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Abstract

This study investigates the integration of artificial intelligence (Al) in e-marketing st

optimize e-marketing efforts, streamline operational pr

implementation of Al has demonstrated significant benefitsfor M&S, icluding enhanced brand

awareness, increased sales revenue, and improved customegsafisfastion. Theoretical frameworks,

role of Al in e-marketing. Practical implicati busiesses adopting Al in e-marketing are
discussed, emphasizing the importance\Qf addressing challenges and optimizing Al
ndings, recommendations for future research

tial in the fast-fashion industry and enhancing

&
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1 Chapter 1: Introduction
1.1 Background

includes several tools, such as content marketing, email marketin
and so on. All of the tools enhance the quality of digital
organisations. Nowadays companies are also incorporatin
marketing. Artificial Intelligence helps to stimulate th
of computing systems. Nowadays artificial gd@g\\nﬁ en an integral part of all business
work efficiency, and productivity and
1 marketing system, artificial intelligence is also

are incorporating Al technology to enhance

organisations. Organisations are incorporatin

encourage customer satisfaction. In the di
providing several opportunities. Most org

their digital marketing system to mak efficient and productive. The digital marketing

process is done manually whic € of time and effort. On the other hand, when the Al
system is incorporated Xsth @of digital marketing it gears up the process with the
automation technology. In ra Al systems in digital marketing technology organisations
are getting benefited a %romotion is done in a low amount of time with less spending
and less effort. In t %keting system, Al technology creates the content automatically

limit by using Natural Language Processes. Al technology in digital

within a mipmu

marketing genh
through Al

nce the experience of customers by enhancing communication with them



10 Applications of Artificial Intelligence
in Digital Marketing

)] online Advertising ()f content Generation

)] Content Curation

gitcial Email Marketing
Intelligence Campaigns

0 3 Al-powered Chatbotse

1.2 Research Aim
This research primarily aims to explore ch>ap atro
marketing. With this aim, it focuses on critical aluating the impacts of Al usage on financial

growth as well as success in e-marketing acgivities O company.

1.3 Research Objectives

The primary objectives of this resegrch -
RO1: To explore how M&S is ugin in its e-marketing.
9%

RO2: To evaluate the impa the success of M&S’s e-marketing.

of Al financial growth of M&S.




1.5 Problem Statement

Going through different literature on the topic of AI applications in e-marketing, 1
definitions of e-marketing have been studied. Smith and Chaffey have defined this terfiy a

2023). The concept of Al has also been clarified in different literature. Tha

human intelligence helps to interact with the stakeholders of a business

literature on the topic has confirmed that Al is usedA

automated inventory management, customer undexs r g

personal marketing activities. Most of the litépat workéd on the general impacts of Al in e-

marketing, competitive advantage making angfinanctal profit making. There is a lack of data about

age on e-marketing. There is enough information
about the marketing strategies, promoti ivittes and revenue from e-commerce of M&S but
the company’s websites and annu to connect the direct impact of Al usage on the
financial growth and marketin the company. This problem statement has led to a

review of the topic with forthe ailedyesearch work.

1.6 Research Rati

The research has bee

exploring the role of artificial intelligence in e-marketing. The topic
has been chosge it b seen to be highly relevant. In the modern world of business, most
Atrons\are/preparing to implement artificial intelligence to enhance their business

«@ merce. Artificial intelligence has provided a lot of benefits in improving

s throdgh machine learning, processing and others. It can be beneficial for analysing the sets
ordata

4 followed by the preferences as well as the pattern of purchasing of consumers. It is also

3



highly advantageous for marketing campaigns. Al has been beneficial for detecting

recommendations of the product and providing offers to consumers based on their requi
(Klaus and Zaichkowsky, 2020). Apart from this, it has a great significance on predictive %

possible to improve consistency as well as boost productivity in business.

modern business organisations to handle huge workloads with les

of the budget. It could be said that artificial intelligence has provide

efficiency and has provided an advantage in strategic appr:

1.7 Structure of Research
The research has been done systematically. A prr has been made to conduct the task.
t

The task is divided into different chapters. "14?6 has discussed the aim and objectives
of the research. Four research questions ha n developed in the first chapter. The next

chapter of the research is the literature r . Various literature has been analysed in this
particular chapter. Four themes hav veloped in the literature review chapter of the
research. Theoretical underpinnin iterature gap have also been discussed in the chapter.

The next chapter discusses the iaeth ogy part of the task. Various research techniques like data




information about the topic which has made the task more relevant and authentic. Interpretivi

research philosophy has been used in the task. The particular research philosophy believe%
p

total research work. Along with that to collect various data related to the

collection method has been used. The secondary method is the proce

evaluate the collected data thematic analysis has been done in the t has been selected as a

flexible way to evaluate data. <§

1.9 Chapter Summary

Conclusively it can be stated that detailed researchYatothé topic of Al impacts on the e-marketing
of a multinational company like M&S can pég adgepinsight into how Al usage is affecting

the revenue, competitive market position and(suc f product promotional campaigns of the

business companies. A study on multinatiQha anies like M&S is beneficial in generalising

the data with the geographic limitatio licability of the research findings.

2 p : Literature Review
2.1 Introduction <
The literature review is one o t important topics of an assignment. It is a particular part of
academic writing that {[fu e knowledge that has been gathered from academic literature
regarding a partic topi the other hand, the critical evaluation of collecting data is another

definition jew. In the literature review section, the scholarly articles are used to

critically ollected data. In this literature review portion, the data which are collected

"
regarding the topit/of the role of Al in E-marketing of Marks and Spence will be analysed. Four
themes Will be taken here to analyse the topic in a more explicit way. The theoretical underpinning

gap will also be discussed here properly.



2.2 Theme 1: Usage of Al in e-marketing of M&S
According to Katsikeas et al., (2020), Al technology in the process of digitalisation has b

significant change in the marketing systems of organisations. There are several usages of

researching the market. The company Marks and Spencer has adopted the t

Intelligence which has provided the company a vast overview of the

likely to price positive responses (Lasi, 2021). Al technolggy’has leveraged the company Marks
and Spencer to communicate with its target audience-and T€seargh their buying behaviour. Al
algorithm has helped the company to analyse the i afjour of the customers and align the

products of Marks and Spencer with the custafjie

plan. The company Marks and Spencer ha
the demographic area, preferences, a
marketing plan. The company M ncer has also incorporated the Al algorithm to

analyse a large amount of data t1 e patterns and trends of the recent ongoing market.
The data-driven decisiond® ma t of it‘and the company has been able to optimise the marketing
strategies. Al-powered chat revone of the most crucial solutions for all organisations to
connect directly with %@Astomers Al chatbots are used to make conversations with the
customers and enhande th erience. One of the most famous British retail organisations Marks

4 stores actress the United Kingdom is using Al chatbots to provide




like language process to interact with the customers and provide them with better custo
satisfaction. The chatbots have helped Marks and Spencer to Improve customer service
reduce the time of the employees as well as effort to negotiate with the customers. %

According to Sadeq et al., (2023), Artificial Intelligence reduces human efforts as S.

The automated data analysis tools of the Al system of Marks and Spencer ha elped the

presence on social media sites, currently, the company is operating on aPacebook handle with 5.7

million followers. The Al technology of the company M Spencer helps to manage the
social media sites and analyse the social media data e viours and preferences of the
audiences and current trends. The Al technolo hicK_handles the social media sites of the

company includes content scheduling, sociag\% g, add posting, and so on.

According to Biswas et al., (2023), A ( nology” has made business organisations more
promising to the customers. The company ks\apd Spencer has focused on the strategy of SEO
technology which helps the organisatio ce its page at the top rank. The SEO technology
of digital marketing helps we nk up with digital content. With the help of Al
technology, the content @cre tically and the SEO is done based on the Al algorithm.
The market of Al has gene e of nearly 15 billion dollars in the year 2021 (Dencheva,
2023). Following this technology of Marks and Spencer has included a better search

ord searching, content optimization, and on-page optimizations.

strategy by incorpogating

This has helped>the any to get more traffic and get a better search engine ranking. The

0 o
o o
Q

technology in several aspects of digital marketing systems and achieved




Markad valus of artticial inkeiigenes (A1) I markeing workdwide from 2020 to 2023 in
blllicn W5, dallara)

VY,

Figure 2 Global AI Marketing Revenue

(Source: Dencheva, 2

According to Sadeq et al., (2023), Many organi
(AI) in their e-marketing and these application est recommended products to clients,
understand their needs, initiate more effects ments and provide relevant messages to

the users. It allows the marketing team to deliv tter services to their consumers with less effort

and money. The applications of Al co avy amount of data about products and services

that cater to customer’s preferenc se of Marks and Spencer, the company uses Chatbots

in order to interact with_co

Q

customer’s queries and res

erefore, with this Al application, M&S answers their

.

their profileand




and reaches a large audience at a reduced cost than traditional marketing practices. This is

latest technology employed by M&S to minimise its marketing expenditure and get

benefits for the growth of the company. Al can gather data from customers within the

According to bin Abdul Lasi and Salim, (20% Arti i i
can be performed by a company’s employe 10 save marketing costs. There has been a

vast amount of content that is available a ters need to shortlist this content so that they
can deal with many challenges in eating quality content is quite difficult for an
organisation and it requires effecti ing to attract the maximum number of customers. Al

can benefit by generating spg¢itic tent created by Al that is more purposeful as well as

customer-focused. M&S?% recognition software as an Al tool so that their business can
e

improve consumer expg ovides a customised personalised experience which helps to

get effective custo ’@ e, Al will continue to play an important role in E-marketing by

automating routine s, augmenting human capabilities and providing exceptional customer

experience



Figure 3 Popularity of Al in Marketi
(Source;.Sta

2.4 Theme 3: Effects of Al on Financj

In this digital era, most businesses hav

thof M&S

e data-driven. The data are managed through
various software and networking s the upgradation of technologies, artificial
activities in retail business and other services.
il services involve numerous value chain activities
through which numerous’ tas e peformed marketing, product deliveries, tracking orders,
inventory management, cusr services and so on. Most of the retail companies have started
to use Al for maintah@@bes in the value chain. Retail business owners are developing
business operatin ode ough implementing AI tools. In retail value chain activities
ion/f ss_ha

en deployed to reduce the complexities of services. Real-time data

for) tetail companies. An automated checkout system has become enable for Al

ogies. Al service has increased profitability and streamlining of business processes. Most

a
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of the retail business institutions, financing companies, health sectors, educational institutes
other sectors have started to invest in Al navigation technologies. In this way, c t

responsibilities are resolved in the retail value chain. Mark and Spencer follows Al techni

managing business operations and numerous value chain activities. Recently it has sta sing
chatbots for communication with customers. In such a manner customer engageme ' become

easier on its digital platforms.

According to Mhlanga, (2020), Through implementing Al techniques numefous | solutions

are resolved. Machine learning algorithms are used for recognising data casting, fraud

detection and so on. Natural language processing, linear regress;
for identifying patterns of financial transactions. In this conte
management, transaction of products and services maintenance are/possible through these
techniques of Al. Some retail companies in the UK also ides financial services. Risk
management, networking, regulatory treatment, fraud d ponoferedit card holders, and security
measures have become possible through Al tec
been initiated by this approach. Compliang

initiation of automatic operation have beco %

and ICT networking tools have helped in

ing issues that occur due to traditional financial
solutions. Mark and Spencer follow t iques in their business operations for mitigating

business risk and advertising finan
(RN

Advantages of ChatGPT for
Businesses

— ' r
B - .

Fast | Research An Custome

N

Response

Team

V4
Figure 4 Chat GPT in Retail Business
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(Source: Tarapara, 2023)

According to Rane, (2023), maintenance of customer services helps in business growth effe%%i 2)
n wi

Modern business institutions implement ChatGPT to maintain effective communic

customers. The role of multidisciplinary team services accelerates the service@ er

members,
s_during\the remote

ework helps in navigating the
complexities of the task. Different Al techniques ar ith various domains. Natural
language processing and the development of al ce financial solutions. Marks and
Spencer implement ChatGPT for managing differen es. Managing extensive data sets has
become easier through these techniques. Conyg€rsat abilities, service awareness, and coherent

interactions have become possible for Makks a encers.

2.5 Theme 4: Common challeng ing Al in e-marketing

According to Sadeq et al., (2 wake of the technological revolution, a dramatic

i
n rved. This dramatic transformation has equipped all the

transformation in all sec@s hi

brands regardless of the in ies

companies require all fgam members for e-marketing tasks which is quite difficult to arrange.
Based on this new cha@ ompanies such as M&S have reconsidered their strategies. These
gl

ith new mechanisms. If M&S utilise artificial intelligence,

e abled them to be adaptive, and flexible in a competitive business

12



that involves studying human intelligence to build a new generation of intelligent systems. A bro
range of tasks can be performed through this. From marketing to finance, in every sector
become an omnipresent entity. For marketing of M&S, Al has become an integrated pa

it has enhanced the profit margin of the companies. These Al-based applications are ch§%le
c

and these constant changes have increased the competitive advantages of the bran. trast,

most online retailers are taking advantage of these new phenomena as online cofiste aking
the lead in this present scenario. Al enables brands to establish effective conpectiox potential
customers. Connection with potential customers refers to successful b qbalisation
gives more weightage to branding to grow. Artificial intelligenc the brand to take a

personalised strategy for better customer experience.

According to Khatri, (2021), marketing is considered a strategic appreach to understanding the

potential customers and based on this understanding brands &f ir services to attract customers

of M&S. The digitalisation of this approach gave t

marketing in their marketing strategy companies nd\i

their brands. O%

According to Elsayed Fayed, (2021), Al s equipped/with advanced technology taking digital
ital marketing now companies such as

marketing a few steps forward. Thro
Marksand*Spemncer can reach their at the right time and that indicates the strong
perception ability of Al. Throu a of huge amounts of data, Al can predict the buying

patterns of customers, th@br can wagerstand the necessity of their potential customers. Based

on the analysis, brands can 0 nstapt solutions to the customer's unique problem. Al has become
an indispensable necesgify e marketing sector as it can boost the profit margin in a very short
period. Al in businggs fc creativity and that enhances the performance of companies like

h appropriate usage of Al can identify the behavioural patterns of

4

bhem and then develop strategies based on these factors. These strategies

13



Reduce
Over-Reliance
on Data and
Statistics

The Complexity
of Training and ﬂ
Implementation

Ethical
NS Considerations

Figure 5 Challenges
(Source: T%

As opined by Micu et al., (2021), Al is making th

 GetGenie

DLOC asy for brands by collecting data from

potential consumers through the internet. Making ARan integrated part of digital marketing has

enabled the brand to influence the purchasing'choicgs of potential buyers. One of the major benefits
that companies such as M&S get from\A]

AN

Nnda

enhances the customer experience and customer

experience is an essential part o appy customers provide a good branding value that

helps brands to generate @or fits.

also anticipates the possibl% portunities or weaknesses. That enables companies such as
Sean

MarksandSpencer to take

D s from threats or grab opportunities through suitable business

strategies. Al can 1k I: e strategies of competitors. An effective pricing strategy can be

incorporatedinfo, a any such as M&S’s marketing strategy through Al Effective brand
10% @ done\through Al In this context, it can be stated that Google and Facebook, two
big tech gian Q ble to occupy 60% of the online market with the help of Al

2.6 oretical Underpinnings

nderpinning is an important part of the research's literature review and in this part the

thegry, which represents the study topic is selected and described and the justifications

pilarities of the selected theories, with the study topic, can be described. This is considered

14



the base work of any research and helps an individual justify the overall research process throu,

relevant theories (Kim and Shin,2020). The key component of this part is, to choose th
theory that is highly relevant to describe the literature review of this research. &&9

2.6.1 Maslow's Hierarchy of Needs theory
The exploration of Al in e-marketing, aligns with Maslow's Hierarchy of Needs y,)which

underscores the paramount importance of understanding customer prefergt Wy needs in
developing effective marketing strategies. Maslow's theory provid
comprehending customers' basic needs and product preferences, facitjta

marketing approaches (Bozyigit, 2021; Duygun and Sen, 20

needs outlined in Maslow's theory—ranging from esteem

actualization, and biological requirements—companies can craft ¢smarketing strategies that

resonate with each customer segment (Liu et al., 2022). %uerstanding aids in developing

marketing communications and interactions that add bhe ndamental needs, enhancing
customer engagement and satisfaction. Moreov a eory intersects with STP analysis,
enabling marketers to discern customer neeg %ces more effectively (Hopper, 2020).
Consequently, companies can make info dec s regarding product safety, lifespan, and
pricing, aligning with customers' hierarchigal n . Integrating Maslow's theory into e-marketing

strategies complements the utilization

hnologies, ensuring that digital marketing efforts

resonate with and cater to custome

Q&

&

needs and preferences.

15



MASLOW'’S HIERARCHY OF NEEDS

Meeting one's full potential &

in life, different for every Self fulfilment needs
person Self
actualisation
Respect, status, v >
Psychological
needs 7
health,
finances

recognition,

self-esteem

Food,

sleep,

e Biological & Physiological

S
Figure 6 Maslow’s Hiepexéhy of Theory Of Marketing

(Source\Marketing, 2022)

Friendship,
intimacy, family,
connections

Security,

2.6.2 Market Segmentation T
The Market Segmentation T rves as a pivotal framework for developing effective
marketing strategies, aliéZ' the exploration of Al in e-marketing outlined in this study.

i
Before devising marketzé %oﬁonal initiatives, companies must meticulously select their
cg

target customers an process facilitated by market segmentation theory (Bi et al.,

2020). This theo t €s target customers into four distinct segments: demographic,

, and psychological segmentation (Zhang et al., 2020). Within

16



between market segmentation theory and the exploration of Al in e-marketing underscores
importance of analysing and segmenting target customers to enhance the effective

relevance of digital marketing efforts. Moreover, integrating Al technologies can furth€p r

and optimize marketing strategies, ensuring they resonate with the diverse needs and ir ces

of each segmented customer group.

Market
Segmentation
Criteria

O~

arket Segmentation

O%@: Segmentation, 2021)

2.7 Literature Gap

challenges. However, there is limited exploration into the evolution of Al adoption

in M&S, including its initial implementation stages, subsequent advancements, and

17



While the literature highlights the broad applications of Al, such as chatbots, data analysis,

content generation, there is a lack of detailed examination into the specific Al tools, alggri
and technologies utilized by M&S. Understanding the intricacies of M&S's Al implengent

Al integration. Exploring these aspects could contribute to a more holj ersta ng of the
implications of Al adoption in e-marketing practices, particularlyAi'the context of consumer trust,

data privacy, and regulatory compliance.

2.8 Chapter Summary

In the chapter summary, it can be said that the usage of a intelligence in digital marketing

is pertinent in the current era. The report discussed thg f Al in the company of Marks

and Spencer. After that, the impacts of Al on g for Marks and Spencer’s were

e f the financial growth of Marks and
I

Spencer. Some common drawbacks of utilisigg A igital marketing were also touched upon in

explored in the report. The report also cové%
t

this report. In the theoretical underpinning aslow's hierarchy of needs theory and market

segmentation theory were also discuss rd to Al in digital marketing.

esearch Methodology

3.1 Introduction <>

The research methodolo edn this dissertation served as a comprehensive framework for

investigating the intric i¢s between artificial intelligence (Al) and marketing, particularly
ithin the context of Marks and Spencer (M&S), a multinational

ingdom. Through a judicious combination of interpretivism as the

18



on marketing strategies, customer experiences, and organizational dynamics, thereby enriching
scholarly discourse on this burgeoning field.

Moreover, the incorporation of the PRISMA (Preferred Reporting Items for Systemati%

and Meta-Analyses) protocol facilitated a systematic literature review, ensuri i d

transparency in the selection, analysis, and synthesis of relevant scholarly li re).) This

e

Qrinis, thereby

systematic approach enabled the researcher to identify, appraise, and synthg§ dence from
diverse sources, including academic journals, reports, and reputable onl
enhancing the credibility and robustness of the study's findin o”PRISMA
guidelines, the research methodology upheld principles of t roducibility, and
accountability, laying a solid foundation for future research en is domain. Overall,

the methodological framework adopted in this dissertation not only pro
the complex nexus of Al and marketing but also pave%v for further exploration and
refinement of theoretical frameworks and empirical iv@ n this evolving field.

3.2 Research Philosophy O

ed valuable insights into

In this dissertation, interpretivism emerged a %k research philosophy, underpinning the
exploration of artificial intelligence (AI) within the eting domain, particularly concerning its

phenomena. By embraci@ in i , the research aimed to move beyond mere quantitative
metrics and delve deeper % litative aspects of Al's influence on marketing strategies,
customer interactions, nizational dynamics. The rationale behind selecting interpretivism

lay in its inherent.(focu nderstanding phenomena from the perspective of individuals

ocio-cultural contexts. Given the diverse and evolving landscape of

19



Moreover, interpretivism's emphasis on subjective interpretation aligned well with the researc
objective of uncovering the nuanced nuances of Al's role in marketing, particularly withi

context of M&S. By prioritizing individuals' lived experiences, interpretivism facilitated %
understanding of how Al technologies were perceived, adopted, and integrated into ting

strategies by both consumers and organizational stakeholders. This focus @c ve
f C of Al

adoption in marketing, shedding light on its potential to reshape consum: ationships,

redefine market dynamics, and influence organizational decision-maki

phenomena and their commercial implications;

framework for unravelling the complexities 0

The rationale behind selecting a descriptivg ign stemmed from its inherent capacity to

provide a comprehensive understanding arket dynamics and consumer behaviours in relation

purchasing decisions, a@ brand_interaptions. Through detailed data collection and analysis,
descriptive research facilita e 1dey

Al interventions influenge mevCial strategies and organizational outcomes.

played a crucial role in contextualizing the commercial roles of Al

in. By systematically examining market trends, consumer behaviours,

pirical observations and data-driven analyses, descriptive research helped bridge the
theoretical understandings of Al's potential and its real-world manifestations within

cial ggttings. This methodological approach not only facilitated a deeper comprehension

20



of Al's commercial roles but also paved the way for informed decision-making and strate%

planning within organizations operating in dynamic market environments. %
3.4 Research Approach
Y,

The research approach employed in this study was characterized by an inductive

which aimed to analyse data based on general observations and derive insights specific
instances. Inductive reasoning, as opposed to deductive approaches, begins wi il atlons and
patterns in data, leading to the formulation of broader theories or {generatizations. This

and adaptability to diverse research contexts. By starting with specific'obServations and empirical

data, the research maintained a fluid and iterative process, a%or the exploration of emerging
c

themes and phenomena. This flexibility enabled th capture nuanced insights and
identify unforeseen patterns or relationships withy'the s enriching the depth and breadth
of the analysis. Moreover, the inductive resg approach proved instrumental in analysing the

challenges associated with technological chatge, p larly in the context of Al implementation

in marketing. By engaging in a bottom-up\exp ion of real-world instances and organizational
practices, the research could delve int lexities and nuances of Al adoption, identifying
both opportunities and obstacles en by organizations like M&S. This approach facilitated

a granular examination of t

nt between technological advancements, organizational

dynamics, and market@ S, dding light on the practical implications and strategic
considerations involvedinleveraging Al for marketing purposes.

3.5 Sampling

21



composition. By randomly selecting data sources from the available pool of information,
research aimed to avoid systematic errors that could skew the findings or compromise the

of the study. This approach helped to mitigate the risk of over-representing certain persp

o+

platforms, official websites, research articles, and other relevant sources,
capture a comprehensive snapshot of the landscape surrounding Al in E-
approach enabled the exploration of multiple perspectives, practicés; and trends\within the domain,

providing a more nuanced understanding of the subject matter.

3.6 Data Collection Method

The research employed a secondary qualitative data ddll method to gather pertinent

information on the role of artificial intelligence (Al) arketiivg, with a specific focus on its

implications for organizations like Marks and c). This method involved sourcing

data from various authentic sources, inchggi ports, official websites, government
By

sources, and other reputable online platfo aging these diverse sources, the research

aimed to capture a comprehensive understa of the subject matter, encompassing both

industry-specific insights and broader nomic perspectives. In selecting data sources, the

research applied rigorous inclusio sion criteria to ensure relevance and reliability. Only

sources that directly addressed.the rch objectives and contributed to the exploration of Al's

role in marketing were inClyded, while those lacking alignment or credibility were excluded. This
iti the integrity and validity of the data collected, enhancing the

-\5" dings.
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enhancing the transparency and credibility of the research process. By clearly delineating
criteria for data selection and synthesis, the research ensured that its findings were gro
robust evidence and rigorous analysis, thereby contributing to the advancement of knowlgdge i

@2

the field of Al in marketing.

Eligibility Description w
Criteria @
Inclusion Studies focusing on the role of artificial intelligence A(AI) in marketing,
Criteria particularly within the context of organizations like Marks and Spencer (M&S).
Exclusion Studies not directly addressing Al's impact o whar g OMacking relevance
Criteria to the research objectives.

Table I Eligibility Criteria A4
Search Description %
Strategy ~r @ "
Databases Academic databases such as PubMed, Google Scholar, Scopus, and Web of
Searched Science were searched for relevant literature.
Keywords Keywords included "arti tal intell; Vence", "AI", "marketing", "e-marketing",

"digital marketing",% and. Spencer", and variations thereof.
A

Boolean Boolean operators (AND, OR) were used to combine keywords and refine
Operators search results.

Filters Filters@ereﬁ%?@ed on publication date, language, and relevance to focus
Applied the search cend; English-language studies relevant to the research topic.
Iterative The se/ar\ch process was iterative, with initial searches being refined based on
Process the relevance of retrieved articles to the research objectives.

/W Table 2 Search Strategy
A~
Study %&Jscription

Proce?\s
Screening Initial screening involved reviewing titles and abstracts to exclude irrelevant

Phase studies based on predetermined criteria.

Studies meeting inclusion criteria were further assessed through full-text

review to determine eligibility for inclusion in the systematic review.
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Exclusion Studies not meeting inclusion criteria were excluded from the review. 7
Criteria

Data Extraction Relevant data from selected studies were extracted and organized fo Vﬁheéy

analysis.
VNN
Quality Quality assessment was conducted to evaluate the methodological rigor and
Assessment reliability of included studies.
Synthesis of Findings from included studies were synthesized to/Adentify thgmes and
Findings patterns relevant to the research objectives. -
Table 3 Study Selection Process // \>
” ~
~—
.§ Records identified through Additional records identified
g database searching through other sources
£ (n =500) (n = 600)
s
v
) v
Records after duplicates removed
{n =600}
£
c
§ h 4
3 Records screened R Records excluded
(n=400) o (n=300)
R—
) h 4
Full-text articles assessed Full-text articles excluded,
: for eligibility > with reasons
‘ {(n=50) (n=30)
=
w
h 4
— Studies included in
qualitative synthesis
) (n=20)
E A4
°
% Studies included in
£ quantitative synthesis
(meta-analysis)
(n=0)
s
A4
Figure 8 PRISMA Flow Diagram
alysis

ysis served as the chosen method for analysing the collected data, offering a
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systematically organize and interpret the data, facilitating a deeper
phenomena under investigation. Themes were identified through a rocess of data
immersion, coding, and categorization, ensuring that all relevant gépects.of thg xesearch topic were
captured and analysed. Moreover, the application of P les enhanced the
transparency and rigor of the data synthesis and analysis process: dhering to established

coding protocols and guidelines, the researcher ensure sistency and reliability in theme

development. Each theme was systematically linked bae earch objectives, providing a

clear narrative of how the findings contributed to Q

3.8 Ethical Consideration %
Ethical considerations played a crucial role in\guidi conduct of this secondary research study.

In secondary research, maintaining ethi ards involves upholding academic integrity,
adhering to plagiarism rules, and en avoidance of false information dissemination.
Throughout the study, rigorous e e made to uphold these ethical principles, thereby

enhancing the credibility and pglfabitifyof the research findings. Adherence to academic conduct

e research questions.

and plagiarism rules was a t in ensuring the integrity of the research process. The
lished guidelines and protocols to cite sources accurately,

avoid the misrepresentation of others' work. By upholding these
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principles further underscored the commitment to transparency and accountability in reporti
methods. By following PRISMA guidelines, the study adhered to systematic and ﬁ%
processes for literature search, study selection, and data synthesis. This approach fpt

enhanced the reproducibility of the research but also provided readers with ¢ and

comprehensive insights into the research methodology employed. @

3.9 Summary

In summary, the methodology chapter outlined the research philosop

approach,
sampling, data collection, analysis, validity, reliability, and ethical, e chosen
methodology, informed by interpretivism and employing themat rrelation analysis,

and PRISMA guidelines, facilitated a comprehensive exploratighdof ' role in marketing,

particularly within organizations like Marks and Spencer. By adhering tofigorous methodological

principles, the study ensured the validity and reliability %ings, contributing to a deeper
ti

understanding of the subject matter and laying a solid @ r further research in the field.
4 Chapter 4: F@diﬁ)%ﬁ scussion

4.1 Introduction
Al has become indispensable in mode ss environments, offering tools that streamline
r

antzations like Marks and Spencer (M&S), Al

operations and enhance productivity
facilitates efficient resource mana nabling better utilization of assets and manpower. This

study aims to delve into the pro

strategies. By analysing Kow A
insights into its role in %

efficiency for M&S.

and significance of Al in M&S's product promotion
ed in promoting products, the research seeks to uncover

rand image, optimizing sales revenue, and driving cost

&S's business operations. As highlighted in Chapter 4, the methodology involved

ious aspects of M&S's use of Al ranging from deep learning applications to the
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systematically examining M&S's data sources, this approach facilitated the identification
overarching themes that characterize the organization's adoption and utilization of Al tech%
Theme 1 delves into the implementation of Al in M&S, shedding light on the organigzatio
utilization of deep learning algorithms, QR code technologies, and strategies for mar, ion
(Chapter 4, Theme 1). Deep learning, a subset of Al plays a crucial role in enh g M&S's

online payment systems and optimizing operations in its brick-and-mortag{g apter 4,

reach. In Theme 2, the impact of Al on e-marketing in_the con of M&S is explored,

emphasizing its role in inventory management, cyber%and consumer segmentation
(Chapter 4, Theme 2). Al-powered solutions enable e

mitigate cybersecurity threats, and segment consufgers.based/on their preferences and behavior
(Chapter 4, Theme 2). By leveraging Al 0 M&S can optimize its e-marketing

ntly manage inventory levels,

strategies, enhance customer engagement, dri es growth in an increasingly competitive
marketplace.

Moving on to Theme 3, an analysis of enhancing financial outcomes for M&S reveals
insights into revenue growth, gigi

3). The implementation @f A

enabling the organization%

a d service quality improvements (Chapter 4, Theme

contributed to significant revenue increases for M&S,

its market presence and improve operational efficiency




M&S can refine its Al strategies and maximize the value derived from Al technologies wl%

mitigating potential risks and limitations.
4.3 Thematic Analysis &%&9

4.3.1 Theme 1: Implementation of Al in M&S

The implementation of Al in Marks and Spencer (M&S) operations, encompassing leayning,

Where Al is Aiding y/

Productivity @@

Projected increase in productivity due to Al
in selected economies until 2035 (in percent)

Sweden ¢p 3
us. & 35
-
ux & ]
Q rrance € )

Sources: Accenture, Frontier Economics

©@®0O statista %a

Figure 9 Projected enhancement of productivity due to implementation of Al
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(Source: Buchholz, 2020)

However, alongside its potential benefits, the implementation of Al in M&S's operatiops<also
presents challenges and limitations. One such challenge is the initial investment requi

adoption, including costs associated with technology acquisition, implementatio

(StealthLabs, 2020). As M&S expands its online operations dopts/Al-driven solutions,
addressing these privacy and security concerns becomes imperative aintain consumer trust
and compliance with regulatory requirements (Sadeq et al. ~RBiswas et al., 2023).
VRN
21.5%

-11.9%

2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

\\// Figure 10 Revenue growth rate of M&S worldwide

(Source: Smith, 2022)

© Statista 2024

hile Al enables M&S to enhance operational efficiency and optimize resource

1on, it also introduces complexities related to human-machine interaction and workforce
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management (Braganza et al., 2022; Claxton and Kent, 2020). The integration of Al technologj
into M&S's operations necessitates upskilling and reskilling initiatives to ensure that e
can effectively collaborate with Al systems and leverage their capabilities to drive busi

outcomes (Braganza et al., 2022). Moreover, concerns regarding job displacement and orce

aPPTrO
implementation, considering the impact on its workforce and implementings % 0 mitigate

potential negative consequences (Sharma et al., 2022).

Despite these challenges, the implementation of Al in M tions ) offers significant
opportunities for competitive differentiation and market positi

insights, M&S can enhance its understanding of consumer pre ces, optimize product

assortments, and deliver personalized experiences that r ith target audiences (Navarro
Paton et al., 2022; Silva and Bonetti, 2021). Moreo enables M&S to identify emerging
trends, anticipate customer needs, and adapt its e in tgal-time to maintain relevance in a
rapidly evolving market landscape (Silva et aﬁz 0): ionally, the use of Al-driven analytics
empowers M&S to extract actionable insighty fro t datasets, enabling data-driven decision-
making and strategic planning (Biswas et% .
(X~
Greater efficiency and What are the
productivity benefits of an inventory

management system?

-

Increased visibility =]

Customer satisfaction

t+

4 Increased revenue and !ﬂ{ =

rofit margin
P 9 A

->

Figure 11 Benefits of inventory management

(Source: Unicommerce, 2022)
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The implementation of Al in Marks and Spencer's operations represents a strategic imperative A

literature, this analysis provides insights into the strengths, weaknesses, op

associated with Al adoption in the retail sector. Moving forward,

4.3.2 Theme 2: Impact of Al in e-marketing in the context o
The impact of Al on e-marketing within the context of M%Spencer (M&S) encompasses
various dimensions, including inventory management e , and consumer segmentation
(Sadeq et al., 2023; Biswas et al., 2023; StealthL. 2 . AJ-driven algorithms enable M&S to
optimize inventory levels, anticipate demard/patte d minimize stockouts by analyzing
historical sales data and external factors s x

S pnality and trends (Biswas et al., 2023).

Moreover, Al-powered predictive analy

a
ilitate dynamic pricing strategies, personalized

promotions, and targeted advertising thereby enhancing M&S's ability to attract and
retain customers in a competitive rce landscape (Sadeq et al., 2023; Nair and Gupta,

2021). Additionally, Al technaglogi

lay a crucial role in bolstering cybersecurity defenses,

detecting anomalous acti<v>i ics, a itigating potential threats, safeguarding M&S's digital assets
and preserving consum ust IthLabs, 2020).
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INVENTORY SECURITY PREDICTIVE
MANAGEMENT ANALYTICS
HOME VIRTUAL REALITY ol DATA
SHOPPING EXPERIENCE APPLICATIONS SEARCH INTERPRETA-

NETWORK - TION AND
USING i E WEBSITE

WATSON'S COMPETITIVE ‘ BRI
Al ACTIONS MONITORING

&

OPERATIONS COMMERCE

OPTIMIZE MARKETPLACE
orenanions =

ANALYTICS

Figure 12 Applications of Artificial Intelligence in e- rce

(Source: Lari et al., 2022)

N

The findings related to the impact of Al in e-marketi li n its transformative potential
in enhancing M&S's marketing strategies, drivi e) engagement, and increasing sales
revenue (Sadeq et al., 2023; Biswas et al.,@) . eyeraging Al-driven insights, M&S can
personalize marketing communications, tailot p t recommendations, and deliver targeted
promotions based on individual prefere purchasing behavior (Nair and Gupta, 2021).

Moreover, Al enables M&S to opti

keting spend, allocate resources efficiently, and
maximize the return on investme its e-marketing initiatives (Sadeq et al., 2023).
However, while Al offers substgnti nefits in terms of efficiency and effectiveness, its adoption
also poses challenges ré?a ata privacy, consumer consent, and regulatory compliance

(StealthLabs, 2020). T 0 &S must strike a balance between leveraging Al to enhance

marketing capabilitt& rding consumer privacy and trust.
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Malware

Types of

Cybersecurity

Threats
@ StealthLabs

Spear Man in the
Phishing Middle Attack

Denial of
Service Attack

Advanced
Ransomware

Persistent Threats

Figure 13 Different types of cyber secw@g e-commerce sites
/N ~

(Source: StealthLabs, 2020)

The broader implications of Al adoption in ark\etQ extend beyond M&S to businesses across

industries, highlighting its potential to revolgtio ustomer engagement, drive sales growth, and

strengthen brand reputation (Sadeq € 3; Nair and Gupta, 2021). By harnessing Al

technologies, companies can gai nsights into consumer behavior, identify emerging

trends, and develop targg}ed keting strategies that resonate with their target audience (Silva
and Bonetti, 2021). Moreo% les real-time decision-making, agile marketing campaigns,
al

and continuous optimizatio ng businesses to adapt quickly to changing market dynamics

and consumer prefgrénce swas et al., 2023; Silva et al., 2020). However, the widespread

adoption of Adi

o

to ensure respQ

ting also raises concerns regarding algorithmic bias, ethical implications,

0 ences, necessitating robust governance frameworks and ethical guidelines

I use (StealthLabs, 2020).

&q
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v

In evaluating the strengths and weaknesses o Mation in e-marketing for M&S, several

factors must be considered, including data acy concerns, consumer trust, and adaptability to
changing market trends (Sadeq et al. Biswas et al., 2023; StealthLabs, 2020). While Al
enables M&S to enhance targetin personalize customer experiences, and optimize

marketing performance, it also 1Sks.associated with data breaches, algorithmic errors, and

r

regulatory non-compliane Labs/ 2020). Moreover, the reliance on Al-driven decision-

making may lead to over-re onvautomation, diminishing human oversight and creativity in
,’2023). Therefore, M&S must adopt a holistic approach to Al

marketing strategies (Sdd
implementation in ark integrating human judgment, ethical considerations, and feedback

nsparency, accountability, and alignment with organizational goals
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marketing also presents challenges related to data privacy, algorithmic bias, and ethi

considerations, necessitating a balanced approach that prioritizes consumer trust, re
compliance, and responsible Al use. Moving forward, M&S must continue to innovate andev

its e-marketing strategies, leveraging Al technologies to deliver seamless, ized

experiences that resonate with its customers while upholding ethical standards 4 geuatory

requirements.

4.3.3 Theme 3: Analysis of the role of Al in enhancing the financia mes for
M&S

The role of Al in enhancing the financial outcomes for Marks er (M&S) encompasses
various aspects, including revenue growth, gigification, an

(Sharma et al., 2022; Braganza et al., 2022; Silva et al., 2020). Al-drive

ality improvements

chnologies enable M&S

to optimize operational efficiency, streamline business pfto and capitalize on emerging

market opportunities, thereby driving top-line growt »- 0 ility (Sharma et al., 2022). By

leveraging Al-powered analytics and predictive eling i S can identify revenue-generating

opportunities, mitigate risks, and make dataﬁ% idns that enhance financial performance
sg

(Braganza et al., 2022). Moreover, Al facili 1 tion initiatives, enabling M&S to scale its

workforce, reduce labor costs, and improwg\seryieg delivery through on-demand staffing models

(Braganza et al., 2022). Additionally, ‘&d<driv¢n innovations enhance service quality by enabling
personalized customer experiences;se transactions, and proactive issue resolution, fostering

customer loyalty and repeat bygifiess\(Silva et al., 2020).

&
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Figure 15 Revenue of M & S worldwide fi 023
(>
(Source: Smith, 2023)
g T
The findings related to the impact of Al on M nancial/outcomes align with existing literature

on the financial implications of Al adopti%e s operations, highlighting its potential to

drive revenue growth, cost savings, and ¢ € advantage (Sharma et al., 2022; Braganza et
al., 2022). Studies suggest that organiz strategically invest in Al technologies experience
significant improvements in fina ance, including higher revenue generation, lower
operating expenses, and imprevied t margins (Sharma et al., 2022). Moreover, Al-enabled
gigification initiatives enable™us es to optimize resource allocation, reduce labor costs, and
enhance workforce fle ading to improved operational efficiency and financial
sustainability (Brag q

costs, tech @o III gxities, and organizational resistance to change (Silva et al., 2020).
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tion for M&S's financial performance extend beyond

The broader implications of Al i
revenue growth to encompass tability, Operational efficiency, and shareholder value (Sharma
et al., 2022; Braganza te By leveraging Al technologies, M&S can optimize resource

allocation, reduce wastg hance productivity across its value chain, thereby improving

arket fluctuations and competitive pressures (Braganza et al., 2022).

ates data-driven decision-making, enabling M&S to anticipate customer
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FINANCIAL HIGHLIGHTS

Croup revenue Basic earnings per share &%

AV

£L9%n  185p

and adjusting items

£475.7m £482.0m

Group profit before tax Group profit before tax >
APM

Net debt excluding lease liabilities Adjusted earnings per share
APM APM

£355.6m " 18.1p

NET PROMOTER SCORES

Group NPS Omni-channel NPS International NPS

+36  +39  +84

New metric

Mtncial highlights of M&S

(Source: M&S, 2023)

O\

In evaluating the strengths aknesses of Al implementation in improving financial outcomes

be considered, including investment costs, return on investment,

h as data quality, algorithm accuracy, and alignment with business objectives, which
aypose challenges for organizations seeking to realize the full benefits of Al adoption (Braganza

o

022). Additionally, Al implementation may face resistance from employees, stakeholders,
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and regulatory bodies, necessitating effective change management strategies and stakehol
engagement to overcome barriers to adoption (Silva et al., 2020).

The analysis of the role of Al in enhancing the financial outcomes for Marks and Spengex(M&
highlights its potential to drive revenue growth, improve operational efficiency, ce

shareholder value. By strategically investing in Al-driven technologies, M&S can\¢dpitalize on

emerging market opportunities, optimize resource allocation, and mitigate fi s, thereby

strengthening its competitive position and long-term financial sustain@bility ever, the
successful implementation of Al initiatives requires careful const starent costs,
asures to address
M&S must continue to innovate and evolve its Al strategies, leveraging technology to drive
financial performance while addressing ethical, regulator ietal concerns associated with

Al adoption.

4.3.4 Theme 4: Identification of challgﬁg ation of the implementation

of Al in business operations

The implementation of Al in business operation
Marks and Spencer (M&S), including thck o human interaction, limited error recognition
abilities, and difficulties in replicatingonal cultures (Khan et al., 2021; Hao et al., 2020;
Rai et al., 2021). Al systems, whi » in processing large volumes of data and performing
complex tasks, often la@ t@ understanding and contextual awareness that human

employees possess (Khan 1). This deficiency can hinder effective communication,

collaboration, and deqigiop-making within M&S, leading to gaps in knowledge sharing and
coordination acros% s (Hao et al., 2020). Moreover, Al algorithms may struggle to
ec

preseuts numerous challenges for companies like

recognize and rs, especially in dynamic and unpredictable environments, which can

result in »‘%

al optcomes and undermine confidence in Al-driven solutions (Rai et al., 2021).

Additionally, xe g M&S's unique organizational culture within Al systems poses challenges,
as cul encompasses shared values, norms, and behaviors that are deeply ingrained in the
co identity and shaped by its history, leadership, and workforce dynamics (Khan et al.,

g
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These challenges significantly impact Al implementation in M&S and have broader implications

for businesses adopting Al technologies industries. The lack of human interaction in Al-

driven systems can impede employee ce and adoption, as workers may perceive Al as a

threat to their jobs, autonomy, and al[€xpertise (Khan et al., 2021). Moreover, the limited
error recognition abilities of A s ¢an lead to costly mistakes, compliance breaches, and
reputational damage fo@o antzations,” particularly in high-stakes domains such as finance,
healthcare, and cybersgeurit o et al., 2020). Furthermore, the difficulty in replicating

organizational cultuge I technologies can result in mismatches between Al-driven

alues, leading to conflicts, resistance, and cultural friction within

(Rai et al., 2021).
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To address the identified challenges and opt; %plementaﬁon in business operations, M&S

an-machine collaboration, error detection, and

1., 2020; Rai et al., 2021). Firstly, M&S should

can adopt several strategies aimed at enha

prioritize employee training and dé t initiatives to enhance digital literacy, Al skills, and

human-centered design principlgs, e ering employees to leverage Al technologies effectively

and contribute meaningfu 0 vation and problem-solving efforts (Khan et al., 2021).
Additionally, M&S ¢ t robust quality assurance processes and error detection
mechanisms to monitpr s' performance, identify anomalies, and intervene proactively to

mitigate risks and 1 ve outcomes (Hao et al., 2020). Moreover, M&S should foster a culture

eaiming, and adaptation, encouraging employees to embrace change,
challenge a g, and collaborate across functions to drive continuous improvement and

(., 2021).

the strengths and weaknesses of Al implementation in overcoming operational

M&S, several factors must be considered, including organizational culture,
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2021). The strengths of Al implementation lie in its ability to automate routine tasks, analyze la

datasets, and generate insights that inform decision-making, enabling M&S to improve eff{si
agility, and competitiveness in the marketplace (Khan et al., 2021). Moreover, Al technol %

augment human capabilities, enhance productivity, and drive innovation, positionin for
long-term success and sustainability (Hao et al., 2020). However, the wea fYAI
implementation include the risk of algorithmic bias, data privacy concerns, and eth mas,
which can undermine trust, transparency, and stakeholder confidence in AJxd tions (Rai
et al.,, 2021). Additionally, the successful integration of Al into requires

significant investments in talent acquisition, infrastructure devel ent, and thange management
initiatives, which may pose challenges in terms of res ocation, scalability, and

organizational alignment (Khan et al., 2021).

The identification of challenges and evaluation of the impl n of Al in business operations
highlight the complexities and opportunities associat ging Al technologies to drive
organizational performance and 1nn0vat10n significant potential to enhance
efficiency, effectiveness, and competitivencs and other businesses, its successful
implementation requires careful consideratj %n factors, technological capabilities, and

organizational dynamics. By addressmg cha s related to human-machine interaction, error

stering a collaborative environment that integrates Al technologies seamlessly into

unication and collaboration channels. Furthermore, the limited error recognition
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abilities of Al systems pose significant risks for M&S, including compliance breaches, reputatio
damage, and financial losses. This challenge underscores the importance of error d

mechanisms in Al implementation, linking to Market Segmentation Theory. Market seg

operational processes and customer interactions (Kotler and Armstrong,

can result in adverse consequences, such as regulatory non-compliance,

significant impediments to successful implementation at M&S. This llenge directly impacts
organizational values, employee morale, and cultural alignite oing Maslow's theory of self-
alization of an individual's full

ilarly, for Al implementation to

thrive at M&S, it must align with the orgarﬁg ten's alues and cultural norms (Smith and

Louis, 2020). Failure to replicate M&S's yaiqu re within Al-driven systems can lead to

€
v

dissonance among employees, undermining\m and hindering cultural alignment. Therefore,
M&S must prioritize strategies that p tural integration and ensure that Al technologies
reflect and reinforce the organizati s and identity. The challenges in implementing Al at

M&S, including the lack of hyan action, limited error recognition abilities, and difficulties

@

in replicating organization%§4 are complex and multifaceted. These challenges intersect
or

with both theoretical fr aslow's Hierarchy of Needs theory and Market Segmentation

i @” ce of addressing them comprehensively. By integrating insights
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well-being. Consequently, fostering a culture of collaboration, learning, and adaptation 1
imperative to address these challenges effectively (Smith and Louis, 2020). M&S can ach@
S,

by promoting open communication channels, providing comprehensive training progr:

monitoring systems, M&S can enhance its ability to identify and add ential errors promptly,

thereby safeguarding against regulatory non-compliance a utational damage.
1

Furthermore, cultural alignment and organizational

implementation of Al at M&S and other busin : relates closely to Maslow's theory of

self-actualization, which emphasizes the g bs%individual values and beliefs with

organizational objectives. Achieving cul %ires proactive efforts to bridge the gap
tu

a

pivotal role in the successful

between Al-driven solutions and organiza res, thereby fostering greater acceptance and

adoption among employees (Smith is, 2020). M&S can achieve this by involving
employees in the Al implemen cess, soliciting feedback, and integrating cultural
considerations into the design(an loyment of Al technologies. The implications of Al
implementation for M d inesses adopting similar technologies are profound and

ges related to employee acceptance, risk management, and

multifaceted. By addre

cultural alignment,
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This aligns with Maslow's Hierarchy of Needs theory, emphasizing the fulfilment of s
actualization needs through continuous learning and growth opportunities (Smith an

2020). Training programs tailored to M&S's specific context can empower employees to

enhance productivity. Secondly, ensuring the reliability and accuracy of Al

quality assurance processes and error detection mechanisms. Thi

stringent quality assurance protocols, M&S can minimize the like of errors and mitigate
associated risks, such as compliance breaches and reput al damage. Leveraging advanced

analytics and machine learning algorithms, M&S can p ¢ly degtect anomalies and deviations

from expected patterns, enabling timely interventio fgctive actions.

Furthermore, cultural transformation and éz e ment are essential to facilitate the

alignment of organizational culture with Al pgplem ion goals. This relates closely to Maslow's

theory of self-actualization, emphasizing for congruence between individual values and

organizational objectives (Smith and 0). M&S can promote cultural transformation by

fostering a culture of innovation, ¢ on, and adaptability, where employees are encouraged

in overcoming resistance nd fostering organizational resilience in the face of Al-driven

transformations. St i ttratives aimed at addressing challenges and optimizing Al
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Hierarchy of Needs theory, individuals are motivated by the pursuit of self-actualization, whi

encompasses realizing one's full potential and achieving personal growth (Smith and Loui
Al technologies enable M&S to streamline processes, automate routine tasks, and %ﬁ
resources more effectively, thereby empowering employees to focus on value-added act&ld
creative endeavors. Moreover, Al-driven insights and predictive analytics facilit a-driven

decision-making, enabling M&S to anticipate customer preferences, o

)

erent weaknesses

ntory

management, and tailor marketing strategies to individual needs, thusse customer

satisfaction and loyalty.

However, alongside these strengths, Al implementation in M&

and challenges. One notable concern is the risk of algorithmic bia perpetuate systemic

inequalities and undermine organizational objectives. Market Segmentation Theory underscores

the importance of delivering tailored solutions to diverse segments to maximize market

t
share and profitability (Kotler and Armstrong, 20 t, af Al algorithms exhibit bias or
discriminatory behaviour, it can lead to subopti 0 erode consumer trust, and tarnish
M&S's reputation. Additionally, data privacy™>con loom large, particularly in light of
increasingly stringent regulatory framewo the General Data Protection Regulation
(GDPR). M&S must navigate the delica %e between leveraging customer data to drive

ividuals' privacy rights, ensuring compliance with

personalized experiences and safegua

regulatory requirements and ethica

Moreover, the scalabilitx)and anizatipnal alignment pose significant challenges to successful

Al implementation at M&S: i I technologies hold immense potential, realizing their full




5 Chapter 5: Conclusion and Recommendations

5.1 Introduction

Artificial intelligence (AI) has emerged as a transformative force in marketing, enabling(r¢tai

like Marks & Spencer (M&S) to optimize operations and enhance customer experie his
chapter reviews the role of Al in marketing, particularly within the context of M&S g on
its implementation and impact on business development and brand awareness. ow Al
technologies have influenced consumer behaviour, streamlined work utomated
processes in the retail sector.

5.2 Review of Research Objectives

The research objectives serve as guiding principles for this study, cting/the investigation into

the utilization and impact of Al in M&S's e-marketing endea

ROI1: Exploration of Al Implementation in M&S's
understanding the specific Al applications employed M&S in its e-marketing strategies. It

necessitates an in-depth examination of how@l t s-dre integrated into various aspects of

M&S's digital marketing efforts, such as cu, %
optimization.

RO2: Evaluation of Al's Impact on M

ement, personalization, and campaign

rketing Success: This objective aims to assess the
effectiveness and significance of ling the success of M&S's e-marketing initiatives. It
involves analysing key perfornfance indicators (KPIs), such as website traffic, conversion rates,

marketing objectives and-e

and customer seu:isfactiog> tricsto determine the extent to which Al contributes to achieving
overall business performance.

¢s on identifying and analysing the common challenges and obstacles encountered in the
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implementation of Al applications in e-marketing at M&S. It involves exploring issues such

data privacy concerns, algorithmic bias, technological limitations, and organizational resi
change. By recognizing these challenges, this objective seeks to provide insights into Sgt

e
barriers to successful Al integration and offer recommendations for overcoming them e iyely.

pact,

The major findings of this study highlight the pivotal role of Al4 arketing strategies,

These objectives collectively aim to provide a comprehensive understanding of th

5.3 Major Findings & Answers to Research Questions

particularly in enhancing e-marketing effectiveness and drivin
technologies like image recognition systems have been identifie ontributors to M&S's
marketing success, enabling advanced capabilities such conformance checking in stores.

Additionally, the study sheds light on the challenges inh i) AI implementation, including

limitations in error recognition, which pose signi c@ es to seamless integration. By

uncovering these findings, the study undersge@% ¢ relationship between Al adoption,
marketing performance, and organizational s in the-Context of M&S's operations.

5.4 Practical and Theoretical Impli s of Findings

The practical implications of the rese ings underscore the significance of Al adoption for

businesses, particularly in the real etiig. By demonstrating the tangible benefits of Al in

enhancing e-marketing effecti riving financial growth, the study offers valuable

insights for organizatioﬁg e to Teverage Al technologies to gain a competitive edge.
Moreover, the identificati on challenges associated with Al implementation informs
strategic decision-m, ses, enabling businesses to anticipate and mitigate potential

barriers to succes th oretical front, the findings contribute to existing knowledge by

rameworks such as Maslow's Hierarchy of Needs theory and Market
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5.5 Recommendations for Future Research
Future research endeavours should delve deeper into exploring Al's applicability in the fast

industry, building upon the insights gained from this study. Specifically, research

changing consumer preferences. Additionally, examining the ethical implicati z adoption
xd 1}

e-marketing, ultimately fostering innovation and driving sustai the retail sector.

5.6 Limitations

While this study primarily focuses on the impact of Al ing within the retail sector, it
acknowledges the broader scope of retail business n ond marketing activities. By
solely concentrating on marketing aspects, the oyerlook critical areas such as supply
chain management and inventory control, whith_ar ral components of retail operations.

of retail business. Future research endea

Consequently, the findings may not fully capfyre t prehensive impact of Al across all facets
rs\Should aim to bridge this gap by exploring the

implications of Al adoption on sup optimization, inventory management, and other

operational functions within the r . By addressing these limitations, future studies can

provide a more holistic ugers@l's transformative potential in retail business operations.
5.7 Reflection-Gibbs % Cycle

5.7.1 Description

cting research on the role of Al in e-marketing, I embarked on a

[enges, learning opportunities, and personal growth. This reflective analysis
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these challenges, I persevered, fuelled by a desire to contribute meaningfully to the fi

expand my knowledge and skills. &9
5.7.3 Evaluation

frustration and doubt, particularly when faced with complex theories and methodologies. Despi
a):g% 2 )

validity of my research findings. Despite these challenges, I re itted to overcoming

obstacles and achieving my research objectives.

5.7.4 Analysis

The research process provided numerous learnin

arties, allowing me to deepen my
understanding of Al and its implications for om borating with peers and accessing
a diverse range of resources enriched my and expanded my knowledge base.
Moreover, engaging with theoretical frame, s suchnds Maslow's Hierarchy of Needs theory and
Market Segmentation Theory helped conteXtua my findings within established paradigms,

enhancing the credibility and rigor of h.

5.7.5 Conclusion

In conclusion, the researé]? jeur n Al'in e-marketing has been both rewarding and challenging.

While I encountered set S bstacles along the way, I also experienced moments of growth,

discovery, and achieye ing forward, I am committed to applying the insights gained from
e en

this experience to ors, whether in academia or professional practice. By continuously

arning and improvement, I am confident in my ability to contribute

d and make a positive impact on society.

reflections, I have identified several areas for personal and professional development.
to prioritize time management and organizational skills to ensure efficient workflow
lines effectively. Additionally, I aim to cultivate self-confidence and resilience by

ledging my strengths and embracing challenges as opportunities for growth. Moreover, |
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will continue to seek feedback and guidance from mentors and peers to enhance my research ski

and expand my knowledge base. By implementing these strategies, I am confident th&j

overcome obstacles and achieve success in future endeavors. &
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