
DOI: 10.4018/IJIDE.292010

International Journal of Innovation in the Digital Economy
Volume 13 • Issue 1 


Copyright©2022,IGIGlobal.CopyingordistributinginprintorelectronicformswithoutwrittenpermissionofIGIGlobalisprohibited.



*Corresponding Author

1

Perceived Usefulness and Ease 
of Use of Artificial Intelligence 
on Marketing Innovation
Maruf Fatima Sadriwala, Sir Padampat Singhania University, India

Kaneez Fatima Sadriwala, University of Nizwa, Oman*

ABSTRACT

Marketers may have several objectives including the increase in market share, profitability,
sustainability,greenbehavior,andinnovation.Manyobserversbelievethatforinnovation,artificial
intelligence(AI)andmachine learning(ML)capabilitiesplayavital role indevelopinggeneral-
purposetechnologieswhichimpacttheeconomyandsocietyatlarge.Thepresentstudyexaminesthe
influenceofperceivedusefulnessandeaseofuseofartificialintelligenceonmarketinginnovation.
Thebasemodelunderlyingthisresearchistechnologyacceptancemodel.Partialleastsquares(PLS)
hasbeenusedtoestablishtherelationshipamongvariables.Across-sectionalempiricalevidencehas
beencollected.Theresultsindicatethatthereisasignificantpositiverelationshipbetweenperceived
usefulnessofartificial intelligenceandmarketing innovation.Therefore, theauthors recommend
marketersandproducersgivedueattentiontooverallmarketinginnovationandartificialintelligence-
generatedinformationforsustainability.
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INTRoDUCTIoN

TherelationshipbetweenPerceivedUsefulnessandPerceivedEaseofUseofArtificialIntelligence
(AI)onMarketinginnovationisrecentrequirementforthemarketers.Itisalsoaphenomenonthat
hasnotbeenstudiedmuch in thepast.Manyobserversbelieve thatmarketing isakeydriverof
consumption(Semprebon,Mantovani,Demczuk,SoutoMaior&Vilasanti,2019).Whileartificial
intelligencehasbeenused inmany fields,marketing innovation isa fieldwhere ithasnotbeen
exploredbyresearchers.Althoughmanycompanieshavealreadyadoptedtechnologiesrelatedto
artificialintelligenceintheirworking,theeffectofuseofartificialintelligenceindifferentindustries
andtheperceptionofusersremainsunexplored.Itiscommonknowledgethatartificialintelligence
isnotnewinpracticeandhasgrownexponentiallyinthepastfewdecades.Thisresearchtopicgains
importancebecauseartificialintelligencetechnologiesarechangingeveryaspectofourlivesand
transformingourindustries.
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IndustriesneedtochangewiththerisingnewtrendofAItostayrelevantinthebusiness(Lee,
Suh,Roy&Baucus,2019).Someof themanynewinnovationsawaited in the fieldofartificial
intelligenceincludevoicerecognition;itisprojectedtodeveloptothepointwhereitwillbeable
todetectemotions.Forexample,GooglehomeandAlexawillbeabletotelltheemotionalstateof
thepersonthroughevolvedmachinelearning,thisinturnwillleadtonovelinnovationsinmany
industrieswheresmartdeviceswillbeabletodetectmentalhealthofusersthroughspeechdetection
andstudyingtrendsinemotionalstate.Inthisapproachartificialintelligencecanbedefinedasaform
andpurposethatmakesanetpositivecontributiontosocietyandmarketinginnovationintermsof
socialandeconomicdevelopment.

Inthefuture,artificialintelligenceislikelytosustainablychangebothmarketingstrategiesand
customerbehavior.ThispaperaddressestwoofthefactorsoftheTechnologyAdoptionModel(Davis,
1989)whichisPerceived UsefulnessalongwithEase of Useofartificialintelligencetechnologiesthat
mightaffectmarketinginnovation.Theperceivedusefulnessofartificialintelligencetechnologies
dependsonhowthemarketersseetheresultofadoptionofartificialintelligenceaswellasthetrends
thatprevailintheindustry.

Technology Acceptance Model (TAM)
TAMisoneof the first fewmodelson technologyacceptancebehaviorproposedbyDavis
in1989thattriestopredictthefactorsthatinfluencetheacceptanceofnewtechnologyby
users.Researchesover thedecadeshaveproved the robustnessof themodelbyusing it in
multitude of industries and demographics (Lu, Yu, Liu & Yao, 2003; Hu, Chau, Sheng &
Tam,1999;King&He,2006;Marangunić&Granić,2015).Thetheorybasesitselfontwo
primaryvariablesthatarePerceivedUsefulnessandPerceivedEaseofUse.Figure1below
showstheoriginalTAMModel(Davis,1989).Whatare thefactors thatmightmotivatean
individualtoadoptanewtechnologyorshifttoanalternativetechnologydependsonwhether
theindividualperceivesthetechnologytobebeneficialtotheminacertainwayanddeems
itworthspendingthetimetolearn?

LITERATURE REVIEw

Forthepurposeofliteraturereview,thedatabase‘Masader’wasused,theBoolean/phrasesused
forsearchingdataweremarketing innovation through the use of artificial intelligence,perceived 
usefulness and ease of use.ThelimitersusedwereFull text, references available, scholarly (peer 
reviewed) Journals, Published years 2015-2020.

Figure 1. TAM Model (Davis, 1989)
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