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Abstract 

Society has reached a new level in terms of the use of technology. Technology has penetrated a large num-
ber of areas such as medicine, education, business, and so on. Artificial Intelligence is also a progressive 
technology and has a vast influence. The tools of this technology are also applicable in marketing. Given the 
marketing structure of We Are The Planet, advanced technology could be one of the key components in 
promoting and increasing sales. 
 
Given these aspects, the study aimed to identify the main tools of Artificial Intelligence for We Are The 
Planet in the field of marketing. As well as identifying the main benefits of using this technology for the 
company. 
 
To achieve the goals, the author used interviews and content analysis. The interview involved the chief ex-
ecutive officer and the head of the marketing department of We Are The Planet. 
 
Applying the chosen methods to gather and analyze the information allowed for the identification of the 
right AI technology tools for the company, as well as an assessment of the relevance of this technology in 
terms of resources. The main marketing goals that can be achieved with AI technology were identified. 
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1 Introduction 

This part focuses on the introduction to the main topic of the study and mapping the author's 

main motivations. This part also includes research questions that form the basis of the study as a 

whole. 

1.1 Structure of the thesis 

The study is structured to implement a logical and step-by-step process and create reasoned con-

clusions. 

The first part is an introduction, which explains the key objectives, the author's motivation, and 

the critical research questions. This part also includes information about the company, a vital com-

ponent of the entire study. The next chapter focuses on the literature review and shows the fun-

damental knowledge. The author also gains the necessary knowledge base to implement further 

research and increase the level of critical appraisal. The following important stage of the study is 

the methodological part. This component focuses on the choice of research method and the col-

lection and analysis of information. In this part, the author needs to assess which of the methods 

is most likely to fit the topic of the study. The next chapter refers to and displays the results. This 

study's results are based on the analysis performed and then divided into themes. It is important 

to note that the pieces are based on the research questions and the investigation results. The final 

part of the study focuses on constructing conclusions—this part focuses on answering research 

questions, limitations, and future research recommendations. 

1.2 Background and motivation 

Society has reached a new level and is already post-industrial, which implies the development of 

information technology due to the evolution of human intelligence. Life in today's world has be-

come increasingly advanced and automated. Many people cannot imagine their daily routine with-

out using specific devices and technologies that greatly facilitate certain tasks and duties (MacKen-

zie & Wajcman, 1999).  However, it is essential to note that the world of technology is still in a 

stage of improvement, refinement, and particular adaptations.  
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Another important fact is the creation of tools and instruments that make human laborur less 

time- and energy-consuming. Consistent, stratified duties are increasingly being replaced by ma-

chine intelligence through specific algorithms. These actions may include basic processes and ac-

tivities that involve analysis and decision-making. 

Besides using technology in everyday life, this area also extends to the business environment. 

Given today's features and trends, the traditional approach to business and getting things done 

has also changed dramatically. Many companies and organizations find the right technology in 

terms of budget and tools and adapt it immediately. One technology that is developing and is 

helpful in terms of adaptation is Artificial Intelligence (Brynjolfsson & Mcafee, 2017). This technol-

ogy can be applied in different fields such as education, medicine etc. The study touches specifica-

tion the field of marketing and how AI can be used given the tools and the peculiarities of the mar-

ket.  

No less important is the market in which the technology is used and applied. The author chose the 

Russian market, as well as a specific company. The company that the author of this study chose 

develops vegan cosmetics and is relatively new on the market. The organization's primary mission 

is to raise the level of rational consumption in society, as well as to agitate for recycling to help the 

planet. The primary mission is vividly reflected in the mission statement of We Are The Planet. 

AI is one of the fastest-paced and most innovative technologies. A key motivation of the author is 

a personal interest in the marketing area and AI. The choice of company and market is also valid, 

given the peculiarities of the author's work experience. It is essential to note the mission of the 

company and the internal marketing structure, which is progressive and can be considered in 

terms of adopting Artificial Intelligence. Artificial Intelligence has a tremendous impact on busi-

nesses, consumers and opens up new horizons regarding information and application.  

Given the opportunities that this technology can provide, it is necessary to assess the company's 

key merits and characteristics and the market. Also, the purpose of this study is to study the tools 

and analysis the benefits for the company given the specifics of the market. 

1.3 Company Description  
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As was mentioned before, We Are The Planet is engaged in the personal production and distribu-

tion of cosmetics. The primary marketing strategy focuses on a specific target audience based on 

the particular products, including vegans and people following a healthy lifestyle. 

The company has successfully placed and sells its products on E-Commerce platforms, such as 

Wildberries, Ozon, and Yandex Market, which are the largest ones in the Russian market. The com-

pany also places its products in supermarkets and specialized cosmetic stores. Considering the 

launch of We Are The Planet, which was done in 2021 during the summer period, the company is 

successfully finding opportunities to reach new platforms. The critical advertising channels are 

con-textual advertising, targeted advertising, and advertising with opinion leaders such as public 

figures and bloggers. Despite the possibilities represented by analysis platforms after the launch of 

advertising, this information is not always enough. Also, the company currently does not have 

many employees, and automation could facilitate many processes. At this stage, the author is sure 

that AI can automate the functions such as communication with customers, email marketing, and 

accurate analysis of campaigns would be very useful for We Are The Planet and help find a more 

precise approach to the customer. 

1.4 Research questions 

Artificial Intelligence is already used in the Russian market, but at the same time, the dynamics of 

use are much lower than in Europe or the West. This is due to the peculiarities of the development 

and features of the Russian advertising market. It is essential to create an accurate understanding 

of which tools will be helpful for the company and which will not. Also, an assessment of the com-

pany's resources and capabilities must be considered. As mentioned earlier, this study aims to an-

alyze AI's advantages to Russian companies. Based on this goal, the author has formed three key 

research questions: 

RQ1: How is artificial intelligence used in the market, and how does it influences marketing? 

RQ2: Which infrastructure and resource features should be evaluated when implementing AI? 

RQ3: How can the Russian company We Are The Planet use Artificial Intelligence in marketing? 
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2 Literature Review 

This chapter focuses on reviewing and analyzing literary sources that form the research knowledge 

base. 

2.1 Definition and types of Artificial intelligence 

First of all, it is crucial to understand the meaning of artificial intelligence and the types of this tool 

for a deeper understanding. Artificial intelligence is a scientific and engineering process that aims 

to realize computers, machines and programs with their own mechanism and intelligence. It is im-

portant to note that artificial intelligence is also aimed at performing tasks that humans are capa-

ble of or have previously completed and a deeper understanding of human intelligence with com-

puters (McCarthy, 2007).  

As mentioned earlier, artificial intelligence has been tried and recreated in machines based on hu-

man intelligence. The main goal was to map human habits, actions, and thinking into machines 

and computers for automation. Nowadays, the situation has significantly changed, and research-

ers strive to introduce artificial intelligence systems that can work differently from biological intel-

ligence (Floridi, 2016).  

The AI type includes strong AI and weak AI. 

Weaknesses of AI are also called Narrow AI. In this case, the wording represents the weak side of 

AI. It is the narrowness in the use and dissemination of mechanisms. At the same time, research-

ers do not consider this to be a weakness because due to its "narrowness" and application to one 

area, AI can be brought to a particular ideal in a specific area. 

Strong AI includes Artificial General Intelligence (AGI) and Artificial Super Intelligence (ASI). It is im-

portant to note that these two types are directly related to Artificial Intelligence but used entirely 

differently. Artificial General Intelligence is recreated from human intelligence. In this case, the 

machine or computer is self-aware and can make correct decisions and analyze repeating human 

behavior. Artificial Super Intelligence is much different. This type of artificial intelligence exceeds 
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the skills of human beings. At the moment, ASI is applicable in narrow circles, but it is at the stage 

of development and subsequent implementation (IBM Cloud Education, 2020). 

Artificial Intelligence can be divided into different sections: analytical, human-inspired, and hu-

manized categories. It is important to note that the classification depends on the types of intelli-

gence. The types of artificial intelligence can also include cognitive, emotional and social intelli-

gence. (Haenlein & Kaplan, 2019) 

2.2 History of AI 

To better understand the results and advancement of AI it is necessary to look at the past as well 

as earlier achievements. Accoring to Daston (1994), AI strains the human mind, thereby making it 

more difficult to soberly evaluate. The main difficulty is the different appreciation and acceptance 

of human intelligence and insights depending on the period and era in general. 

Artificial intelligence is a relatively young technology. AI lent itself to active discussion after World 

War II. At that time, AI was planned to be used to help with calculations, then it led to the fact that 

a computer using a certain mechanism of action became able to make independent decisions and 

work independently without human help (Council of Europe, n.d.). 

According to the history of AI, the development of this technology can be divided into certain 

phases, which are noted below: 

The first phase of the birth of artificial intelligence begins during World War II from 1940 to 1960. 

It was during this period that the beginning of the development of AI was recorded. The main pur-

pose of this was to understand how the symbiosis of human intelligence and technology could be 

used and what benefits it could bring  

In 1943, the first computer model of a biological neuron was studied and developed. Norbert Wie-

ner subsequently used previous developments to investigate and understand the communication 

of both living beings and machines. (Council of Europe, n.d.). 
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In 1950 the article "Computing Machinery and Intelligence" was published and it was written 

about what lies at the heart of machine intelligence that should be used to define intelligence. The 

creator of this article was Alan Turing. The main purpose of Alan Turing was to understand 

whether a machine can think and make its own decisions. The article clearly described a test with 

a simulation game (Haenlein & Kaplan, 2019). 

This test has precise mechanics, which have changed and improved over time, but the test de-

scribed in the article "Computing Machinery and Intelligence" is formulated this way: 

There are three key players interacting in the test. During the test, one person is the questioner 

and the other two are the respondents. All three people are in different rooms and the questioner 

needs to determine the gender of the respondent through correspondence on paper. 

 

 

Figure 1. Pitfalls of the Turing Test (SITN, 2012) 

It is important to note that over time Turing changes the essence of the test and adds AI as the 

acting link in the game. The point was to demonstrate that the AI is capable of demonstrating hu-

man behavior and that humans are unable to distinguish between the responses of another per-

son or the AI (George, n.d.).  

The definition of artificial intelligence was created in 1956 during a research project that was dedi-

cated to understanding the possibility of the thought process of machines. Marvin Minsky and 
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John McCarthy were the founders of this seminar, which aimed to bring together leading experts 

in the field of modeling AI on the basis of natural intelligence (Haenlein & Kaplan, 2019). 

2.3 Implementation of Artificial Intelligence in modern market 

In today's world, artificial intelligence has begun to spread into many areas, both to facilitate and 

modify certain internal processes and as a separate, new tool. Based on Gartner data (2019), more 

than 37% of companies have implemented and started using Artificial Intelligence. Also, the per-

centage of companies that have started using AI has increased by 270 percent over the past few 

years. 

According to Sahu (2021), Artificial Intelligence is widely used in education. In this case, AI can au-

tomate internal processes as well as improve the grading system. To date, educational institutions 

are seeking to adopt the following AI tools:  

AI is used in administrative work. Work such as timetabling, accounting, grading, document man-

agement, and so on can be simplified and automated. Automated absentee notifications, elec-

tronic checking, and grading of work, as well as voice assistants for planning and distributing study 

time, automatic reminders in the calendar, and assistance in answering frequently asked ques-

tions, are already being used for these aspects. Also, artificial intelligence tools are capable of the 

preparation of personal training. In this case, it is possible to create schedules and timetables de-

pending on the individual needs of the students. The generation of individual study-related con-

tent is also one of the tools of AI. Learning materials can be compiled automatically depending on 

the goals and plans of a particular institution (Aayushi, 2021). 

The combination of computational ability and the use of healthcare data provides an opportunity 

to make extensive use of AI in solving healthcare-related problems (Greenfield, n.d.). 

Medical technology is also actively incorporating artificial intelligence and applying it to clinical 

practice. Based on the source Front. Med (2020), artificial intelligence algorithms are applicable as 

a tool for analysis and data transfer via mobile monitoring tools (Briganti & Moine, 2020). 



12 
 

 

 

Figure 2. Applications of AI in medicine (PWC, n.d.) 

Today, AI tools are being transformed into precise algorithms comparable to human performance. 

One of the many algorithms is DLAD (Deep Learning-based Automatic Detection) which aims to 

detect abnormal cell growth. In this case, the accuracy of the algorithm's readings and perfor-

mance is comparable to that of 18 doctors (Greenfield, n.d.). 

Artificial intelligence is also widely used in disease diagnosis. Machine learning models can moni-

tor a patient's general condition and alert doctors when a patient's condition deteriorates, and risk 

factors increase. The use of artificial intelligence facilitates the personal selection of medication 

and the formulation of individual treatment. The AI can store certain diseases, preferences and 

characteristics of patients and then transfer this information to the overall healthcare system. Arti-

ficial machine intelligence is also helpful in speeding up drug development and discovery. Artificial 

intelligence can reduce financial costs and save time in the process. This can be done by precisely 

selecting and searching for advantageous and correct combinations of drugs and components 

(IBM, n.d). 

Artificial intelligence is also being applied to robotics. Robots are equipped with artificial intelli-

gence and a certain number of programmed capabilities. Robots can adapt to places and objects in 

real-time using AI. Robots are being used to carry specific loads in factories and hospitals, and 

large clean equipment (Biswal, 2022). 

The financial industry is also significantly influenced by AI and provides increased value compared.  
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One application of AI is Credit scoring. In this case, artificial intelligence allows borrower data to be 

evaluated. A programmed algorithm provides information that can include credit history, income 

level, transaction history, etc. Based on this information, a risk assessment is made, and a decision 

is made regarding the granting of credit. 

Additionally, algorithmic trading is used to speed up market analysis and identify patterns. The 

pre-configured system instantly makes decisions and executes the most profitable trades. Also, 

many banks are increasingly seeking to incorporate AI into their intranet services. Today, the use 

of chatbots and NLP techniques allows banks to intelligently guide customers and respond clearly 

to their requests. Moreover, companies want to minimise routine tasks within organisations and 

automate processes. The use of optical character recognition increases the level of efficiency and 

is used in documents and searching for specific information within a document. Financial institu-

tions create their own systems and configure the necessary algorithms (Lewinson, 2021). 

Artificial intelligence is also used in marketing. It is applicable in various areas of behavioural anal-

ysis, content generation based on brand positioning and style, real-time personalisation, setting up 

and engaging chatbots, media buying etc. (Biswal, 2022). 

In detail, it is possible to conclude that artificial intelligence is still being adapted despite the high 

level of interest. Today, technology has a significant impact on companies and users alike. 

2.4 Application of artificial intelligence in marketing 

The topic of this research focuses on the application of AI in marketing. There are different varia-

tions in the use of AI tools in the marketing section that are discussed in this section. 

According to Ramyalg (2022), the core concept of using AI includes automation and increasing effi-

ciency. AI can customize and improve internal and external channels, the underlying business 

model of an organization, and allows the focus on the quality of services or products provided due 

to time savings. 
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Figure 3. Benefits to Customers and Marketers (Jain & Aggarwal, 2020) 

According to Figure 3, the main advantages of AI were attributed to: 

-Based on search engines, AI forms an analysis of customer search patterns and identifies areas to 

focus on in marketing. (Jain & Aggarwal, 2020). Detailed segmentation of target groups and identi-

fying target groups is a powerful driver in building proper communication channels with customers 

(Deliotte, n.d.). 

-Efficient advertisement generation is also a significant advantage. AI is able to help create person-

alised advertising through in-depth analysis of customer profiles as well as keywords. In this case, 

it is feasible due to the data obtained through AI data collection. 

-Generating data-driven content based on customer group reactions is also a equally valuable tool. 

This tool allows you to analyse customer behaviour and reactions, thereby finding better solutions 

in terms of content. AI provides the opportunity to build the right content plan and make it more 

engaging and effective. 

-Customer retention is also essential, as is increasing customer loyalty. The use of AI bots within 

customer chats is relevant. This feature is aimed at direct interaction with customers and is nota-

ble for its execution speed. 
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- Artificial Intelligence is also capable of analysing and applying hidden knowledge that has been 

previously acquired. Critical information from previous advertising campaigns as well as statistics 

can be used for strategic purposes (Jain & Aggarwal, 2020) 

Dynamic pricing is also a tool of artificial intelligence. For example, a platform such as Amazon is a 

prime example. It displays products in a particular price category depending on requests and cook-

ies, thereby determining the socio-economic status of the user. This practical way can entice cas-

ual shoppers and maximize revenues. It is important to note that the price of a product can be 

flexible and change rapidly according to demand. AI monitors and analyses the demand for a prod-

uct and can change the price based on this information (INC, n.d). 

Harkut and Kasat (2018) believe artificial neural networks have a relatively wide range of applica-

tions and touch on areas such as classification, dimensionality reduction, defect detection, visuali-

zation, decision making, prediction, etc. Many of the functions mentioned earlier have already 

been adapted in marketing, and at the same time, many are in the development phase It is essen-

tial to note that these functions and AI in marketing, in general, are certainly valuable tools. 

2.5 AI financing 

Getting and introducing AI into a company requires a financial outlay and the hiring of specialists 

to launch and maintain the technology properly. This chapter will look at the necessary resources 

and costs of AI, the required settings and marketing tools, and the peculiarities of the Russian mar-

ket. 

According to Harkut and Kasat (2018), Adapting AI is financially expensive. The main reason for the 

high cost is the high amount of processing power, and in some cases, hardware acceleration 

through GPUs, FPGAs, or ASICs is also required. 

The cost of adaptation depends on various factors such as the type of software, the performance 

of the algorithms, the amount of analysis data, etc.  

According to Sayantani (2021), the development of an Artificial Intelligence prototype starts at 

US$2500. At the same time, the development of an AI with more tools and algorithms could be 

US$8000, which is the starting price.  
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Implementing AI also requires some resources and infrastructures, which have certain financial 

costs. As mentioned earlier, AI resources include computational resources. The network infrastruc-

tures are also an equally important component. In this case, AI algorithms are transmitted through 

networks and are directly dependent on communications. The area of networks must be matched 

as the AI effort expands. The network must have low latency as well as high bandwidth. A high 

level of security must also be ensured when implementing AI. In this case, a large amount of pri-

vate customer information is involved, and for these reasons, the data must be protected from 

leakage. Also, this is prime in terms of incorrect data that can enter the AI system can lead to erro-

neous analytical conclusions and thus have a negative impact on the organization and the bottom 

line. Equally important is the factor of choosing suitable suppliers and workers. By selecting the 

right vendors who provide access to servers, there is an opportunity to improve performance lev-

els. This will thereby allow you to invest in and improve Artificial Intelligence without a significant 

increase in funding (Hofstee, 2019).  

One of the most important resources is the team of artificial intelligence experts. According to 

Marvin (2018), it is necessary to run a pilot project to see how the team will adjust and fine-tune 

machine intelligence tools. It will take 2 to 3 months for a test project. This is enough time for the 

team to focus on the direct objectives and build the strategy. The team should include people who 

will evaluate the business structure as well as IT specialists. The test period is undoubtedly im-

portant because it helps identify the key risks and opportunities for AI within the organization 

based on product and market specifics and the target audience. 

2.6 Marketing trends  

In marketing, as in many emerging areas, some trends help many organizations attract new cus-

tomers and meet the needs of existing customers. It can be not easy to constantly follow and 

adopt new technologies and trends, so it is essential to make accurate forecasts. Nowadays, many 

trends are related to technology and artificial intelligence. 

According to the COR (2021), more trends are related to digital marketing because this area of 

marketing is more effective and relevant in today's world. 

One of the trends in marketing is conversational marketing. In this case, for faster communication, 

the consumer can communicate with the company through voice assistants and specialized chat 
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bots. The features mentioned above include programmed answers to more frequently asked ques-

tions and essential information the customer needs. This technology's critical value and conven-

ience lie in the quick response time, thereby increasing the level of engagement from a marketing 

point of view. Also, this method of communication with the customer is helpful in terms of sales 

because the artificial intelligence in chatbots and voice assistants can send actual requests from 

customers to the sales department (IBM, 2020). 

 

The next trend in experiential marketing. This is the type of marketing in which a brand creates its 

distinctive feature, creating value and particular interest for the customer. Experiential marketing 

can be used as an event and a pop-up activity. There are several ways to analyze the effectiveness 

of experimental marketing. The first way is a classic offline survey or online newsletter. The sec-

ond way is to analyze the effectiveness through social media, such as the number of individual 

tags or mentions of hashtags. This type of marketing is helpful in terms of increasing customer loy-

alty and attracting new ones. It can also help leave a positive impression of the brand on custom-

ers (Eventbrite, 2019). 

 

Influence marketing is not a novelty, but it is nevertheless relevant. In this case, brands collaborate 

with influencers on media platforms (Instagram, YouTube, Tik Tok etc). Influencers post content 

using products on their social media pages. The product can be presented in different ways na-

tively or directly, depending on the brand's individual needs. The main advantage is the ease of 

implementation. Many Influencers and Micro-Influencers are on the market with different com-

munication styles, blog themes, etc. The main difficulty in using this type of marketing is the 

proper selection of the opinion leader. To make the right choice, it is necessary to analyze the ac-

tivity of the page, the target audience, and the positioning of a particular Influencer (COR, 2021). 

 

A digital transformation is also a trend in marketing. Digital transformation involves improving the 

digital channels that an organization uses. First of all, it will help achieve more accurate infor-

mation about consumers, preferences, and desires. With this information, the organization will be 

able to identify the basic needs of customers, improve its approach to customers. Digital transfor-

mation requires a detailed and precise analysis of existing digital channels such as websites, social 

media pages, etc. After the analysis, it will be clear what needs to be improved 
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and whether new digital platforms are worth using. Reaching out to new online media and adapt-

ing to them will help bring greater brand awareness, as well as a more detailed customer persona 

(Carroll, 2021). 

 

Personalization of experience is also a modern trend. The pioneer of this tool is Amazon, which 

uses specific analytics to personalize the experience accurately. On the home page, Amazon sug-

gests products that are more likely to interest a customer based on their peep history and previ-

ous purchases. Amazon is also expanding personalization in the Prime program. Here, personaliza-

tion is most explicit as the customer fills out a form with questions that reveal information about 

the customer's clothing preferences (Lindecrantz & Zerbi, 2020). Based on this information, Ama-

zon's team of stylists tailor clothing for the customer based on their preferences. Personalization is 

a powerful tool because it increases the likelihood of a purchase. When a customer immediately 

sees a list of items that might interest him, his level of engagement increases (COR, 2021).  

 

The trend for social responsibility became more relevant in 2021 and continues to gain relevance 

at the moment. Interest in buying products from companies involved in social responsibility in-

creased during the pandemic's peak. During COVID-19, many employees lost their jobs, and com-

panies faced financial challenges. For these reasons, employees in many organizations have begun 

to talk about their frustrations with companies because of the many layoffs, as well as salary cuts 

and worsened attitudes. This factor can negatively affect the company's reputation and reduce 

sales. It is especially important to demonstrate social responsibility towards employees and cus-

tomers for these reasons. (Bump, n.d.). 

 

Trends in social media are also changing rapidly. At the moment, video sales are the most effective 

tool. This type of content is shared 40 times more often than photo content. Also, short video clips 

immediately convey the essence and are more memorable for the audience. Consumers prefer to 

hear about this or that product from a video rather than read the description. It's important to 

note that 87% of shoppers believe that social media helps them decide on a product or encour-

ages them to buy through reviews or stories about products. (COR, 2021). 
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Figure 4. State of Video Marketing Survey (Wyzowl, 2021) 

The igure 4 demonstrates the increased tendency to use video as a marketing tool. 

2.7 Technologies in marketing  

Marketing has succumbed to a great deal of change in the last ten years. For this reason, there is a 

need for innovation and a change in approach. Areas such as data security, privacy, the sharing 

economy, social networks, and advertising within them are relatively new and rapidly changing 

and evolving. For these reasons, it is necessary to react quickly and adapt to the changes in terms 

of marketing and strategies (Ustinova et al., 2019). 

At the moment, technology is being introduced into the market to improve marketing tools. 

One high-tech tool is mobile marketing. According to Cvitanović (2018), mobile marketing has one 

of the strongest effects on the customer. Mobile marketing is a complex marketing campaign that 

includes online activities and operations aimed at motivating customers to make purchases by 

shaping their behavior. Mobile marketing involves items such as phones, tablets, and other mobile 

devices (Ittaqullah et al., 2020). In this case, mobile marketing provides an opportunity for two-

way communication in the present. The communication is between the company and the poten-

tial/existing customer. Based on such communication, the customer can build a certain perception 

and attitude towards the brand. 
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Cellular media is the main communication in mobile marketing. The characteristic of this type of 

communication and mobile marketing, in general, is one-way (interactive) communication. This 

characteristic is key because one party receives the absolute benefit of the communication.  The 

advantages of mobile marketing include ease of communication. In today's world, there are many 

variations of portable devices that are not specific to a particular location and are used regularly. 

For this reason, marketing campaigns are not limited in scope. Importantly, compostable channels 

are flexible in terms of customization and filtering. In other words, mobile marketing allows users 

to get information anytime, anywhere devices (Ittaqullah et al., 2020). 

There are now many variations of mobile marketing strategies. The strategy is defined and chosen 

depending on the platform, product, and target audience. SMS and MMS marketing are used as 

mobile marketing tools. MMS and SMS marketing have similar structures. The key difference is 

that MMS marketing includes multimedia messages (videos, photos, audio content) as well as text. 

This type of marketing is more enticing to customers. In the case of SMS marketing, short text 

messages are used. MMS and SMS advertising can be transmitted from one mobile device to an-

other as well as using the internet. (Sulcas, 2021).  

Location-Based Marketing also refers to types of mobile marketing. Marketers use the GPS on cus-

tomers' smartphones to deliver marketing campaigns based on a person's location. This type of 

marketing is highly relevant and encourages people to make a purchase or visit a location. (2020, 

Genchur). 

App-based marketing is also quite relevant at the moment. In this case, advertising is integrated 

into the app. There can be different types of ads such as display ads, interstitial ads, native ads, 

and so on. (2020, Genchur). This type of advertising is quite widespread as many users download 

different applications daily via google play, apple store, or other services. 

CRM relates to software and is also a technology that companies are seeking to implement to 

manage relationships with customers. It is a specific process that establishes customer manage-

ment and influences sales (Caveney, 2022).  

According to Martin Luenendonk (2021), CRM systems are not only about sales but also about im-

proving customer loyalty. A CRM system combines marketing functions and analytics that can in-

fluence sales as well as strategy.With the use of a CRM system, various businesses have access to 
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analyses of their campaigns. This type of marketing allows for an individual approach to the cus-

tomer and to introduce changes depending on statistical data, thus building a long-term relation-

ship.  It is important to note that this type of marketing is related to the work and information pro-

vided by the sales department. There are several types of CRM platforms such as cloud or fixed. 

Stationary platforms include mobile applications (Luenendonk, 2021). 

The CRM system provides detailed information on website inquiries, support calls, purchases, and 

so on. In other words, the CRM system monitors all user activity on the platform and then pro-

vides data based on this information (Lingerland, n.d.). 

Every year the approach, as well as the tools, are modified or new ones are introduced. There are 

many variations of the tools, which differ in function, and price to adapt and maintain. According 

to Scheiner (n.d.), the more progressive and useful CRM marketing tools include: 

 Landing pages. According to Smartbug (2019), this is a page that can be located on a media 

platform. Landing pages are aimed at converting customers. Landing pages allow the col-

lection of certain information about the customer through their form. This is done by posi-

tioning the offer inside the landing page. The operating mechanism involves the following 

algorithm: 

-The user sees the call to action on the media platform and goes to the landing page  

-The user then fills out a form within the landing page 

-After filling out the form information left by a person is stored in the database (Shore, 2019) 

 Workflows and automation. In this case, the automation of certain processes is plugged in. 

This tool applies to communication with customers. Automated purchase reminders and 

calls to action can have a positive impact on sales and save time, as the text when sending 

emails or messages can be template-based and suitable for different situations and cus-

tomers. 

 Data. The customer may react differently to the advertisement and the means of com-

municating with it. Depending on the client's behavior, a different approach can be taken 

and the method of communication can be changed. CRM helps in tracking customer behav-

ior and also helps in analyzing the effectiveness of marketing campaigns. In this case, the 
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CRM system provides information on how many people have clicked on a link or opened an 

email. Through A/B testing, it is possible to identify the most effective communication 

channel and type of communication, thereby increasing customer engagement. It is im-

portant to note that the data previously captured is stored in the system. For this reason, it 

is possible to analyze the dynamics of changes (Scheiner, n.d.). 

One of the high-tech tools used in marketing is also VR. VR is a device that can be presented as 

specialized glasses or helmets. According to Pottle (2019), VR involves software that recreates real 

environment. Virtual Reality can make users experience what is happening at the expense of spe-

cialized devices. 

VR technology is an emerging tool and already being used in marketing and has a significant im-

pact on the perception of the product (Grudzewski et al., 2018). 

 

Figure 5. Use of virtual reality (Yonder, n.d.) 

VR is also used as a medium for communication with the consumer. Virtual reality technologies 

can build dynamic communication with the customer due to interactive content as well as high-

quality interface and design. VR is used in various fields of marketing. The most common uses of 

VR in marketing include the following aspects: 
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-Branded games. This tool helps to increase brand awareness as well as provide product infor-

mation. 

-VR in content marketing. This technology is effective and more engaging because the user has the 

opportunity to see 3D models and consume content through a similar format. 

-Virtual events. This one is currently quite up to date. In this case, the user can be involved in a 

conference, presentation, or event from almost anywhere in the world. This requires a specific 

headset (glasses or helmet). 

-VR Advertising is not yet widespread as it is still in the implementation stage. Some companies 

are adding VR content inside their apps using immersive effects (Programace, 2021). 

2.8   Specifics of the Russian Advertising Market  

The Russian market is rapidly adapting to advertising innovations and rapidly adopting modern 

technology. However, due to the transition to a market economy and high competition, many pri-

vate businesses have faced several challenges. These included self-promotion of products as well 

as campaigning. For these reasons, Kurkov (2015) believes that the structure of advertising in Rus-

sia is very different from that in Europe or the West as the advertising business and structure, in 

general, has been formed over a long period in these markets. 

Today, both small and large enterprises are keen to use the latest technologies and tools for pro-

motional purposes. Nevertheless, the Russian advertising market has a rather specific structure 

and certain peculiarities. According to the Association of Communication Agencies of Russia (2020) 

in 2019 the advertising market volume was 493.8 billion rubles, which is 5% higher than in 2018. 

The Russian advertising market performs several specific functions at the time of its operation. 

The main functions are commonly referred to as: 

 It helps to minimize the deficit in services related to advertising. 

 Forms conditions for the development of advertising business, as well as increasing the 

level of efficiency. 

 Unites the interests of advertisers and advertising producers. This feature is created on an 

economic basis. 
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 Creating an equivalent level of demand, as well as supply based on assistance and analysis 

of market needs. (Ananyeva, 2020). 

The most relevant and frequently used channel for the distribution of advertising campaigns is the 

Internet in Russia. According to the conclusions of the author Ananyeva (2020), the Internet adver-

tising market grew by an average of 20% in 2020. Thereby this type of channel surpassed the radio 

and television advertising market, which had the leading position in terms of channels in the Rus-

sian market. It is important to note the negative dynamics of the publication of advertising in 

newspapers and magazines, this type of advertising has become minimally relevant to the Russian 

market. Video marketing is one of the growing channels. This sub-segment has rapid growth dy-

namics but also refers to the Internet advertising channel. 

2.9   Summary of Literature Review 

This chapter focuses on key findings from the literature review and forms the overall knowledge 

base of the study. Having begun in the 1940s, Artificial Intelligence algorithms and tools have 

reached a new level in terms of development. Some time ago, the implementation of technology 

in everyday life seemed far from reality, but nowadays the scope of AI has become quite wide. The 

generalized, major aspects and conclusions of the research topic include the following points: 

 The trend toward the introduction of artificial intelligence is rapidly growing, thus demon-

strating the demand for the implementation of this technology. Today, AI tools are widely 

used in many areas such as business and management, medicine, science, education, and 

so on. AI has identical mechanisms in terms of implementation and configuration, but de-

pending on the area of application, as well as algorithms functions vary.  

 Artificial Intelligence includes many marketing techniques because of the large number of 

tools. Thus, adopting AI is the most rational in terms of involving more technology. Content 

implementation, information gathering and analysis, strategy formation, and marketing hy-

pothesis testing can involve AI. 

 The adoption of AI depends on various factors and the goals of the organization. Price and 

infrastructure are also variable because AI algorithms can be extensive and include differ-

ent tools. At the same time, technology tools can be narrow in terms of function. Key re-

sources include hardware acceleration (fast networking), a team responsible for building 
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and maintaining the technology, and an allocated budget. It is important to note that tech-

nology functions can be augmented or reduced depending on financial performance and 

need. 

 Given the trends of modern marketing, which have to do with digitalization, an important 

aspect is their compliance. Today, most marketing campaigns are carried out through Inter-

net channels. Internet channels include advertising on social networks, contextual advertis-

ing, app-based advertising, etc. Given these trends, AI allows a more intelligent allocation 

of advertising budgets and identification of the exact channels of communication. 

There is no doubt that AI has influenced modern business and the technology that it uses in 

general. For these reasons, it is necessary to identify the exact benefits for specific companies 

and areas of use in general. 

 

3.  Methodology and implementation 

This part of the study focuses on selecting and defining the research approach that is most appro-

priate for the research context. It also includes aspects of determining the analysis and data collec-

tion. 

3.1  Research approach 

The author needs to have an understanding of the types and methods of research to apply the 

most appropriate way, as well as to reflect it competently and obtain the correct result. Like re-

search itself, research design can be classified into qualitative and quantitative (Jilcha & Sileyew, 

2019).  

To choose the right search method, the author must compare the two methods and choose the 

most appropriate one for the topic of the study.  

Qualitative research is a specific information-gathering process in which nonnumerical data is ana-

lyzed. This type of data includes aspects such as audio recordings, video recordings, photographs, 

or text. The goal of qualitative research is to establish an understanding of the social reality of a 
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particular group of people and to approximate it to the way it is lived or felt by the rest of the par-

ticipants. The researcher has several ways to obtain empirical materials. These methods include 

interviews, documentary analysis, direct observation, and secondary data (McLeod, 2019). 

Relying on Lucid (n.d.), quantitative research is the more common method in the social sciences. 

Qualitative data can be less objective because quantitative data is based on numerical and statisti-

cal data. Information that is obtained through quantitative data allows for an analysis that demon-

strates an average value, a certain pattern. In this method, researchers use structured observa-

tions, questionnaires, and experiments.  

Based on the topic, which includes a particular territory and company, the choice of method is 

quite ambiguous. The key goal of this study is not in a generalized analysis, but instead in a narrow 

one. The reason for this is the choice of the Russian company We Are The Planet, an overview of 

the Russian market specifically and the area of marketing. These three components are the main 

focus. 

Since this research aims to analyze the capabilities of We Are The Planet using AI, it was decided to 

focus on the qualitative method and apply it as the main one for the research. This is obvious be-

cause the qualitative analysis is aimed at a deep understanding of the motivation, capabilities, and 

resources of the company, as well as the attitude toward the adaptation of AI in the Russian mar-

ket. In general, based on the functions and opinions of the company management, the author will 

be able to predict and assess the possible advantages, as well as the risks of Artificial Intelligence 

for We Are The Planet company. 

3.2 Data collection 

This chapter describes methods of collecting analysis and their classification based on the chosen 

topic and purpose. First of all, there are two main types of data collection, which are secondary 

and primary.  

At the beginning of the study, the author used secondary data. According to Donnellan and Lucas 

(2013), secondary data include data that have been collected previously. This type of data pro-

vides an opportunity for broad collection and analysis of information using a variety of sources. 

This type of analysis is applicable in situations where a new research topic is addressed, as well as 

to obtain an alternative opinion on the original question of an already existing study. One of the 
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most striking advantages of this type of analysis is its cost-effectiveness and mobility. In this case, 

the researcher does not have to incur financial losses to obtain information except paid sources. In 

terms of mobility, many articles and research papers are stored in electronic format and are pub-

licly available. According to the topic of the study, the author built his research on secondary data 

as mentioned before. The main reason for this is an in-depth understanding of the basic mecha-

nisms, as well as to identify the key aspects that will be applicable from a marketing perspective to 

the We Are The Planet company. 

By analyzing the data the author can critically evaluate the information and based on this infor-

mation assess the potential for the company in terms of artificial intelligence. 

Also as a method of data collection, the author chose the interview because this method allows 

for collecting primary data based on expert opinion. Interviews can be structured differently de-

pending on the key objective and the topic. The types of interview are commonly referred to as: 

structured interviews, semi-structured interviews, and unstructured interviews. To define and 

choose the type of interview more accurately, it is necessary to understand each type. 

According to Easwaramoorthy and Zarinpoush (n.d.), a structured interview involves a specific list 

of questions that are prepared in advance and have a certain sequence. There can also be addi-

tions with explanations about the question. The author did not chose this method because the 

structured interview is suitable for broad surveys and is also used in situations where it is neces-

sary to collect a collective opinion and to prepare the analysis on this basis.  

In semi-structured interviews, it is customary to prepare a short series of questions that can be 

supplemented at the time of the interview depending on the conversation and direction. This type 

provides an opportunity for spontaneous research and the identification of more useful aspects of 

the study (Pollock, n.d.). 

The final type is the unstructured interview. In this type of interview, the questions are asked with-

out any prior preparation. A distinctive feature of the unstructured type of interview is the free 

conversation. In this case, the interviewer can start the dialogue with an introduction to the topic 

and depend on the respondent's reaction and his/her answers ask leading questions that reveal 

the research topic. 
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Taking into account all the above features of different types of interviews, the author chose the 

semi-structured interview type. This method can be used as the main source of data due to its 

flexible structure, as well as a preliminary understanding of the direction of the interview itself. 

Semi-structured interviews involve preparation, as well as the evaluation of certain aspects such 

as location and time. The author chose this type of interview to get a professional assessment and 

additional information about the company, as well as the prospects of implementing artificial in-

telligence. 

Also, the chief executive officer and the head of the marketing department of We Are The Planet 

company was chosen as a respondent, because his expertity, as well as the assessment of the 

company's capability, is the most objective in the study. 

3.3 Data analysis 

Data is an invaluable source of information if properly analyzed and processed. Many different ap-

proaches help to implement the most correct analysis (Intellspot, n.d.). 

According to Seidel (1998), qualitative data analysis is a non-linear process that requires detailed 

analysis and decision-making depending on the context of the study. 

 

Figure 6. Qualitative data analysis process (Seidel, 1998) 
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As follows from Figure 6, the process is non-linear. This process has several characteristics, which 

are shown below. 

 Interactive. The process is interactive as well as progressive because of the cyclical nature 

of the process itself. There is a moment of rethinking as well as a reevaluation of the data 

at the moment of research. Some data may be perceived differently at the end of the study 

and may be interpreted differently depending on the information and sources added. 

 Recursive. This process can also be recursive, as one part of the study can return the re-

searcher to the previous part due to additional data. 

 Holographic. In this case, the process displays a holographic connotation in the sense that 

each step of the process contains the whole picture of the  

As mentioned earlier, there are many methods for conducting data analysis. The choice of data 

analysis method in a qualitative depends on specifics of the stud. After making a detailed assess-

ment of the data and sources used, as well as the purpose of the study, the author decided to fo-

cus on the content analysis method. 

Content analysis based on case studies and generally on individuals such as a specific group of 

people, a company, and so on. Content analysis provides an opportunity to take an in-depth look 

at the nature of the study. In this case, the main focus is quite narrow, which allows the researcher 

to obtain competent data and not go beyond the research questions and a clear topic. 

This type of analysis should be used when the research framework is quite narrow and the study 

has a clear context as well as purpose. It is also the most appropriate method within contextual 

conditions, as they are considered relevant within the framework of the phenomenon under 

study. Since one of the sources of information is the interview, this method is also the most appro-

priate. This method allows you to analyze the information obtained from the interview by digitiz-

ing the audio material and then dividing it into specific parts in detail (Baškarada, n.d.). 

Given the peculiarities of this method of analysis, the choice of units and categories of analysis is 

necessary. In this case, this understanding is necessary to make the coding. The units of analysis 

can depend on various aspects as number of respondents, their age, position, and so on the units 

of analysis are certain aspects that appear in the research topic and directly reflect the purpose of 

the interview. For a detailed analysis, it is necessary to have a clear coding of the main aspects of 
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the interview. This is necessary to clearly distinguish the topics as well as the factors that influence 

the results of the interview and the study as a whole.  

An equally important aspect of content analysis is the setting of coding rules. In this case, it is nec-

essary to encode the text and categorize it. 

3.4  Plan for research quality 

To obtain reliable results and conduct a successful study, proper data collection, as well as intro-

spection and analysis, is necessary. The choice of data sources should be justified based on the 

characteristics of the study. 

According to Leung (2015), validity in qualitative research refers to the concept of relevance. The 

author believes that validity refers to the relevance of the research objectives, the correctness of 

the chosen methodology, data analysis, and conclusions in the context of the study.  

"The choice of methodology should allow the findings/phenomena to be discovered in an appro-

priate context so that they are valid, taking into account cultural and contextual variables." (Leung, 

2015). 

The process of assessing the validity of the data depends on the stage of the study as well as the 

part. For example, theoretical data sampling forms the theoretical basis from which further argu-

ments and key findings are derived.  To analyze the validity of the information and the result the 

author used a triangulation method. This method aims to verify the results that have been ob-

tained during the study considering different methods of collecting information such as interviews 

or questionnaires (Nightingale, 2009). 

Triangulation allows considering an issue from different perspectives, which allows coming to a 

general conclusion based on information obtained from different sources. Given the specifics of 

the study, the author used information from verified sources through detailed analysis, as well as 

comparisons in sampling. This allowed us to focus on verified information and reflect this data in 

the study. 
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Critical appraisal is the most appropriate aspect, given the peculiarities of the study. It is also im-

portant to note that the information used in this study is also derived from interviews, which al-

lows for comparing data from academic sources and the professional evaluation of the respond-

ent. Based on the information obtained, a critical comparison, as well as analysis, should be made. 

So, in order for the study to be solid, a plan was formed. First of all, the author was focused on ob-

taining the knowledge base on which the study as a whole will be formed in the future. After se-

lecting the literature and obtaining sufficient information, the author needs to choose a specific 

method of collecting and analyzing information. The next step is to prepare for the interview and 

conduct it in accordance with ethical requirements. Based on the information obtained, final con-

clusions are made. 

 

3.5  Ethical considerations   

The human factor is central to research for these reasons, and it is especially important to 

consider ethical considerations. Research ethics focuses on the analysis of ethical issues that may 

arise during the research (Resnik, 2020). Three main purposes of ethics that apply to research 

have been identified:  

 Protecting research participants. In this case, respondents, stakeholders, and groups of 

people who were involved in the study are considered. 

 To respect the interests and motivations of the stakeholders and society at large. 

 To review and scrutinize the research activities from an ethical perspective. This aspect 

includes data confidentiality, consensus building, and adherence to agreements. 

Ethical issues or misunderstandings may arise during the research process related to the wishes of 

the participants, anonymity, honesty of the research activities, and so on. It is important to note 

that in this study the above aspects were observed and the ethical framework was structured as 

follows: 

 The respondent was familiarized with the research topic and questions before the 

interview. This allowed to make sure of the topic and intentions, as well as to prepare for 

the interview to improve the results of the study 
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 The topics and questions in the interview did not touch on personal topics that are relevant 

to the respondent. The interview was conducted in a professional setting and focused on 

the topic of the research. 

 

 The wording of the questions was correct from the point of view of the research topic and 

technology without additional information about the company. This aspect was taken into account 

because of confidentiality, which is a priority. 

 Before the interview, all points were clarified regarding the publication of the study and 

the use of the results of the interview as a source of information 

This study also includes secondary data in the literature review section and other parts of the 

research as well. The resources used have been mentioned with all the necessary data concerning 

the authors of the sources in the reference section. 

 

4. Results 

This chapter presents the key findings that emerged from the interviews. The key findings, as well 

as the conclusions, have been divided into certain parts to more accurately reflect the results. 

4.1 Process 

So, this chapter demonstrates the findings from the interviews, as well as the process of analyzing 

the information. This chapter also includes information about the secondary data, which were 

considered in the study as a theoretical basis. These data also play a significant role in the conclu-

sion of the findings and the analysis of the interviews because they are reliable sources. 

As mentioned in the methodology part, the author used a semi-structured type of interview and 

the chief executive officer and the head of the marketing department of We Are The Planet was 

chosen as the respondent. To reveal the main topics during the interview, as well as to include 

phasing and logic, the author prepared key questions in advance. It is important to note that the 

questions were divided into specific topics related to the research. Given the characteristics of the 

company, as well as the market, the interview was structured as follows: 
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 Introduction to the topic. In this part, the author tried to convey the main functions of AI 

technology, as well as the key advantages and disadvantages of this technology. 

 The next part of the interview was aimed at analyzing the Russian advertising market. In 

this part, the key objective was to get the respondent's opinion about the relevance of 

technologies used in the market, as well as channels and consumer behavioral characteris-

tics.  

 Also, one of the main parts of the interview was a segment covering We Are The Planet 

and Artificial Intelligence and the tools that can be useful and the prospects for using Artifi-

cial Intelligence. 

To make the most precise possible analysis, the author has highlighted the main themes and quo-

tations that were touched upon in the interview. Given the interview structure, the author dis-

played the main themes and quotes in the table based on which the content analysis was carried 

out 

Key Topics Citations 

Digitalization «There are no considerable differences in comparing the Russian and 

Western markets. Both markets are digitalized and use similar chan-

nels of communication. Channels such as TV are obsolete in both mar-

kets, and there is a tendency to collaborate with Influencers and blog-

gers in both markets as well.» 

Advertising 

campaigns design 

«Advertising companies are designed better on the Russian market. 

This can be seen on the sites and in the construction of sales funnels.» 

Technology in the 

Russian market 

«High level of technology in terms of using tools for promotion. So-

phisticated methods of the customer journey are used. More re-

sources are invested in the digital sphere than in the TV or print sec-

tor, as in the European, and Western markets. The Russian market has 

a highly developed IT level, for these reasons the advertising sector in 

Russia adapts well to new technologies.» 
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Technology for We 

Are The Planet 

«To better understand the customer, it is necessary to run CRM bases. 

This is also necessary for direct communication as well as subscrip-

tions, in the future, the exit to direct sales.» 

Analysis of 

information 

«Perhaps AI will also provide an opportunity to know more about the 

customer. It will help us better understand who our customers are 

and their behavioural traits and help us divide them into smaller 

groups.» 

Implementing «In terms of financing and adapting the implementation of platforms, 

it is difficult to predict anything. AI can help analyze product sales, 

which product will be more relevant to this or that group of custom-

ers, and so on.» 

Advantages «First of all, AI can be helpful in terms of quickly forming and testing 

hypotheses. For example, before product release, demand 

forecasting.» 

Data collection «Artificial Intelligence will be practical in analyzing customer requests 

and studying needs. A key advantage for We Are The Planet is data 

collection, in my opinion.» 

Table 1. Frequently considered topics of the interview 

The main method for analyzing interviews is content analysis. Given the specifics of this method, 

the author defined the level of analysis, which includes the coding of keywords that were present 

in the interview for formalization. Using algorithms and an information processing system based 

on the method of content analysis, the author identified key categories related to the research. 

After identifying key phrases and determining their level of relevance to the research questions, 

the author coded them and displayed them in a Table 2. 
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Table 2. Content Analysis 

The data obtained during the interviews and analyzed with the help of content analysis helped to 

highlight the key information regarding the opinion of the expert more clearly. On the basis of 

these results, further conclusions about the topic of the research are drawn. 

 

Keyword                                   Context Code 

Digitalization Innovative marketing tools in the Russian market D1 

Digitalization Adaptation of CRM platforms D2 

Digitalization Connecting new communication channels D3 

Analysis of 

data 

Better understanding of key customer needs A1 

Analysis of 

data 

New segments A2 

Analysis of 

data 

Sales A3 

Analysis of 

data 

Behavioural traits A4 

Products New categories P1 

Products Packaging changes P2 

Testing Hypothesis making T1 

Testing Product Development T2 

Testing Different channels of communication with the cus-

tomer 

T3 
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4.2 Suggested applications of AI in We Are The Planet 

By analyzing the data based on the interview and its transcription and coding, the main benefits 

were identified, and the potential tools of AI that are relevant in marketing and advertising for We 

Are The Planet. During the data collection process, the interviewee reflected clear ideas about 

which points of view artificial intelligence would be more likely to apply.  For clarity and structure, 

the author has divided the essential Artificial Intelligence tools described in this chapter. 

Data collection 

With the advent and use of digital media, large amounts of data have increased, allowing market-

ers to explore many new channels. It is important to note that this fact has also led to an oversatu-

ration of data and has made selecting and processing data more difficult. 

According to the interviewee's assessment, the main strength which has to be in We Are The 

Planet's marketing structure is data analysis. In this case, the company will better understand its 

customer, fundamental needs and desires. ("To this day, defining the target audience is done 

through human analysis"- Int.1) 

The respondent also emphasized the use of databases with information about customers, which 

will include all the information with contact details such as phone number, mail, address, purchase 

history within site, and so on. 

Since it takes a lot of time to gather information, Artificial Intelligence tools can also be used to 

delegate responsibilities. The We Are The Planet marketing team can focus on other tasks while 

Artificial Intelligence collects customer metrics.  

It is important to note that the company uses mainly online channels for sales and communication 

with the client, such as social networks (Instagram, VKontakte, Facebook) and the website where 

clients leave personal information. Based on this information, the AI will be able to handle the an-

alytical part of the information collection and compile individual categories based on the collected 

data. Categories can display contact information about customers and classify customers accord-

ing to age groups, gender, place of residence, etc. 
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This information may be the strongest driver for We Are The Planet. First and foremost, detailed 

customer information will help generate content that is most likely to reflect the interests of the 

target audience. Also, given the statistical information, it is possible to choose the right channels 

of communication with the client, taking into account the target audience's behavior. 

Testing marketing hypotheses before launch in We Are The Planet 

Testing marketing hypotheses is also a significant benefit for the company. Given the information 

gathered by AI, it is possible to build more precise strategies. 

There are several steps in deducing hypotheses, such as:  

 Hypothesis Formulation 

 Checking 

 Collection of data 

 Analysis of the findings 

First of all, hypothesis formulation and the use of human power can make the hypothesis subjec-

tive because it will be based on one person's conclusions. To increase objectivity. It is possible to 

use AI tools that can verify and collect information.  

Based on the testing and then on the results of the hypothesis, marketing professionals must 

make a conclusion based on the data. This tool is also helpful for the company in terms of cost sav-

ings. Hypothesis testing can take more time as well as financial costs. 

("Hypotheses can be hypothesized and tested regarding new product launches and new channels 

for communication with customers."-Int1) 

Data analysis  

Given the peculiarities of artificial intelligence, it is also applicable and important in terms of data 

analysis. As revealed earlier, it will be important for We Are The Planet to gather information. In 

addition to this process, data analysis can be established for greater automation as well as data 

accuracy. According to secondary data, it is accepted that neural networks work well with simple 

data such as images. At the same time, the function of data analysis depends on the AI algorithms 

the processes, and the level of independent decision-making. 
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The level of AI data analysis depends on internal indicators that have been pre-designed and pro-

grammed. 

Data analysis and data collection have similar mechanics in terms of automation. The two pro-

cesses can be closely linked. In the first step, data regarding customers can be collected. The sec-

ond step is to analyze the data, which can identify a new target group, a vital age of the customer, 

and so on. Considering these features, it is possible to analyze which channels have the most com-

munication with the customer, which channel represents the interests and values of the target au-

dience, etc.  

Production and Sales 

("The sales and production process could also be significantly improved."- Int.1) In this case, the 

sales process can be more accurate through target audience analysis and sales channels. Based on 

the data analysis that AI algorithms perform, it becomes possible to sell differently, namely: 

 Targeting ads accurately. 

 Communicate and sell products depending on the audience and its peculiarities in one 

sales channel or another. 

 Acquire new points of sale depending on the similarity of the target audience with the au-

dience WE Are The Planet. 

 

Data collection and analysis can certainly be extended to new markets. Given this information, it 

will be easier for companies to integrate into foreign markets knowing precisely who the customer 

is and how to meet their needs. Equally important is the factor of awareness of the channels and 

outlets that are a priority for the audience in the new market. In other words, within marketing 

and We Are The Planet, AI significantly reduces the risks associated with miss focusing on the tar-

get audience and their preferences.  

The respondent also pointed out the importance of AI in product production. Today, We Are The 

Planet is striving to expand its range and lines of cosmetic products. In this case, it is essential to 

have analytics that shows which products will become potentially successful and marketable and 

which will not. The AI can analyze the sales of all the company's products and determine which 
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sells the least. Based on this information, there is a greater understanding of the priorities and 

needs of customers so that the products with the lowest sales and similar products can be modi-

fied or replaced with higher priority products for customers. 

4.3 Main resources 

This part covers the resources needed for We Are The Planet according to secondary data and in-

terviews.  

Based on the secondary data, the cost of adopting AI depends on various factors. First of all, AI can 

be created specifically for the company, taking into account the organization's characteristics, size, 

and direction. All the tools can also be customized depending on the essential requirements and 

needs. This option is more expensive but provides more features. ("I am not sure of the exact 

amounts needed to apply AI to a company, but I am sure that it is costly in adaptation."- Int.1)  

On the other hand, there is also the possibility of connecting services incorporating AI features. 

The list of services, as well as their predestination, is shown in Table 3 according to Aero (2021). 

Name of Service                                          Key functions 

Signum.AI Analyzing and detecting micro-segmented audiences, creating ad crea-

tives, and automating the launch of a campaign on Facebook.  

GrowthBar  Creating text material with the help of a neural network. 

Albert.ai Implementing and running A/B tests, finding the target audience, and 

planning the budget and time for the advertising campaign. 

Net-Results   Dividing the audience into clear segments, creating a marketing mailing 

for each segment individually. 

Chatfuel Launching personalized chatbots on Facebook. 

Table 3. Services with AI tools 

The cost of these AI services is much lower than the creation of artificial intelligence. The differ-

ence is the difference in function and accuracy of research. AI services platforms provide narrowly 

focused services but need to be analyzed before use. The analysis is necessary to select a service 
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with the organization's features. The financial component of the company is also an essential fac-

tor. It is possible to use several services to increase the efficiency of marketing campaigns. 

Also, a vital resource is a team that adapts and adjusts the Artificial Intelligence before and during 

use. According to the respondent's findings, one IT team is not enough to develop an AI startup. In 

this case, the work must be done with marketing specialists and AI specialists together. This in-

volves working out and testing the necessary functions that AI algorithms perform. 

4.4 Business perspectives 

The interviewee agreed that AI technology has undoubtedly impacted modern business and has 

replaced previously used technologies. ("Artificial Intelligence combines many technological tools, 

making it unique in today's market."- Int.1). Many companies are seeking to adopt this technology 

and use systems that incorporate some of the tools of AI.  

("Many large Russian companies are already using artificial intelligence as a marketing tool."- 

Int.1) According to the growth of digitalization in the Russian market, adapting artificial intelli-

gence is becoming more realistic and in demand. Today AI is used in medicine and science and is 

rapidly adapting in business. Based on the expert opinion of the respondent, AI can also be used in 

various areas of business such as sales, manufacturing, management, and so on. 

According to the respondent, there are several areas in the AI industry that are the most in-de-

mand and have a wide range of applications. The aspect that the respondent mentioned most of-

ten relates to the Analysis of data and Testing. These two functions can also be used in the media 

sector and medicine, education, and business. 

5.  Discussion and conclusions 

This chapter reveals the critical purpose of the study, which is reflected in the research questions. 

Moreover, this part will show the practical value of the research for We Are The Planet. Also, in 

this chapter, certain limitations, which the author set for the clarity of the study, as well as recom-

mendations for future research, are considered. 
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5.1 Answers to the research questions 

The key objective of this study is to identify and analyze AI tools that are most relevant and useful 

in marketing for We Are The Planet. Based on the purpose of the study, the author developed re-

search questions to gain an in-depth understanding. 

RQ1: How is artificial intelligence used in the market, and how does it influences marketing? 

As a result of data analysis, it was found that artificial intelligence has a wide range of applications. 

It is used in medicine, education, scientific research, applied in the creation of smart cities, in the 

manufacturing sector, and cybersecurity. AI's proliferation began in the Covid-19 period when pre-

programmed algorithms detected infection detection using tomography. 

Artificial Intelligence is used in marketing to create more observations, collect, and analyze data. 

Artificial Intelligence affects marketing in terms of speed and automation of processes. Some time 

ago, it took more time to implement specific marketing actions. The critical impact of AI on mar-

keting is that marketing campaigns are faster and more straightforward. Today, fewer people are 

needed because AI algorithms can do a large amount of work. Another important aspect is the ef-

ficiency of marketing campaigns. By collecting and analyzing AI data, it is possible to generate the 

right content, methods, and channels of promotion for a specific target group.  

Artificial Intelligence provides opportunities to transform the dynamics of the marketing industry 

and the advertising industry as a whole. Artificial Intelligence focuses on simulating human intelli-

gence through programmed algorithms in the advertising industry. This process is achieved 

through the assimilation of data to implement decision-making and behavioral models. Some of 

the primary outcomes of the influence of AI include: 

 Sophisticated and well-targeted advertising 

 It accelerated decision-making. 

 Influencer and content identification 

 Personalised brand encounters 

 

RQ2: Which infrastructure and resource features should be evaluated when implementing AI? 
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According to the results, the resources required to implement AI varies depending on the scale of 

functions that the company needs. Artificial Intelligence requires significant computational re-

sources, as well as costs that relate to infrastructure. One of the most important aspects is the pe-

culiarities of infrastructure, namely which infrastructure is more appropriate in terms of develop-

ment, application, and performance speed. Equally important is the risk assessment of the 

implementation in terms of the financial component, as well as the functional.  

 High computing power is one of the key factors in adopting machine intelligence technol-

ogy. This is necessary to fully realize the function of the technology. For this reason, an or-

ganization needs a high level of computational performance resources, which include pro-

cessors. 

 The network infrastructure must also be developed to a high level. Artificial Intelligence al-

gorithms are closely related to communication and information gathering. A low-latency, 

high-traffic network is necessary for the technology to work without interruption. 

 Data security is also required. AI algorithms store and analyze large amounts of infor-

mation. This information may consist of private client data, so it must be kept from leaking. 

It is also important to note that if the data security is poor, it may include incorrect or out-

dated information. This may lead to wrong analysis and the launch of false advertising cam-

paigns. 

These aspects are essential in terms of favorable conditions for adopting AI. Also, as revealed from 

part of the results, the resources needed for AI include a competent team of professionals who 

technically maintain and configure the AI. Also, a precise analysis of financial resources and an un-

derstanding of the necessary AI tools for the company are needed for implementation. 

RQ3: How can the Russian company We Are The Planet use artificial intelligence in marketing?  

Based on the opinion of the head of marketing in We Are The Planet, AI can help organizations in 

many important aspects of marketing. As revealed in the results, the main functions of AI that a 

company can use are: 

 Collecting data from social media 

 Analyzing and structuring information 

 Testing of marketing strategies and identification of the most appropriate ones 
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Among the main benefits of AI for We Are The Planet is creating and identifying target groups. At 

this stage, the company collects information and analyses it using surveys and social media audi-

ence analysis. AI can automate this process and make it as accurate as possible. Based on the in-

formation received and the customers, it is possible to generate more specific content that is most 

likely to entice the audience and encourage them to purchase. It is also possible to develop new 

selling points depending on the target audience and their preferences. When developing new 

products, AI can also be helpful by analyzing customer preferences and identifying the most mar-

ketable products. 

 

5.2 Practical implications  

Given the mechanics and capabilities of this technology, it is undoubtedly beneficial. From the 

marketing point of view, it is a powerful tool, the adaptation of which can establish a relationship 

with customers and increase loyalty and sales. Adaptation of this technology is affordable but re-

quires a detailed preliminary analysis and assessment of the need. 

AI tools can protect an organization from financial advertising losses. First of all, it is beneficial 

from the point of view of analyzing the effectiveness of advertising channels. A company can be 

unnecessarily focused on the wrong track and direct financial resources and marketing campaigns. 

AI focuses on analysis, increasing the chances of avoiding mistakes and saving the organization's 

resources. This technology has great potential and growth. It is predicted that AI will have more 

useful tools for different areas. 

As discussed in the study, AI may be available at this stage, thereby enabling many business organ-

izations to adopt this technology. For the management of the internal structure of the company, 

the technology is also relevant, because it allows to analyze the work of employees and intelli-

gently distribute tasks, as well as time. 

 

5.3 Assessment of the process and research quality  

The study was conducted with plans, objectives and was achieved in stages. All interview and in-

formation gathering processes were planned and prepared in order to achieve the most positive 
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results. A particularly important part of the research was the demonstration of a plan that was as 

close to reality as possible given the particularities of We Are The Planet. The information from the 

interviews reflected the key motivations and goals of the company. The main difficulty is the accu-

rate assessment of the technological part, as the IT sector of the company is not focused on the 

implementation of technology similar in structure to the AI. For these reasons, there may be addi-

tional investments when implementing the technology. We Are The Planet may focus on addi-

tional training for the IT sector or work with specialists in the AI sector.  

A major improvement that could affect the outcome of the study is the collection of information 

from outside experts in the field of AI. This could help to create clearer realities. Regardless of this 

aspect, the information that was gathered from the interviews helped in the mapping and compi-

lation of the results as well as the key findings. The process of collecting information was complex 

in terms of sorting the data and selecting the correct sources. 

Through comparison and triangulation analysis the author was able to find a sufficient number of 

sources. The reason for this may be the relatively recent growth of the trend towards digitalization 

in the Russian market. 

 

5.4 Limitations of the research  

This study, as well as the analysis of the Russian market and the possibility of adapting the tech-

nology, were initiated before the military actions and changes in the situation of the Russian mar-

ket in general. Also, one of the critical aspects is the predictive nature of the study, which may not 

coincide with the real needs and plans of We Are The Planet. 

Even though the respondent is an expert in marketing and is a manager in the studied company, 

and the data were analyzed and collected based on the structure and correct execution, there can 

still be inaccuracies in terms of prediction and identification of the main advantages for the com-

pany. The feasibility of adopting AI to We Are The Planet can depend on many factors such as po-

litical, economic, financial, and so on. Also, one factor influencing the study is the author's lack of 

competence in technological and computer processes. On the other hand, the author obtained a 

sufficient amount of knowledge in the study from literature sources that are verified and accurate. 
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5.5 Recommendations for future research 

Artificial Intelligence technology can be developed and applied to many areas and businesses. This 

study focuses on the potential applications of AI in marketing and in the specific company We Are 

The Planet.  

Long-term research can focus on the practical application of AI tools to a company. By deducing 

hypotheses and testing, it is possible to fully understand which AI tools can be implemented and 

adapted to the company. 

Since this research has focused on functions that are useful in marketing, future research may also 

focus on applying technology in other company departments. Consideration of the adoption and 

application of AI in the sales segment may also be relevant and valuable to the company. 

It is also possible to consider AI tools in the management of We Are The Planet as a whole. AI is a 

useful tool for automating processes, as well as for controlling the quality of work performed by 

employees in all departments of the company. In other words, future research could focus on 

adapting and considering the functions of technology more broadly. 
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Appendices 

Appendix 1. Interview questions 

Introduction to the topic 

 Have you ever heard of using AI in marketing? 

 What are the key functions and mechanisms of AI that you are aware of? 

 

Analysis of the Russian advertising market 

 What are the specifics of the Russian advertising market? 

 What technologies or trends are most demanded in the Russian advertising market? 

 Does the Russian population have distinctive behavioral traits when it comes to advertising 

campaigns? 

 

We Are The Planet and AI 

 What are the most relevant technologies for We Are The Planet in terms of promotion? 

 What benefits can Artificial Intelligence bring to a company? 

 What challenges might the company face in adapting AI in terms of funding and resources? 

 

 

 

 

 

 

 


