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 Digital and wireless technology are a crucial part of today’s modern life. 

Artificial intelligence (AI) uses different technologies and systems for speech 

recognition, visual perception and decision making to mimic human functions. 

This study explores the impact of AI on website interactivity and the ease of 

use for enhancing digital marketing performance. The methodology used is 

qualitative with structured interviews, using three artificial intelligence-

powered websites (Amazon, Alibaba, and Uber) as reference. The 

participants' structured interview responses were grouped into different 

thematic heading for coding and were subsequently analyzed by NVivo. The 

result found that artificial intelligence empowered websites were interactive, 

participants don’t feel safe and secure, easy to use, and tend to boost digital 

marketing performances. This study implies that more digital marketing 

companies should consider integrating artificial intelligence capabilities in 

their business operations. More security features should be embedded to help 

customers calm the fears of web insecurities. 
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1. INTRODUCTION 

Technology is shaping business and customer lives at an advancing speed. For instance, imagine 

eye-recognition and face recognition software’s, 3D and 4D apps including product testing and virtual tours 

of apartments and travel locations, and machine learning. In fact, artificial intelligence (AI) now impacts 

almost everything. Artificial intelligence mimics cognitive functions similar to humans and incorporates 

them into different technologies [1]. Digital marketing enables companies and marketers to persuade their 

customers to purchase products and services, using technology and the internet [2]. Artificial intelligence is 

an integration process between cloud computing, robots, network devices, digital content productions and 

computers. New technologies tend to make it possible to increase sales, reduce costs, grow, have a global 

reach, and interact constantly and more directly with customers [3]. Artificial intelligence holds an 

exceptional opportunity in the future of digital marketing. This implies that digital marketing activities would 

be driven by AI technologies in the future. These marketing activities will include many different 

sophisticated systems working together to help companies and organizations to boost its relationships with 

customers in both physical and virtual environments. AI technologies are based on automation and it can be 

seen in a broader sense as a physical substitution of human labor. This is because they are widely used in 

manufacturing and service industries [4]. In 2018, Siau and Wang [5] stated that the large volume of 

transactions and demographic data enables and strengthens AI, business analytics and machine learning. A 
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good example is that predictive analysis uses different algorithms and methods to predict the relationship 

between results and variables as this helps them to identify different data patterns. Digital marketing which is 

powered by AI and machine learning have now undertaking traditional marketing ways and strategies. In 

addition, buying procedures obtainable by customers in the past have also changed significantly from the 

traditional shopping methods to online shopping [6]. This is because AI tends to boost the performance of 

marketing activities in different ways that makes marketing easier and the possibility of reaching a wider 

audience/target market. In near future, AI may be used as a substitute to sales people; websites may be 

updated and reformatted automatically by eye-tracking data [7]. Recent changes and advancements in AI 

would also make the field of marketing to keep changing rapidly as more firms aims to incorporate AI 

technologies in their business operations. For instance, AI could be deployed to fast-track a seamless 

transaction and payment system, interact with customers, and provide specific updated information to users. 

AI also maintains a significant presence in supporting service innovation and customer retention [8]. It is 

evident that different AI technologies are evolving at an unprecedented rate, and companies that are already 

making the move in marketing through AI software’s are at a distinct advantage to jump onto the next 

innovation [9]. 

It is worthy to note that artificial Intelligence is basically any activity that is employed to make 

machines more intelligent, able to think and function on their own. This intelligence enables an entity to 

function appropriately, enhanced with the power of AI foresight, and being able to predict certain 

outcomes/events happening in its environment [9]. AI is also conceived as computer systems with minds that 

are similar to human mind but cannot be identical in some aspects [10]. Some researches such as [11] 

proposes that AI refers to programs, systems, algorithms and machines that demonstrate intelligence. It is 

very clear from the literatures that the overall aim of including AI in digital marketing is to make business 

operations simpler and easier. In the technology acceptance model (TAM) model for instance, Ease of use 

refers to perceived ease of use (PEOU) and it was defined as “the degree to which a person believes that 

using a particular system would be free from effort”. This means that technology must be easy to use in terms 

of interface and steps in performing a given task. The model contends that the two variables (PU and PEOU) 

significantly impact the intention-to-use (ITU) by the targeted users. Big data analysis forms the basis of 

advanced technological developments. It is being integrated into consumers' daily lives and used for 

analyzing what they do [12]. Thus, many computer programs and software’s have been developed to aid the 

extraction of knowledge and insights from big data [13]. In 2018, Martin [14] argued that AI and digital 

marketing are starting to have a well-connected relationship. This is because AI offers the potentials to 

increase business revenues and decrease costs simultaneously. Revenue can be increased through improved 

marketing decisions on pricing, and promotions. while business costs may be reduced through the automation 

of simple tasks, customer service [15]. 

Furthermore, there are potential connections between artificial intelligence and digital marketing. 

Digital marketing is a branch of marketing science that creates value for organizations, and it can also 

increase customers’ engagements through artificial intelligence. This is obvious as the digital era has helped 

many industries to monitor their procedures such as promotion, branding, advertising, production and a 

whole host of others [16]. Many companies tend to increase their revenues by optimizing their digital 

marketing campaigns, audiences, channels, market performances and even customers buying behaviour using 

AI [17]. According to Martin [14], AI and digital marketing has interconnected relationship. He argues that 

AI competence in gathering data, analyzing it, and implementing it to gain insight is one thing that helps 

digital marketing strategies keep evolving. AI takes input data such as data from websites, analytic reports, 

sales, social media insights, reports, and processes to produce effective, productive, and highly optimized 

results. In 2018, Davenport and Ronanki [18] argues that artificial intelligence is likely to influence 

marketing strategies, including business models, customer behaviour, sales purposes, and customer service 

options in the future. In their book, they used three simple illustrations to explain. Also, Paschen and 

Kietzmann [19] contended that the recent advances in artificial intelligence is being fueled by digitalization, 

information, and communication technologies. According to them, this will have some significant 

implications for businesses and specifically business-to-business (B2B) marketing. According to Agrawal 

and other researchers in 2018 [20], artificial intelligence could make it possible for online retailers to predict 

what customers will want through analytics, and if this is possible with higher accuracy, retailers may use AI 

to identify certain customers preferences and ship the items to them without placing a formal order but with 

an option of customers returning the one’s that they don’t need. This can be made possible especially using 

different computer algorithms. Algorithms is basically a collection of principles for executing tasks, and it 

shows machine how to solve an obstacle [21]. Also, many academicians and researchers anticipated that AI 

would probably change the face of marketing strategies and customer behaviour. According to Huang and 

Rust [22], it is manifested by machines that exhibit aspects of human intelligence. As for Syam and Sharma 

[23], it involves mimicking intelligent human behaviour. Some examples to consider here are artificial 

intelligence based on speech recognition, visual perception, and decision-making. AI can also be defined in 



                ISSN: 2252-8938 

 Int J Artif Intell, Vol. 10, No. 4, December 2021:  810 - 817 

812 

terms of its marketing and business applications, such as automating business processes, gaining insights 

from available data or engaging customers and employees [18]. Digital marketing's supreme purpose is 

concerned with consumers and allowing them to intermingle with the product by digital media [24]. 

According to [25], [26], digital marketing's core objective is to accomplish marketing objectives through the 

application of data collection, digital communications, and others. 

Website interactivity on the other hand uses various functions to engage customers which 

sometimes requires visitors to click on categories, communicate, and help solve quizzes through the help of 

visual and audio content. The main aim of website interactivity is to involve customers to participate and 

interact positively through the web to enhance experience and satisfaction. This is very evident in many 

companies especially in the banking sector where customers can perform variety of transactions without their 

physical presence [27]. The customers can choose, modify, and design products to suit their needs [28]. They 

can also select size, zoom to have a clear view of a product, and scroll through categories. This helps achieve 

customer interest and enhance experience. 

This aim of this study to investigate how artificial intelligence can be used to enhance digital 

marketing performances through AI-powered websites. Based on the research questions above, the TAM was 

used to understand artificial intelligence and its impact on website interactivity. It should be noted that the 

technology acceptance model is an information system that is used to explain how users accepts new 

technology, like and keep using it. This means that the more workers noticed that a particular technical 

system would make their task easier, the more they will likely embrace such system and keep using it. The 

model was propounded by [29]. According to the model, perceived usefulness (PU) is defined as “the degree 

to which a person believes that using a particular system would enhance his or her job performance”. This 

means that people tend to use technology only if they perceive it to perform what they want it to do. Many 

researchers [30] have reported that perceived usefulness directly affect user’s intentions to adopt a new 

technology [31]. However, despite the general acceptance of the TAM model by many researchers, there are 

some limitations. The prominent one is that the behaviour of users is evaluated through subjective means 

known as behavioral intentions (BI). Also, human behaviour cannot be quantified in empirical investigations 

due to differences in cultures, norms and values of a particular society. 

The model in Figure 1 proposes the impact of AI on website interactivity and perceived ease of use, 

and perceived usefulness to engage in intention to use. It depicts that the use of artificial intelligence can 

increase website interactivity, which in turns increases perceived ease of use and perceived usefulness. This 

leads to a greater intention to use the website which promotes digital marketing and customer engagement. 

 

 

 
 

Figure 1. Conceptual model 

 

 

2. MATERIAL AND METHODS 

Based on the above model, this study uses primary qualitative research to investigate the impact of 

artificial intelligence on website interactivity and the ease of use for enhancing digital marketing 

performances. The study uses three companies that uses AI to enhance website interactivity (Amazon, Uber, 

and Alibaba) as a unique reference point for the investigation. Primary data are generated through the use of 

a structured telephonic interviews processed via computer using NVivo for the qualitative data analysis while 

secondary data are gathered in form of desktop literature reviews and scientific articles. The research was 

conducted with 20 qualitative interviews where participants were confronted with open-ended questions. 

The interview respondents were selected using a convenience sampling method. The researcher 

engages the respondents critically via face-to-face meeting on social meeting app, Zoom. This method seems 

to make sense because the research was conducted in a middle of pandemic and the author could only 

conduct face-to-face interview with the participants that were close-by. The telephonic discussions and 

interviews were robust and it does not lower the quality or standard of the research. The results of the 

interviews were analyzed though a computerized statistical software’s (NVivo) which allows the authors to 
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draw patterns, findings, and hidden information from the respondents. This is in line with previous empirical 

research works that has been conducted in this domain such as [7], [32], and [33]. They all used the 

structured interview method as bases for their methodology. For instance, [7] investigated the impacts of 

artificial intelligence in marketing: a perspectives of marketing professionals of Pakistan. The researcher used 

the qualitative research method which involved structured interviews with 10 different marketing 

professionals from different firms in Pakistan. Similarly, [32] investigated the impacts of artificial 

intelligence in customer service in the banking industry where 20 interviews were conducted. 

 

2.1.  Data collection 

The data used in this study was collected from COMSATS University Islamabad students, Pakistan 

using telephonic structure interviews through convenience sampling. This is because the students were 

cooperative and well informed and were easy to access to provide information, hence matching the target 

population characteristics. Thus, data was collected from both local and international students alike. This 

comprises of mainly Ph.D. and master’s student. The pre-requisite for choosing the participants for the 

structured interviews was that he/she must have an idea about artificial intelligence and the various ways by 

which it can be used to optimize websites thereby making it interactive. The 20 participants were from 

various disciplines and departments of the school. 

The telephone interview method was used as a major instrumentation. To carry out the research 

findings, 24 interviews were initially scheduled of which 20 were duly completed. Due to some issues, some 

of the respondents were conspicuously absent and thus they could not make it. The interview was conducted 

by using three separate methods and these include face-to-face interview, telephonic interview via zoom, and 

a video interview in only one case. Also, a Google form that contains the interview questions and 

explanations of key terms was also sent out to each respondent before the actual interview. Having these 

varied options was very important for the respondents as the research was conducted in a pandemic time 

(COVID-19). Consequently, a total of 20 interviews were conducted and it was made up of both local and 

international students of COMSATS University Islamabad, Pakistan. For the interview, the researcher 

grouped the research variables into five categories with a different set of questions. These questions and 

statements were critical as it enabled the researcher to get insight into respondents' perspectives concerning 

each of the raised questions.  

 

2.2.  Interview protocols/questions 

Firstly, the respondents were required to log-in to Amazon, Uber and Alibaba to do an overall 

check-up. Each respondent was asked to mimic a specific transaction scenario on the website to determine 

how effective and easy they are. The interview sessions were structured in nature. It should be noted that 

most of the interview questions were developed and modified from previous empirical works [7], [32], [33]. 

 

 

3. RESULTS AND DISCUSSION 

To identify themes in the collected data, the transcripts were reviewed, and general themes were 

formulated from it. All the transcripts were read carefully before coding them into themes and categories. 

This helps to check the validity of the transcripts. The main reason for doing this was to eventually bring 

down the interview transcripts' content into similar sets and categories that can be analyzed to explain the 

impacts of artificial intelligence on website interactivity and ease of use for enhancing digital marketing 

performances. The entire process of coding resulted in 6 categories with various sub-themes under each given 

in Figure 2. 

After categorizing the themes, the researcher transcribes the interview answers by each participant 

into office word document for easy analysis. These transcribe interviews were exported to NVivo for further 

analysis and findings. Subsequently, the transcripts were used to divide the interview responses from the 

participants into 6 themes. These themes include artificial intelligence-related questions (which helps us to 

understand the respondence, and how they view artificial intelligence and its interaction with websites), 

website interactivity and safety (questions here borders on the three websites and their safety issues), impacts 

of AI on global digital market (this helps us to gain insights about each participants thoughts and opinions 

about AI and its future potentials in global digital marketing). Also, themes such as intentions to use AI 

(enable us to get insights from each participant on what motivates and push them to use AI), and perceived 

usefulness (which enables respondents to explain usefulness of AI). The last themes which was perceived 

ease of use, directly discussed whether the three AI powered was easy or not or people get adapted to them. 

These themes were subsequently divided into sub-themes for finding easy linkages and connections. The 

theme was practical and very helpful as they capture similar ideas that emerge from the interview questions 

together. Also, the categories and themes of the interview questions were plotted for more visual effect. 
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Furthermore, the word frequency cloud was plotted to show the most occurring word during the 

research interviews. The research questions that made up the study were also tested, and it was discovered 

that it conforms with the result of the interviews. The word cloud is plotted in Figure 3. As shown below, the 

word cloud is a chart that shows the most frequently occurring words in a research interview. From the visual 

text image below, it can be observed that words such as “websites”, “use”, “marketing”, and “intelligence”. 

were some of the words that appear most throughout the entire interview process. Next, the major findings of 

the research were highlighted briefly by the author. From the codes derived and themes generated the four 

important observations were made. 

 

 

 
 

Figure 1. Categories of coding and themes generated 

 

 

3.1.  The three artificial intelligence websites are interactive 

From the analysis of the interview results that was conducted it was discovered that the three 

artificial intelligence powered websites (Amazon, Alibaba and Uber) that was used in this study were 

interactive and user-friendly. This is because many of the participants indicated that the website was simple 

and very easy to perform transactions remotely. From the results found it was observed that about 90% (18) 

of the participants indicated that the three websites were interactive enough while the remaining 10% (2) 

participants indicated that the websites are not interactive enough. The participants contended that the 

websites were not interactive enough argued that the interactive features are somewhat confusing especially 

for a non-techie or an uneducated person as different pop-ups keep showing up. These pops-ups can easily 

deviate users from the main activity that brought them to the websites. For instance, participant 5 insisted that 

frequent pops-up in form of adverts made it difficult to navigate the site at times. 
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Figure 3. Word cloud 

 

 

3.2.  Artificial intelligence website is not safe and secured enough 

Based on the participants' interview result, the researcher discovers that AI websites were not safe 

and secured enough for the majority of the participants. More improvements need to be done in this case to 

gain customers trust and safety when using the websites. It was observed that 13 participants explained that 

they do not feel safe and secured when using AI websites. This is due to the potentials of hacking, activities 

of fraud and a whole host of other security issues. However, 5 participants explained that they feel safe and 

secured when using AI websites, especially the three websites used for this study. They argued that these 

websites are safe and secured due to some embedded security features and the good credibility’s that the 

companies have maintained over the years. This implies that these tech companies have better equipped and 

sophisticated systems that limits fraud and other security issues on their site. However, as for respondent 17, 

she argued that her safety and security depend on the type of activity that she performs on the web. She 

explained that she is indifferent and easily get frightened when asked during a transaction to release sensitive 

information’s like card details, banks. 

 

3.3.  Artificial intelligence websites are organized and easy to use 

From the result analysis, it was discovered that artificial intelligence powered websites were found 

to be very organize and easy to use. This is because all the participants unanimously voted and explained that 

the websites were very easy to use from their respective experiences. Some of the reasons put forward for 

this was that that they save time, provide convenience chat box, reliability, and easy accessibility to their 

customers. These responses do not come as a surprise because the three websites generally make it easier for 

customers to perform transactions (Amazon and Alibaba) or to carry out services (Uber) that otherwise 

would have been complex and stressful to do. The integration of AI and its various features in these business 

models eradicate the need for physical transactions in some cases. For instance, Amazon and Alibaba makes 

it easier to simply order products and get it shipped to one’s doorstep without any hassles. Similarly, Uber 

eradicate the needs for the traditional taxi system which has varying problems and identity issues. 

 

3.4.  Artificial intelligence will impact and boost global digital market output in future 

From the interview result analysis, it was discovered that all the 20 participants suggested that 

artificial intelligence will boost global digital marketing activities in future. Various reasons and explanations 

were put forward by each participant to buttress this point. Some of the major reasons that were given include 

possible increase in total output and production capacities across the world, rapid advancement in recent 

technologies such as machine learning and augmented visual reality, the cost-effectiveness and reducing 

costs of integrating AI in businesses, and potential of reaching global audience/target market. Based on these 

points, each participant argued that they were convinced that AI will boost and increase digital marketing 

output in the future. Attached below is the frequency graphic representation of respondent responses.  
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4. CONCLUSION 

This study was done to investigate the impact of artificial intelligence on website interactivity and 

the ease of use for enhancing digital marketing performances. Then the study proceeded to use the structured 

interview method as a significant source of data collection. This method was chosen because it fits well into 

the aim and objective of the overall research. Major findings from the study suggested that the three artificial 

intelligence powered websites were interactive enough for customers to perform transactions. The results 

further showed that some participants don’t believe that the websites were safe and secured enough. These 

findings and other ones in the study present new knowledge in the areas of digital marketing as they haven’t 

been investigated before. 

 

 

5. IMPLICATIONS AND DIRECTIONS FOR FUTURE RESEARCH 

This study suggests that there is a need to integrate AI in the marketing functions to improve the 

performance of businesses. Thus, the study hereby recommends more digital marketing companies to 

consider integrating artificial intelligence capabilities in their business operation. This is because it ensures 

effectiveness, boost productivity, and significantly reduces the cost of performing business operations. 

Secondly, more securities features should be embedded in AI-powered websites to help customers in calming 

the fears of insecurities such as hackers, and advanced fee fraud. 

Future empirical research could focus on examining the linkages between artificial intelligence and 

digital marketing with a much wider perspective and samples from specific areas. Also, future research could 

be done to offer insights and discussions about how the COVID-19 pandemic impacted and increased the 

usage of artificial intelligence in marketing activities to reduce physical touches and maintain social 

distancing rules.  
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