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Subject: Al in Marketing - BCOMM16323

Type of course: Major (Core)

Prerequisite: . .
Basic knowledge of marketing concepts and familiarity with digital platforms (social media, e-

commerce)

Rationale:

Al in marketing is designed to equip students with knowledge and practical skills of Al applications
in marketing, preparing them for technology-driven business environments.

Teaching and Examination Scheme:

Teaching Scheme Credits Examination Marks

SEE CCE Total Marks
cl 4 P & Theory | Practical | \sE ALA
3 0o | 2 4 » & 30 70 200

CI-Classroom Instructions; T — Tutorial; P - Practical; C — Credit; SEE - Semester End

Legends:
MSE- Mid Semester Examination; V — Viva; CCE-Continuous and Comprehensive

Evaluation;
Evaluation; ALA- Active Learning Activities.

3 Credits * 25 Marks = 75 Marks (each credit carries 25 Marks) Theory

I Credits * 25 Marks = 25 Marks (each credit carries 25 Marks) Practical
SEE 100 Marks will be converted in to 50 Marks

CCE 100 Marks will be converted in to 50 Marks

It is compulsory to pass in each individual compdnent.
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Course Content:

Sr. Course content Hrs. | %
No " | Weightage

Introduction to Al in Marketing & Its Application in Marketing:

Meaning of Artificial Intelligence (Al) in simple terms, Difference
between traditional marketing and Al-driven marketing, Real-life
examples  (Chatbots, Amazon recommendations,  Netflix
l personalization, Google Ads targeting), Importance of Al for today’é
marketers, Al in email marketing (timing, subject line suggestions,

segmentation), Al in digital advertising (Google, Meta Ads,

programmatic advertising)

Al Tools and Consumer Behaviour:

Customer data analysis and insights, Chatbots and virtual assistants in
customer service, Personalized product recommendations, Predicting
2 customer preferences using Al, Sentiment analysis (social media 15 &
monitoring, customer feedback), Enhancing customer engagement

through personalization, Al-driven loyalty programs

Al'in Market Research & Decision Making:

Al for competitor analysis, Al for customer surveys & feedback
analysis, Trend forecasting using Al tools, Case examples from real
companies (Coca-Cola, Amazon, Swiggy, Zomato), Al in pricing
3 decision (dynamic pricing models used by airlines, hotels, e- 13 25
commerce), Al in Product development (using consumer insights to
design or improve products), Al in sales forecasting (predicting future

sales and demand patterns for better inventory management)

Ethical & Practical Considerations:

Privacy issues in using customer datas Bias in Al algorithms,
Challenges in Al adoption for small businesses, Role of human touch
vs. Al in marketing, Transparency and trust issues (consumers
demanding to know when Al is used), Job displacement and skill gaps

(impact of Al on marketing employment)
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Continuous Assessment:

St | Active Learning Activities Marks
No

Al around us
Students will prepare a short write-up (1-2 pages) or infographicon “Where do |
we see Al in daily life as consumers?”(e.g., Amazon recommendations, 10
Netflix, Instagram reels, Swiggy/Zomato). Students will include at least 3 real-

life examples with screenshots/pictures and upload on GMIU web portal.

Usage of free AI marketing tool

In small groups, students will explore a free Al marketing tool (e.g., Canva Al,
2 | ChatGPT, Mailchimp Al, HubSpot Al) and demonstrate one use case (such as 10
creating an ad poster, personalized email subject lines, chatbot replies).Upload

it to GMIU web portal.

Consumer Survey

Students conduct a mini survey (10-15 respondents, classmates/friends) on
3 | “How comfortable are consumers with Al-based personalization 10
(recommendations, ads, chatbots)?” Present findings in a simple chart or table

and upload to GMIU web portal.

Case Study

Each student picks one company/brand (local or global) and writes a short case
4 | analysis on how it uses Al in marketing research (e.g., Coca-Cola for consumer 10
insights, Netflix for predicting viewer interest, Swiggy/Zomato for demand

forecasting).Upload it on GMIU web portal.

Al ethics reflection
Students will prepare a short note on “Ethical and Privacy Issues in Al
5 | Marketing.” Each student will describe one real-life example of an ethical or 10

privacy concern, explain its impact, and suggest one solution. Upload the
report on the GMIU web portal.
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. Group project
' Students must design a simple Al-based marketing campaign for a product }
(example: new café, college fest, clothing brand). They should use at least one "
8 Al tool (ChatGPT for copywriting, Canva Al for posters, Mailchimp Al
foremails) and present the campaign in class. Prepare a report of the activity
and upload it on GMIU web portal.
7 | Attendance 10
Total 70

Suggested Specification table with Marks (Theory): 100
Distribution of Theory Marks

(Revised Bloom’s Taxonomy)

Remembrance | Understanding | Application | Analyze | Evaluate Create (C
Level (R) () (A) ™ | ® 2
Weightage 20% 20% 20% 30% 10% -

Note: This specification table shall be treated as a general guideline for students and teachers. The
actual distribution of marks in the question paper may vary slightly from the above table.

Course Outcome:

After learning the course, the students should be able to:

Gain knowledge of the basic concepts, tools, and applications of Artificial Intelligence in

ol the field of marketing and understand how it differs from traditional approaches.

Apply simple Al-based tools to create marketing content, campaigns, and customer
engagement strategies.

CO3 Interpret how Al helps in predicting customer needs, personalizing experiences, and
improving market research for better managerial decisions.

CO2

cOa | Develop awareness of the opportunities and challenges of Al (privacy, bias, ethical
concerns) and learn to balance technology with human creativity and judgment.
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List of Practical:

Unit
Sr. Description No Hrs.
No .

Practical 1: Introduction to Al in Marketing: Tool: ChatGPT
Practical 2: Al-Based Content Creation: Tool: ChatGPT / Canva Al 1-4 6

Practical 3: Al in Email Marketing: Tool: ChatGPT

Practical 4: Al-Based Chatbot Design: Tool:Tidio / Chatbase

Practical 5: Al-Based Consumer Data Analysis: Tool: Google Forms

+ ChatGPT 4 A
2 Practical 6: Sentiment Analysis: Tool: ChatGPT / MonkeyLearn -

Practical 7: Al in Customer Personalization: Tool: Amazon / Netflix

Ul Study
Practical 8: Al-Based Loyalty Program Design: Tool: Excel + Al

prompt
Practical 9: Al in Trend Forecasting: Tool: Google Trends
Practical 10: Al in Competitor Analysis: Tool:SimilarWeb / SEMrush | | _4 8

3
Practical 11: Al-Based Customer Survey: Tool: SurveyMonkey /
Forms Al
Practical 12: Al-Based Sales Forecasting: Tool: Excel + ChatGPT
Practical 13: Al Bias Identification: Tool: ChatGPT
Practical 14: Privacy & Ethical Analysis: Tool: Website Privacy
4 | Policy 1-4 8

Practical 15: Human vs Al Decision Making: Tool: Role-play / Case
study

Total 30
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Instructional Method:

The course delivery method will depend upon the requirement of content and the needs of students.
The teacher, in addition to conventional teaching methods by black board, may also use any tools
as demonstration, role play, Quiz, brainstorming, MOOC:s etc.

From the content 10% topics are suggested for flipped mode instruction. Students \yill use
supplementary resources such as online videos, NPTEL/SWAYAM videos, e-courses. The internal
evaluation will be done on the basis of Active Learning Assignment.

such

Practical/Viva examination will be conducted at the end of semester for evaluation of performance
of students in the laboratory.

Reference Books:

[1] Roetzer, P., & Kaput, M. (2022). Marketing Artificial Intelligence : Al Marketing, and the

Future of Business.Benbella Books.
[2] Upadhyay, M. A., & Chitnis, P. (2021, January). Modern Markeing Using AIl. BPB

Publications.
[3] Hamed Taherdoost, & Mitra Madanchian. (2025). A/ Marketing. CRC Press.
[4] Loeffler, L., &Didner, M. (2020). The Modern AI Marketer. Pam Didner.
[5] Venkatesan, R., &Lecinski, J. (2021). The Al marketing canvas : a five-stage road map to

implementing artificial intelligence in marketing. Stanford Business Books.

Al in Marketing - BCOMM 16323 Page 6 of 6

(¥ Scanned with OKEN Scanner



