, etc., to include data sets in a study (DeJonckheere and Vaughn.,2019). 
[bookmark: _Toc135147061]Secondary data collection process
To collect a secondary data set, various authentic secondary sources are used, i.e. google scholar etc., from which published secondary data-set is extracted to include in research (Squitieri and Chung., 2020). 
[bookmark: _Toc135147062]Justification of secondary data collection process
For the current study secondary data collection process is used. 
[bookmark: _Toc135147063]Data analysis 
A content analysis approach is used within secondary studies to analyse secondary data.
[bookmark: _Toc135147064]Ethical consideration 
Maintaining ethical implications is the prior responsibility of the researcher while collecting secondary data-set. By using authentic secondary sources, i.e. google scholar etc., published secondary information is extracted (Shreve et al., 2022). In this regard, it is essential to extract research papers from the last five years to maintain validity within the study. By selecting the best five articles relevant to the study researcher introduced valuable insights into the research findings. 
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