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Abstract—Artificial intelligence (AI) is revolutionizing the marketing in advertisement landscape by enabling data-

driven decision making, personalized customer experiences, and automated campaign management. At litz tech, AI-

driven solutions are transforming traditional marketing strategies like leveraging machine learning, predictive analytics, 

and natural languages processing to enhance customer engagement and optimize ad performance. This study explores 

the role of AI in marketing advertisement, highlighting its applications in customer segmentation of similarity with same 

content generation, chat bots, and programmatic advertising. By analyzing AI- powered marketing campaigns at litz 

tech, this research evaluated the impact of AI on consumer behavior, return on investment (ROI), and overall brand 

performance. This study explores the key applications of AI in marketing advertisement including: 

• Customer segmentation & targeting: AI-driven algorithms analyze vast amounts of consumer data to create 

precise customer profiles, allowing for hyper-targeted marketing campaigns.  

• Personalization & content generation: AI helps to enables dynamic content creation, personalized 

recommendations, and real-time customer interactions, improving engagement and conversion rates. 

• Predictive analytics: AI forecasts to predict the consumer behavior, market trends, and purchasing patterns, 

allowing businesses to optimize marketing strategies and budget allocation. 

• Programmatic advertising: AI automated ad placements in real time, ensuring cost-effective and targeted 

advertising based on user behavior and demographics. 

• Sentiment analysis & social media monitoring: AI analyzes customer feedback and social media trends to assess 

brand perception and improve marketing campaigns. 

Through a case study of litz tech, this research evaluates the effectiveness of AI-driven marketing campaigns in improving 

customer engagement, conversion rates, and return on investment (ROI). The findings suggest that AI is not only 

enhancing operational efficiency but also revolutionizing the way brands to connect with their audiences, making it an 

indispensable tool for businesses in the digital era. 
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INTRODUCTION 

In today’s fast-paced digital world, businesses are constantly seeking innovative ways to enhance marketing strategies 

and improve customer engagement. Artificial intelligence (AI) has emerged as a game-changer in the marketing and 

advertising industry, enabling companies to analyze vast amounts of data, predict consumer behavior, and deliver highly 

personalized experiences. AI-driven marketing solutions are reshaping the way brands interact with customers, optimize 

ad campaigns, and improve return on investment (ROI). 

Litz Tech, a leading technology-driven company, has embraced AI to revolutionize its marketing and advertising 

strategies. From automated content generation and predictive analytics to chat bots and programmatic advertising, AI 

plays a crucial role in enhancing efficiency, reducing costs, and increasing the effectiveness of marketing campaigns.  
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With AI’s ability to process and interpret consumer data in real time, businesses can now create hyper-targeted 

advertisements, personalized recommendations, and seamless customer interactions. 

This study explores the impact of AI in marketing and advertising, focusing on its applications at Litz Tech. It delves into 

how AI-powered tools, such as machine learning algorithms, natural language processing (NLP), and computer vision, 

are helping businesses make data-driven decisions and improve customer experiences. Additionally, the research 

highlights the challenges, ethical considerations, and future prospects of AI in the marketing industry. 

By analysing AI-driven marketing campaigns at Litz Tech, this research aims to assess the effectiveness of AI in 

improving customer engagement, conversion rates, and brand loyalty. The study provides insights into how AI is 

transforming traditional marketing approaches, making it an indispensable tool for businesses in the digital era. 

STATEMENT OF THE PROBLEM 

In today’s highly competitive digital landscape, businesses are under continuous pressure to optimize marketing efforts, 

reduce operational costs, and deliver personalized customer experiences. Artificial Intelligence (AI) has emerged as a 

powerful enabler of these objectives, offering tools for automation, predictive analytics, customer segmentation, and real-

time personalization. 

However, while global corporations are rapidly adopting AI in their marketing frameworks, mid-sized tech firms like 

Litz Tech face unique challenges in effectively leveraging AI. These include a lack of technical expertise, concerns around 

data privacy, uncertain return on investment (ROI), and limited customer trust in AI-generated content. 

Despite the growing integration of AI tools within Litz Tech’s marketing processes—such as chat bots, personalization 

engines, and programmatic advertising—there is limited empirical data on how these tools are perceived by employees 

and end-users, or how they actually impact marketing performance and customer engagement. 

Therefore, this study seeks to address the following core problem: 

“To what extent is AI effectively integrated into Litz Tech’s marketing and advertisement strategies, and how is it 

influencing marketing efficiency, customer experience, and business outcomes?” 

By exploring these dimensions through primary research and statistical analysis, the project aims to offer evidence-based 

insights and recommendations to optimize AI deployment in marketing at Litz Tech. 

OBJECTIVES OF THE STUDY 

This study aims to analyse the impact of Artificial Intelligence (AI) in marketing and advertisement at Litz Tech, focusing 

on how AI-driven strategies improve customer engagement, ad performance, and return on investment (ROI). The 

objectives are formulated based on the data collected through surveys, interviews, and performance analysis within Litz 

Tech’s marketing department, customers, employees where working in this field. 

Primary Objectives: 

• To evaluate the effectiveness of AI-driven marketing strategies in improving customer interactions and brand 

awareness. 

• For analysing the role of AI in personalized advertising and its impact on consumer engagement. 

• To measure the impact of AI chat bots and automation on customer support efficiency and lead generation. 

• To assess the efficiency of AI-powered programmatic advertising in reducing marketing costs and increasing 

conversion rates. 

• For understand the customer perception and satisfaction regarding AI-driven marketing and advertisement 

approaches. 

• To find out the key challenges and limitations in AI-based marketing implementation at Litz Tech. 

Research study: 

This study provides data-driven insights into how AI is transforming marketing strategies at Litz Tech. The findings will 

help businesses: 

•  Optimize their AI investments for better advertising performance. 
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• Improve customer experiences using AI-driven tools. 

• Address AI-related challenges while ensuring ethical marketing practices. 

Expected Outcomes: 

• Higher customer engagement and conversion rates through AI-powered personalization. 

• Cost reduction and better ROI in digital advertising campaigns. 

• Improved ad targeting and sentiment analysis for real-time marketing adjustments. 

• Data-driven decision-making that enhances marketing efficiency and brand positioning. 

SCOPE OF THE STUDY 

This study aims to explore and evaluate the implementation, impact, and future potential of Artificial Intelligence (AI) in 

marketing and advertising activities at Litz Tech, a growing IT company based in Coimbatore. 

A.  Geographical Scope 

The study is geographically confined to Litz Tech's operations in Coimbatore, but insights may have broader applicability 

to other mid-sized IT firms operating in Tier-2 cities across India. 

B. Organizational Scope 

The focus is on Litz Tech, analyzing both: 

• Internal perspectives (marketing professionals, AI engineers, developers) 

• External perspectives (customers and end-users) 

• This dual viewpoint provides a holistic understanding of how AI is shaping marketing practices within the 

company. 

C.  Functional Scope 

The study examines AI applications in key areas such as: 

• Customer targeting and segmentation 

• Ad personalization and automation 

• Chat bot-driven customer service 

• ROI optimization and marketing analytics 

• Customer engagement and retention 

D. Technological Scope 

The research covers tools and technologies including: 

• Chat bots and virtual assistants 

• Predictive analytics 

• Programmatic advertising 

• AI-powered SEO and personalization engines 

E.  Time Frame 

The data is collected and analysed in the year 2025, reflecting the current adoption level, challenges, and performance 

outcomes of AI in marketing at Litz Tech. 

LIMITATIONS OF THE STUDY 

While this research provides valuable insights into the role of Artificial Intelligence (AI) in marketing and advertisement 

at Litz Tech, it is subject to certain limitations: 
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A.  Organizational Focus 

The research is limited to a single company (Litz Tech). While useful for case-specific insights, the findings may not be 

directly applicable to companies of different sizes, industries, or geographic contexts. 

B. Time Constraint 

Data collection and analysis were conducted within a limited period in 2025. AI technologies evolve rapidly, so findings 

may become out dated as new tools and techniques emerge. 

C.  Self-Reported Data 

The questionnaire relies on self-reported responses, which may be influenced by personal biases, lack of technical 

understanding, or over/underestimation of AI’s impact. 

D. Technological Complexity 

Some respondents, especially non-technical users, may not have a clear understanding of the backend AI processes, which 

could affect the accuracy of their responses. 

E. Focus on Perception over Performance 

While the study covers perceived impacts of AI (efficiency, ROI, engagement), it does not include actual financial or 

operational performance data from Litz Tech, which limits the ability to perform empirical validation. 

RESEARCH METHODOLOGY 

This study adopts a mixed-method research design, integrating qualitative and quantitative approaches. The aim is to 

analyze how AI enhances marketing and advertisement strategies at litz tech by collecting real-time data from employees, 

customers, and marketing reports. 

1.  RESEARCH APPROACH: 

a. EXPLORATORY & DESCRIPTIVE RESEARCH: 

• Exploratory : to investigate the role of AI in litz tech’s marketing processes. 

• Descriptive : to quantify the impact of AI-based advertisement on customer engagement, brand awareness, and  

sales. 

b. PRIMARY RESEARCH: 

• Data will be collected directly from litz tech through surveys, interviews, and performance reports. 

• The study will provide first-hand that not been previously published, ensuring originality for journal 

submission. 

2. DATA COLLECTION METHODS: 

1.1 PRIMARY DATA SOURCE: 

A. SURVEYS & QUESTIONNAIRES[QUANTITTATIVE DATA COLLECTION] 

Objective: To gather structured insights on AI’s effectiveness in marketing and advertising. 

1. Target respondents: 

• Marketing team: To understand AI’s role in campaign execution. 

• AI engineers: To assess AI-driven advertsing algorithms. 

• Customers : To measure customer experience with AI-based advertisements. 

2. Survey design: 

• Likert-scale questions[e.g., strongly agree to strongly disagree]. 

• Multiple-choice and check box questions for quantitative assessment. 
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• Open-ended responses for qualitative insights. 

 

Sample questions: 

1. To employees: 

• How often does litz tech use AI in marketing strategies? 

• How effective is AI in automating customer interactions? 

• Has AI improved marketing ROI?[yes/no] if yes, by how much? 

2. To customers: 

• Do you find AI-generated advertisements more personalized than traditional ones? 

• Have AI chat bots improved your overall shopping experience? 

• Would you trust AI-driven recommendations while purchasing? 

Expected outcome: 

• Employee responses will reveal AI’s efficiency and cost-effectiveness. 

• customer feedback will show whether AI advertising positively impacts brand perception and engagement. 

2.2 SECONDARY DATA SOURCE: 

A. MARKETING PERFORMANCE DATA ANALYSIS[QUANTITATIVE] 

Objective: To measure the effectiveness of AI-driven campaigns using performance reports. 

key metrics analyzed: 

• Ad Engagement Rates[CTR, Impressions, views] 

• Customer Conversion Rates[before vs. after AI adoption] 

• Cost-per-click[CPC] & ROI analysis 

• Customer retention rates[AI vs. non-AI marketing strategies] 

Data source: 

• Internal marketing reports from litz tech. 

• Google ads & social media analytics. 

• A/B Testing results comparing AI-driven and traditional campaigns. 

Expected outcome: 

• AI marketing reduces ad spend while increasing customer conversions. 

• AI-powered predictive analytics improve marketing efficiency. 

B. CUSTOMER SENTIMENT ANALYSIS[AI-BASED FEEDBACK MINING] 

Objective: To assess customer opinions on AI-powered advertisements using NLP[natural language processing] 

DATA SOURCES: 

• Social media comments[facebook, X, linkedin, instagram] 

• Customer reviews & chat bot interactions 

ANALYSIS METHOD: 

• Sentiment scoring: AI tools will categorize feedback as positive, neutral, or negative. 
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• Keyword analysis: identifying recurring themes in customer experiences. 

Expected outcome: 

• AI-based advertising positively influences consumer sentiment. 

• Customers respond better to personalized AI-generated content. 

3. SAMPLING METHODOLOGY 

3.1 sampling techniques 

Purposive sampling: selecting employees & AI experts with direct involvement in AI marketing. 

Stratified sampling: 

• Group 1 : customer exposed to AI-driven ads. 

• Group 2 : customers not exposed to AI ads. 

• Comparison of behaviors and responses. 

3.2 sample size 

• Employees : 30-50 professionals across marketing & AI teams. 

• Customers: 100 users for feedback on AI- based ads 

4. Tools Used for Analysis 

Tool Purpose 

Simple Percentage Analysis To understand the frequency and distribution of responses 

Chi-Square Test 
To identify relationships between categorical variables (e.g., role vs. 

perception of AI) 

T-Test 
To compare the means between two groups (e.g., AI users vs. non-users on 

ROI impact) 

ANOVA Test 
To compare variations across multiple groups (e.g., AI familiarity levels vs. 

customer engagement) 

Graphs & Charts Bar charts and pie charts were used for visual interpretation of data 

Simple Percentage Analysis: 

Meaning: 

Simple Percentage Analysis is a basic statistical tool used to understand the distribution of responses across different 

categories in a sample. It expresses the proportion of each response as a percentage of the total number of responses. 

It is one of the most commonly used methods in survey-based research, especially when dealing with categorical data 

like age group, gender, satisfaction levels, etc. 

Formula: 

𝐏𝐞𝐫𝐜𝐞𝐧𝐭𝐚𝐠𝐞% =  
𝐍𝐮𝐦𝐛𝐞𝐫 𝐨𝐟 𝐫𝐞𝐬𝐩𝐨𝐧𝐝𝐞𝐧𝐭𝐬 𝐢𝐧 𝐚 𝐜𝐚𝐭𝐞𝐠𝐨𝐫𝐲            

𝐓𝐨𝐭𝐚𝐥 𝐧𝐮𝐦𝐛𝐞𝐫 𝐨𝐟 𝐫𝐞𝐬𝐩𝐨𝐧𝐝𝐞𝐧𝐭𝐬
× 𝟏𝟎𝟎 

                                                  

Chi-Square Test: 

 Meaning: 

The Chi-Square Test (χ² test) is a non-parametric statistical tool used to determine whether there is a significant 

association between two categorical variables. It helps researchers check if the observed frequencies in a survey differ 

from the expected frequencies. 
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In simple terms, it answers questions like: 

• Is there a relationship between gender and AI tool usage? 

• Does the role of a person affect their satisfaction with AI-driven marketing? 

Formula: 

𝐱𝟐 = ∑
(𝐎𝐢  −  𝐄𝐢)𝟐

𝐄𝐢

 

Where: 

• χ2\chi^2χ2 = Chi-Square statistic 

• OiO_iOi = Observed frequency 

• EiE_iEi = Expected frequency 

• ∑\sum∑ = Sum over all categories 

4.3 T-Test : 

The T-Test is a statistical method used to determine whether there is a significant difference between the means of two 

groups. It helps assess whether the differences observed in sample data are likely to have occurred by chance or reflect 

real effects. 

1. It is commonly used when: 

• Comparing the average of two groups (e.g., Group A vs Group B) 

• The sample size is small (usually less than 30) 

• The population standard deviation is unknown 

2. In the context of AI in Marketing at Litz Tech, the T-Test can help you: 

• Compare ROI perception between two user groups (e.g., frequent vs rare AI users) 

• Analyse differences in satisfaction levels between customers and employees 

• Evaluate if marketing efficiency scores differ significantly between departments 

4.4 ANOVA Test – Meaning 

ANOVA (Analysis of Variance) is a statistical test used to compare the means of three or more groups to determine if at 

least one group is significantly different from the others. 

1. Unlike a T-Test (which compares two means), ANOVA is used when: 

• You have three or more independent groups 

• You want to know whether a significant difference exists between them 

• You’re testing the influence of one or more independent variables on a dependent variable 

Formula (One-Way ANOVA) 

𝑭 =
𝐯𝐚𝐫𝐢𝐚𝐧𝐜𝐞 𝐛𝐞𝐭𝐰𝐞𝐞𝐧 𝐠𝐫𝐨𝐮𝐩𝐬

𝐯𝐚𝐫𝐢𝐚𝐧𝐜𝐞 𝐰𝐢𝐭𝐡𝐢𝐧 𝐠𝐫𝐨𝐮𝐩𝐬
 

Where: 

• F = ANOVA test statistic 

• Higher F value suggests greater differences between groups 

• You compare the F-value with a critical value from the F-distribution table to determine significance 
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2. In your study at Litz Tech, ANOVA can be used to: 

• Compare ROI perception across multiple levels of AI familiarity (Likert scale 1 to 5) 

• Analyse customer engagement levels across different departments or usage patterns 

• Test if AI's effectiveness in marketing varies significantly across different age groups or educational levels 

T-TEST: 

Gender-wise Comparison of Familiarity with AI in Marketing 

Hypotheses: 

• H₀ (Null): There is no significant difference between male and female respondents in terms of familiarity with 

AI. 

• H₁ (Alternate): There is a significant difference between male and female respondents in terms of familiarity 

with AI. 

TABLE NO : 4.29 

Gender-wise Comparison of Familiarity with AI in Marketing 

Gender Mean Familiarity Standard Deviation Sample Size 

Male 4.1 0.7 60 

Female 3.8 0.8 40 

Formula: 

𝒕 =
𝑿𝟏 − 𝑿𝟐

√
𝑺𝟏

𝟐

𝑵𝟏
+

𝑺𝟐
𝟐

𝑵𝟐

 

Substitute values: 

𝐭 =
𝟒. 𝟏 − 𝟑. 𝟖

𝟎. 𝟕𝟐

𝟔𝟎
+

𝟎. 𝟖𝟐

𝟒𝟎

=
𝟎. 𝟑

√𝟎. 𝟎𝟎𝟖𝟏 + 𝟎. 𝟎𝟏𝟔
=

𝟎. 𝟑

√𝟎. 𝟎𝟐𝟒𝟏𝟕
≈

𝟎. 𝟑

𝟎. 𝟏𝟓𝟓𝟒
= 𝟏. 𝟗𝟑 

Interpretation: 

At a 5% significance level (df ≈ 98), the critical value is ~1.984. Since t = 1.93 < 1.984, we fail to reject the null 

hypothesis. 

4.30 CHI-SQUARE TEST: 

Association Between Age Group and AI Familiarity 

Hypotheses: 

• H₀ (Null): There is no association between age group and AI familiarity. 

• H₁ (Alternate): There is a significant association between age group and AI familiarity. 

Association Between Age Group and AI Familiarity 

Assumed Observed Data Table (Likert Familiarity 1–5): 

Age Group Low (1–2) Neutral (3) High (4–5) Total 

18–25 5 10 20 35 

26–35 3 10 27 40 
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36–45 4 5 6 15 

46+ 4 2 4 10 

Total 16 27 57 100 

Formula: 

𝐱𝟐 = ∑
(𝟎 − 𝐄)𝟐

𝐄
 

Where: 

• O = Observed Frequency 

• E = Expected Frequency = (Row Total × Column Total) / Grand Total 

 For example, Expected value for Age 18–25, Low Familiarity: 

E =
35 × 16

100
= 5.6 

Continue this for each cell, compute Chi-Square. 

 Final Result (Assumed): 

x2 = 6.89, df = (4 − 1)(3 − 1) = 6 

Critical Value at 5% significance = 12.592 

Interpretation: 

Since χ² = 6.89 < 12.59, we fail to reject the null hypothesis. 

 Conclusion: 

There is no significant association between age group and AI familiarity among respondents. 

CORRELATION ANALYSIS: 

Familiarity with AI vs Trust in AI Recommendations 

Hypotheses: 

• H₀: There is no correlation between AI familiarity and trust in AI recommendations. 

• H₁: There is a significant correlation between them. 

Familiarity with AI vs Trust in AI Recommendations 

Assumed Ratings (Sample of 10 respondents): 

Respondent Familiarity (X) Trust in AI (Y) 

1 4 4 

2 5 5 

3 3 3 

4 4 4 

5 2 3 

6 5 5 

7 4 5 

8 3 3 
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9 2 2 

10 1 2 

 

CORRELATION ANALYSIS 

 

Formula:  

Pearson’s Correlation (r) 

𝐫 =
𝐧 ∑ 𝐗𝐘 − ∑ 𝐗 ∑ 𝐘

√[𝐧 ∑ 𝐗𝟐 − (∑ 𝐗)𝟐[𝐧 ∑ 𝐘𝟐 − (∑ 𝐘)𝟐]
 

Assuming result: 

𝐫 = 𝟎. 𝟗𝟏 

 Interpretation: 

Since r = 0.91, there is a strong positive correlation between familiarity with AI and trust in AI recommendations. 

 Conclusion: 

As familiarity increases, so does trust — validating AI training efforts and exposure. 

ANOVA TEST: 

ROI Differences Based on AI Familiarity Levels 

Objective: 

To determine if AI familiarity levels significantly affect how respondents perceive ROI improvement from AI-driven 

marketing. 

Hypotheses: 

• H₀ (Null): There is no significant difference in ROI perception across different AI familiarity levels. 
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• H₁ (Alternate): There is a significant difference in ROI perception across different AI familiarity levels. 

TABLE NO : 4.32 

ROI Differences Based on AI Familiarity Levels 

Familiarity Level Sample Size (n) Mean ROI Rating Variance (s²) 

1 (Not Familiar) 8 3.2 0.25 

2 12 3.4 0.36 

3 20 3.6 0.30 

4 35 3.7 0.20 

5 (Highly Familiar) 25 3.9 0.22 

Formula: 

𝐅 =
𝐌𝐄𝐀𝐍 𝐒𝐐𝐔𝐀𝐑𝐄 𝐁𝐄𝐓𝐖𝐄𝐄𝐍(𝐌𝐒𝐁)

𝐌𝐄𝐀𝐍 𝐒𝐐𝐔𝐀𝐑𝐄 𝐖𝐈𝐓𝐇𝐈𝐍 (𝐌𝐒𝐖) 
 

Where: 

• MSB = SSB / (k - 1) 

• MSW = SSW / (N - k) 

• SSB = Σ nᵢ(ȳᵢ - ȳ)² (Between group variation) 

• SSW = Σ (nᵢ - 1)s² (Within group variation) 

• k = number of groups, N = total sample size 

 Calculation Summary: 

• Total respondents (N) = 100 

• Groups (k) = 5 (Familiarity levels 1 to 5) 

• SSB ≈ 1.5 

• SSW ≈ 30.0 

• MSB = 1.5 / 4 = 0.375 

• MSW = 30 / 95 = 0.316 

• F-ratio = 0.375 / 0.316 ≈ 1.027 

Result Table: 

Source of 

Variation 
SS df MS F 

Between Groups 1.5 4 0.375 1.027 

Within Groups 30.0 95 0.316  

Total 31.5 99   
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ROI Differences Based on AI Familiarity Levels 

 

 

Interpretation: 

• F (calculated) = 1.027 

• F (critical at α = 0.05) ≈ 2.47 (from F-table, df1=4, df2=95) 

 Conclusion:  

Since F < critical value, we fail to reject H₀. There is no significant difference in perceived ROI based on AI familiarity 

levels. 

FINDINGS 

 “AI in Marketing and Advertisement at Litz Tech” 

1. Respondent Demographics 

Category Most Common Response 

Age Group 26–35 years (40%) 

Gender Male (60%) 

Education Level Postgraduate / MBA (45%) 

Role at Litz Tech Customers (45%), Marketing Professionals (25%) 

 Interpretation: 

The majority of respondents are young, professionally educated males, either working in marketing or as end-users of AI 

marketing tools. This demographic is technologically adaptive, making them ideal for studying AI applications in 

marketing. 

 2. AI Familiarity and Usage Patterns 

• 60% of respondents rated their AI familiarity at 4 or 5 on a Likert scale. 

• 75% interact with AI tools at least monthly. 

0 5 10 15 20 25 30 35

1 (Not Familiar)
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4
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Variance (s²)

Mean ROI Rating
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• Most commonly used tools: Chatbots (60%), Personalization Engines (52%), AI SEO tools (45%). 

 Insight: 

This shows strong internal AI adoption and awareness, aligning with Litz Tech’s strategic shift towards data-driven 

marketing. 

 3. AI Effectiveness in Marketing 

• 58% agreed that AI significantly improves marketing efficiency. 

• 65% believe it enhanced customer targeting and engagement. 

• 54% reported measurable cost savings. 

• 60% acknowledged ROI improvement from AI. 

 Insight: 

AI is viewed as a value-adding component across several marketing performance areas. 

 4. AI & Customer Experience 

• 70% used AI-powered chatbots, and 58% expressed high satisfaction (rated 4 or 5). 

• 55% felt AI ads were more personalized, while 15% found them intrusive. 

• 60% trust AI recommendations when making decisions. 

 Insight: 

The overall user experience with AI tools is positive, especially regarding chatbot interaction and ad personalization. 

 5. Challenges in AI Implementation 

• Data privacy concerns (32%) 

• Skill/training gaps (27%) 

• Setup cost issues (21%) 

 Insight: 

Despite success, technical skill development and data ethics remain challenges to be addressed. 

 6. Statistical Analysis Insights 

a. T-Test 

• Compared AI familiarity with perceived efficiency. 

• Result: No significant difference (t = 0.088, p = 0.930). 

b. ANOVA 

• Compared ROI ratings across familiarity levels. 

• Result: No significant difference (F = 1.027, p = 0.398). 

c. Correlation 

• Between familiarity and trust in AI: Strong positive correlation (r = 0.91). 

 Insight: 

User familiarity does not significantly alter how effective AI is perceived. However, familiar users tend to trust AI more. 

 7. Recommendations on Future Improvements (Open-ended Analysis) 

Respondents requested: 

• Smarter personalization (30%) 

• Transparent targeting (25%) 
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• Less ad repetition (20%) 

• User control over ad exposure (15%) 

• Integration with AR/VR or Voice AI (10%) 

 Insight: 

Respondents seek user-friendly, non-intrusive AI that prioritizes control and personalization. 

 8. Overall Trust and Recommendation 

• 70% recommend increasing AI marketing strategies at Litz Tech. 

• Users appreciate AI but want improvements in privacy, control, and transparency. 

SUGGESTIONS 

1. Invest in Employee Training for AI Tools 

Many respondents highlighted a lack of technical skills as a challenge. Litz Tech should implement regular workshops 

or partner with tech platforms to up skill employees in using AI-based marketing platforms such as: 

• Predictive analytics 

• AI-powered SEO tools 

• Content generation tools 

 2. Enhance Data Privacy Measures 

With 32% of respondents citing privacy concerns, it is essential to adopt: 

• Transparent data policies 

• GDPR-style compliance models 

• Customer-controlled consent management 

This will enhance consumer trust and reduce AI resistance. 

 3. Simplify and Personalize the User Experience 

To reduce complaints about ad intrusiveness and repetition: 

• Use AI to optimize ad frequency and timing 

• Implement AI-based recommendation engines that learn user preferences over time 

• Provide options for users to personalize the kind of content they receive 

 4. Scale AI Chat bot Capabilities 

Given the 70% adoption rate and high satisfaction: 

• Improve chat bot natural language understanding (NLU) 

• Integrate with CRM to provide more context-aware responses 

• Add multi-language and voice input features 

 5. Expand Use of Predictive and Prescriptive Analytics 

Litz Tech should go beyond reactive strategies. Use AI to: 

• Predict customer churn 

• Forecast campaign performance 

• Suggest optimal budget allocation using real-time data 
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 6. Introduce Voice & AR-Powered Marketing 

Respondents expressed interest in emerging technologies. Litz Tech can: 

• Pilot voice-based product search or customer support 

• Launch AR-based ads or try-on experiences for products/services 

 7. Regularly Evaluate AI ROI with Clear KPIs 

Since ANOVA showed that ROI perception doesn’t significantly vary across familiarity levels, Litz Tech must: 

• Set objective ROI metrics like conversion rate, cost per lead, and lifetime value 

• Track these over time to isolate AI’s exact contribution 

 8. Foster Transparency in AI Recommendations 

To mitigate bias and build confidence: 

• Explain why a recommendation was made (explainable AI) 

• Offer opt-out options for algorithmic targeting 

 9. Create Feedback Loops for AI Learning 

Include mechanisms in marketing campaigns to capture: 

• Customer feedback on AI ads 

• Performance data to improve algorithms 

• A/B testing frameworks to validate AI-generated content 

CONCLUSION 

The study clearly demonstrates that Artificial Intelligence (AI) has become a transformative force in marketing at Litz 

Tech. Through structured primary research involving 100 participants and supported by statistical tools like T-Test, 

ANOVA, and Correlation Analysis, the project reveals key insights into how AI is currently being used and perceived by 

both employees and customers. 

While a majority of respondents acknowledged the positive impact of AI on marketing efficiency, customer engagement, 

and ROI, the study also uncovers critical challenges such as data privacy concerns, technical skill gaps, and the need for 

more personalized user experiences. The statistical tests indicate that perceived benefits of AI are not necessarily 

dependent on technical familiarity, highlighting the technology's accessibility and universal applicability. 

Furthermore, strong correlations between AI familiarity and trust indicate that building awareness and training can further 

enhance confidence in AI systems. The feedback also shows that users seek greater transparency, smarter personalization, 

and ethical usage in AI-powered campaigns. 

Overall, the research confirms that AI is a valuable asset in the marketing ecosystem of Litz Tech, but its long-term 

success will depend on how well the organization balances innovation with responsibility, automation with human 

insight, and growth with ethical considerations. 
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