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ABSTRACT

The purpose of this article is to conduct a detailed analysis of the integration of Artificial Intelligence (AI) marketing to get brand recognition for social 
business. It has been seen that AI is immensely popular with businesses these days. This article mainly focuses on the use of AI marketing elements to 
increase brand recognition for social businesses, which are not very well-known to consumers in Bangladesh. No research was done previously focused 
on the impact of these variables on Social Business. This study makes use of a quantitative research approach that includes a survey questionnaire 
consisting of seven-point Likert scales. Inferential statistics have been used to explain the kind of impact AI may have on brand recognition for social 
businesses. The authors have approached 500 respondents from 25th February 2021 to 15th March 2021 and got close to an 81% response rate, 403 
responses. With the support of SPSS, the collected answers from the sample were analyzed. The results show that integration of AI marketing strategies 
will play a significant role in leading to increase brand awareness and recognition for social business. This research will add a new perspective in the 
existing literature in the field and allow the professionals to integrate AI marketing elements to achieve improved brand recognition. This study 
will additionally encourage establishing of more social businesses ultimately benefiting society.

Keywords: Artificial Intelligence Marketing, Brand Awareness, Brand Recognition, Social Business, Social Businesses in Bangladesh. 
JEL Classifications: M31, L31

1. INTRODUCTION

Artificial Intelligence (AI) has received noteworthy growth and 
interest over the years, and businesses are benefitting greatly due to 
the implementation of AI. AI is highly supported by entrepreneurs 
and consumers as well (Black and Ferolie, 2019). It is believed by 
many that AI has the potential to change the way marketers make 
strategies and the way consumers behave. AI is the imitation of 
human intelligence in machines, which are set to think like people 
and repeat their actions. Machine learning is considered a subset 
of AI (Grewal et al., 2020). Social businesses are those enterprises, 
which have some aims to benefit society besides making profits. 
Social businesses investigate earning maximum profits, besides 
maximizing all the benefits that they can offer society. The profits 
earned by social businesses are used for funding that is needed for 
the operation of social programs (Davenport et al., 2020).

It has been found from recent studies that AI marketing is 
becoming a popular concept in the business world. It has also been 
seen that it can critically affect social businesses when it comes to 
social businesses achieving brand recognition. This paper aims to 
create awareness of the existence of social businesses, as they are 
not very well-known to consumers (Kong, 2017).

Although social businesses operate with a cause of benefitting 
society, they also must face several challenges. Several studies 
have shown that social businesses struggle due to the lack of 
funding and financial support. Most social businesses face 
hardships in arranging startup finance. Social businesses are held 
accountable for several actions as well (Richter, 2019). Some 
massive social businesses such as Grameen Bank in Bangladesh 
had faced several criticisms that they charge higher interest rates 
from the poor. Big Issue, another social business faced criticism 
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for profiting off the money made by poor people besides having 
their source of profits. Although both the social businesses are 
greatly successful even today and continue doing their social 
activities, they also must take accountability on several occasions 
as questions are raised on what they are doing (Alon et al., 2020).

Some studies have also suggested that there are some challenges of 
AI marketing as well, which need to be taken into consideration. It 
needs to be implemented consciously, keeping in mind the possible 
challenges it comes with and how those challenges can have an 
impact on the organization. AI would make the businesses more 
updated with the latest technology and would also help improve 
customer engagement activities (Urban and Gaffurini, 2018).

2. LITERATURE REVIEW

2.1. Artificial Intelligence Marketing
Several businesses, followed by the marketing teams working with 
them are speedily implementing smart technological solutions to 
boost the efficiency in their operations, which automatically leads 
to an increase in customer satisfaction (Venkatesan and Lecinski, 
2021). With the help of these platforms, marketers are being able 
to attain more comprehensive knowledge of the audience they are 
targeting. AI marketing is a unique concept in the business world, 
that is greatly achieving popularity. However, no research has been 
done on this field before (Conick, 2017).

AI marketing has brought in a lot of benefits to businesses as it helps 
build customer engagement better. Elements of AI Marketing include 
Machine Learning, Big Data and Analytics, and AI platform solutions 
(Wirth, 2018). However, such advanced technology does not always 
come with benefits only. There are some challenges to it. Marketers 
need to know very well how they are implementing AI in their 
operations and campaigns, as the development and implementation of 
the AI tools are still at their initial phase (Jarek and Mazurek, 2019). 
These tools need to be trained to learn the goals of the organization, 
preferences of consumers, trends, etc. They do not know everything 
automatically. Privacy of data is a great concern when AI marketing 
is involved. Marketing teams must use consumer data ethically to 
avoid the risk of a negative brand image (Overgoor et al., 2019). AI 
marketing makes use of technologies linked to AI that help them 
make programmed decisions by considering the data collection, 
analysis, and more interpretations of the target consumers and the 
trends in the economy, which might influence marketing strategies. 
Often, AI is preferable in marketing areas that require speed (Paschen 
et al., 2019). AI tools make use of data and the profiles of consumers 
to understand the best ways to communicate with them. Once that is 
done, these tools also send customized messages to the consumers 
when the time is right, and for this to be done, marketing team 
members do not need to intervene at all – this, therefore, ensures the 
maximum amount of efficiency (Shaily, 2021). Therefore,

H1: There is a relationship between elements of AI Marketing and 
Brand Recognition of Social Business.

2.2. Social Business
A social business aims to work towards a social cause. The 
investors that invest in social businesses do not aim to only make 

profits, but also benefit society besides making profits. These 
businesses aim to operate with the vision of value creation for 
society. Social businesses encourage innovation, uniqueness, and 
social responsibility (Schweizer et al., 2017). One of the biggest 
considerations made by social businesses is cost-effectiveness, 
which is also a great challenge for them. It is easier for social 
businesses to come up with marketing campaigns because their 
campaigns would involve tackling problems in the environment, 
which is a noble cause, and would easily attract the attention of 
the consumers. Social businesses can be carried out in any area of 
business, but the sectors that attain more priority to become social 
businesses are sectors such as healthcare, education, housing, 
financial services to the needy, nutrition (Ostertag, 2018).

Success for social business is not governed based on profits made. 
Rather, social businesses are considered successful when they can 
create more impact through the positive changes, they have been 
able to bring in. The concept of social business in Bangladesh 
was started by Muhammad Yunus, who wanted to overcome the 
challenges and lacking capitalism. This is because capitalism is 
focused only on making profits and ignores every other side of the 
business (Todaria, 2017). However, some researches have shown 
that social business faces a tough time when managing investments. 
This is because it is quite difficult to convince investors on fact 
that they would not be receiving returns immediately after their 
investment (Tate and Bals, 2018). Social businesses are also 
distrusted most of the time. The public raises questions on their 
actual intentions most of the time. Remaining true to the mission 
of social businesses is also a challenge for them, as they must be 
strongly focused on benefitting society instead of maximizing 
profits (Peerally, 2019). It can be said that AI marketing can help 
these businesses to aware customers of their intentions. Thus,

H2: There is a relationship between elements of AI marketing and 
Brand Awareness of Social Business.

2.3. Brand Awareness
Brand awareness is a term used in marketing that describes the 
level of customer recognition of products by their names. The 
creation of brand awareness is an important step in the promotion 
of a new product or stimulating an existing brand (Foroudi, 2019). 
The awareness of a particular brand might also involve the qualities 
of the product that differentiate it from the products of the rivals. 
Brands that offer products and services that can maintain a higher 
level of brand awareness are more likely to be able to generate 
higher sales. When consumers are provided with choices, they are 
more likely to choose the product that is known by everyone over 
one that is not remarkably familiar (Bilgin, 2018). However, it is 
also highly likely that brand awareness can limit the popularity 
of a particular product to a particular zone, and after that, there 
are no more options for moving forward and creating more 
awareness. It is also possible that consumers are unable to relate 
to a brand despite it being well-known. If consumers do not feel 
a connection with a brand, they are likely to switch to a different 
brand (Shabbir et al., 2017).

If businesses are successfully able to establish brand awareness, 
then they have a powerful marketing strategy, which then leads 
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consumers to develop a preference towards the brand and its 
products. When companies are considering product differentiation, 
brand awareness plays an especially important role in that aspect 
(Molinillo et al., 2017). This will lead to better brand recognition 
which is an ingredient of brand awareness. Therefore,

H3: There is a relationship between Brand Awareness and Brand 
Recognition of Social Business.

2.4. Brand Recognition
Brand recognition is the term that is used to explain consumers’ 
ability in being able to identify a specific brand by its characteristics 
over the competitors’ brands. Brand recognition is a concept 
that is used by businesses in their marketing and advertising 
campaigns. This concept is successful when consumers are easily 
able to recognize the brand through cues related to the brand – 
either visual or auditory (Rahman et al., 2020). These cues can 
include logos, packaging, slogans, etc. Most companies often 
conduct thorough market research to determine the success of 
their strategies for brand recognition. A huge amount of money 
and a lot of time are invested by companies for their brand 
recognition strategies to work out successfully. For the brand 
recognition strategies to work out perfectly, brands need to find 
a way through which they can make their consumers recall their 
brand. Brand recognition helps companies to build the trust of 
their consumers (Pidhurska, 2020). However, brand recognition 
can be quite expensive for companies as it involves a high amount 
of market research. Some businesses invest in this strategy and 
still fail to hold their consumers and therefore the expense of this 
strategy is not very profitable for them (Rhie, 2019). This can also 
be a challenge for businesses when they are trying to come up 
with a different product and trying to target a different customer 
segment. When a brand is already recognized by the consumers 
in a specific way, it is quite difficult to change that perspective 
of consumers (Kavita and Haran, 2019). Thus,

H4: Brand Awareness mediates that there is a relationship between 
elements of Artificial Intelligence (AI) Marketing and Brand 
Recognition of Social Business (SB).

3. RESEARCH METHODOLOGY

There has been no previous research on this topic, therefore, the 
authors cannot compare the research method for this study with 
any other. The research approach used by this study will be a 
quantitative one. The conceptual model for this study shows the 
independent variable – AI marketing, which has three components, 
the mediating variable – brand awareness, and the dependent 
variable – brand recognition for SE (Figure 1).

The research method most appropriate for this study was to 
conduct a survey. In the survey research conducted by the authors, 
the questionnaire was given out to the respondents. It was required 
for the questionnaire to be suitably constructed to conduct a survey 
that is considered both reliable and valid (Klaus, 2020). The 
research also contains some testable hypotheses. This technique 
is known as an interactive technique, which is applicable when 
a study observes two or more variables. The respondents for the 
questionnaire were reached through social media (Ma and Sun, 
2020). Thus, the authors have used a non-probability sampling 
technique.

3.1. Research Approach
The approach implemented by the authors for this research is 
a deductive one. The focus of this research is on a quantitative 
analysis, which required the authors to gather primary data with 
the help of survey questionnaires.

3.2. Sampling
3.2.1. Target population
The target population for this study is infinite, and the respondents 
are all Bangladeshi. Amidst the infinite target population, different 
respondents came from different backgrounds. However, since the 
authors had a time constraint, the survey was conducted among 
the friends and known people of the authors. The questionnaires 
were distributed to the respondents through social media.

3.2.2. Sampling technique
The sampling technique used by the authors was the non-
probability convenience sampling technique. In this method, there 

Figure l: Conceptual framework of the study 

Source: Developed for this study
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Table l: Respondents profile
Demographics Percentage
Gender

Male 53.4
Female 45.1
Other 0.9
Prefer not to say 0.6

Age category
18-28 74.7
29-39 20.1
40-50 2
51-60 1.2
60+ 2

Educational background
High school 15.4
Graduate 49.4
Postgraduate 23.6
Doctorate 2.2
Other 18.4
Prefer not to say 3.2

Table 2: Reliability results
Case processing summary
Cases n %
Valid 403 100.0
Excludeda 0 0.0
Total 403 100.0
aListwise deletion based on all variables in the procedure.

Reliability statistics
Cronbach’s 
alpha

Cronbach’s alpha based 
on standardized items

n of items

0.657 0.678 6

Item-total statistics
Scale mean if 
item deleted

Scale variance 
if item deleted

Corrected item-
total correlation

Squared multiple 
correlation

Cronbach’s alpha 
if item deleted

Artificial_Intelligence 13.4541 14.482 0.393 0.272 0.638
BigData_and_Analytics 14.1762 16.907 0.238 0.101 0.680
AI_Platform 13.7072 14.586 0.457 0.214 0.626
Machine_Learning 12.6873 14.599 0.257 0.175 0.669
Rev Brand_Awareness 11.9479 16.960 0.051 0.021 0.657
Brand_Recognition 13.9777 15.898 0.424 0.223 0.601

is the possibility of the choice of respondents to be unplanned, or 
even unfamiliar. This sampling technique was used by the authors 
because the data was gathered from a target population that was 
available to the authors. The author reached the respondents of 
the survey through social media platforms such as Facebook, 
Whatsapp, Instagram, etc.

3.2.3. Sampling size
The sampling size for this research is 403. This sample size is 
highly approved by other researchers.

3.3. Questionnaire
The authors had established a questionnaire as a tool for the 
collection of data. There were 5 questions to understand the profile 
of the respondents and 8 survey questions in the questionnaire. 
Each of the survey questions was based on the variables of the 

study. The questionnaire was designed to analyze the impact of 
AI marketing on brand recognition for SB. The responses for 
the questionnaire were put using a Likert Scale, starting with 
“Strongly Agree” and ending with “Strongly Disagree.” The full 
questionnaire is available in the Appendix.

4. DATA ANALYSIS

4.1. Respondents Profile Analysis
Respondents’ nationality is required to be from Bangladesh. To 
understand the validity of the data the authors asked few more 
questions to know how well the respondents are aware of what 
social businesses are and the concept of Artificial Intelligence. 
86.4% of the respondents said they know what social businesses 
are and 90.1% of the respondents understand the concept of AI. 
The other demographic features are offered in the below Table 1. 
From the Table 1 below, 74.7 people belong to the age group of 
18-28, and 49.4% of the respondents at least did their bachelor’s. 
This certainly does not signify a close-by state for the people of 
Bangladesh. This is one of the restraints for this research, which 
was affected due to the convenience sampling technique.

4.2. Reliability Analysis
Cronbach alpha is a useful statistic to calculate the reliability of 
multiple-question Likert scale surveys. IBM SPSS, 26th version 
was used to estimate the reliability of the conducted survey. To 
inspect the reliability coefficient, Cronbach’s alpha reliability test 
was conducted. The Reliability analysis is significant to test and 
check the scales’ internal consistency in the survey (Malhotra, 
2009). By taking the total sample of the study, the reliability has 
been measured. The reliability test exposed the Cronbach alpha’s 
value for the 5 variables of this study to range from a minimum of 
0.626 to a maximum of 0.680. Even though it is better to have an 
alpha value of more than 0.07 (Pallant, 2013), however, Malhotra 
(2009) claims that the scales are still considered reliable if there 
are alpha values of 0.06 or above. As one of the questions was 
asked in an inverted manner, those answers for that question have 
been reversed coded as well to maintain consistency. Thus, all the 
scales are found to be reliable and internally constant for this study. 
The overall Cronbach Alpha score came to 0.678. The outcomes 
of the variables are presented in the Tables 2-4:

4.3. Hypothesis Testing (via SPSS)
Bivariate and multiple regression analyses have been applied for 
H1, H2, H3, and H4. Five main variables have been derived from 
the items under the 4 hypotheses of the conceptual framework. 
In the following segments, the results of all the hypotheses tests 
are shown.
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Table 3: Multiple regression analysis to test H1
Model summary
Model R R Square Adjusted 

R Square
Std. Error of 
the Estimate

1 0.470a 0.220 0.213 0.94187
aPredictors: (Constant), Artificial_Intelligence, BigData_and_Analytics, Machine_
Learning, AI_Platform

Scale statistics
Mean Variance Std. deviation n of Items
11.9479 16.960 4.11825 6

ANOVAa

Model Sum of squares df Mean 
square

F Sig.

1
Regression 99.866 4 24.966 28.143 0.000b

Residual 353.072 398 0.887
Total 452.938 402

aDependent variable: Brand_Recognition
bPredictors: (Constant), Artificial_Intelligence, BigData_and_Analytics, Machine_
Learning, AI_Platform

Coefficientsa

Model Unstandardized coefficients Standardized 
coefficients

t Sig.

B Std. Error Beta
1

(Constant) 0.720 0.140 5.136 0.000
BigData_and_Analytics 0.176 0.041 0.196 4.301 0.000
Machine_Learning 0.022 0.031 0.034 0.705 0.481
AI_Platform 0.236 0.053 0.249 4.422 0.000
Artificial_Intelligence 0.143 0.048 0.166 3.004 0.003

a. Dependent Variable: Brand_Recognition

H1: There is a relationship between elements of AI Marketing and 
Brand Recognition of Social Business.

To measure the relationship between the independent variables 
(elements of AI marketing) and dependent variable (Brand 
Recognition) a multiple regression analysis using the Enter Method 
was performed. A significant model emerged (F4, 398 = 28.143, 
P < 0.005). Here the Adjusted R square = 0.213. The significant 
variables that emerged from the results are shown below. The 
results show that among all the AI marketing elements, AI Platform 
and Big Data and Analytics have the strongest relationship. 
However, one element of Machine learning having a P = 0.481 
is proving to insignificant. Nevertheless, the factor AI techniques 
have a positive correlation with the independent variable, moreover 
the overall significance level is at P < 0.000 which is supporting 
the hypothesis. There is a direct effect of the independent variables 
(AI Platform and Big Data and Analytics) with the dependent 
variable (Brand Recognition).

H2: There is a relationship between elements of AI and Brand 
Awareness of Social Business.

To measure the relationship between the independent variables 
(elements of AI marketing) and dependent variable (Brand 

Awareness) a multiple regression analysis using the Enter Method 
was performed. A significant model emerged (F3, 399 = 28.399, 
P < 0.005). Adjusted R square = 0.210. The significant variables 
that emerged from the results are shown below. The results 
show that among all the AI marketing elements, AI Platform 
has the strongest relationship, then Machine learning has a good 
relationship, and then Big Data and Analytics has a relatively 
weaker relationship with the dependent variable Brand Awareness. 
But all the variables do have a relationship, hence supporting the 
hypothesis.

H3: There is a relationship between Brand Awareness and Brand 
Recognition of Social Business.

To test H2, the following bivariate regression analysis showing 
the relationship between the independent variables (Brand 
Awareness) and the dependent variable (Brand Recognition). 
R Square of 0.232 shows an average correlation between the 
mediator variable and the criterion variable. In the Anova Tables 5 
and 6, a significant model emerged (F1 398= 59.947, P < 0.0005). 
Adjusted R square = 0.228. Beta value.471 indicates a positive 
correlation between Brand Awareness and Brand Recognition of 
Social Business. This means that the more people will be aware 
of the SBs the better brand recognition these companies will have. 
The result shows a positive relationship as the significance score 
of 0.000, shows that the association is significant at P < 0.01.

H4: Brand Awareness mediates that there is a relationship between 
elements of AI) Marketing and Brand Recognition of Social 
Business (SB).

As recognition of the importance of mediation analysis has 
increased, researchers have developed advanced statistical and 
conceptual models to investigate mediated effects (MacKinnon, 
2008). To test the mediating effect of Brand Awareness in this 
model multiple regression analysis was performed. Brand 
Awareness is a mediator that explains the underlying mechanism 
of the relationship between AI marketing techniques (IV) and 
Brand Recognition of SB (DV). A significant model emerged 
(F4, 398 = 25.699, P < 0.005). Adjusted R square = 0.297. The 
significant variables that emerged from the results are shown 
below. The results show that the effect of AI marketing techniques 
on Brand Recognition still exists, but in a smaller magnitude, 
Brand awareness partially mediates between AI marketing 
techniques and Brand Recognition.
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Table 4: Multiple regression analysis to test H2
Model summary

Model R R 
square

Adjusted 
R square

Std. error of 
the estimate

1 0.333a 0.218 0.210 0.70461
aPredictors: (Constant), Machine_Learning, BigData_and_Analytics, AI_Platform

ANOVAa

Model Sum of 
squares

df Mean 
square

F Sig.

1
Regression 86.909 3 24.970 28.399 .001b

Residual 159.374 399 2.906
Total 180.283 402

aDependent Variable: Brand_Awareness
bPredictors: (Constant), Machine_Learning, BigData_and_Analytics, AI_Platform

Coefficientsa

Model Unstandardized 
Coefficients

Standardized 
Coefficients

t Sig.

B Std. 
Error

Beta

1
(Constant) 0.830 0.145 5.852 0.001
BigData_and_
Analytics

0.190 0.073 0.162 1.221 0.023

AI_Platform 0.252 0.034 0.299 4.813 0.000
Machine_
Learning

0.021 0.056 0.288 3.813 0.007

aDependent Variable: Brand_Awareness

Table 5: Bivariate regression analysis to test H3
Model summary

Model R R Square Adjusted 
R Square

Std. Error of 
the Estimate

1 0.471a 0.232 0.228 1.51020
aPredictors: (Constant), Brand_Awareness,

ANOVAa

Model Sum of 
squares

df Mean 
Square

F Sig.

1
Regression 136.747 1 136.747 59.947 0.000b

Residual 426.491 398 2.281
Total 563.238 402

aDependent Variable: Brand_Recognition
bPredictors: (Constant), Online_Purchase_Intention

Coefficientsa

Model Unstandardized 
coefficients

Standardized 
coefficients

t Sig.

B Std. 
Error

Beta

1
(Constant) 1.666 0.273 6.097 0.000
Brand_
awareness

0.610 0.079 0.493 7.743 0.000

aDependent Variable: Brand_Recognition

Table 6: Multiple regression analysis to test H4
Model summary

Model R R square Adjusted 
R square

Std. error of 
the estimate

1 0.483a 0.305 0.297 0.95102
aPredictors: (Constant), Brand_Awareness, Machine_Learning, BigData_and_Analytics, 
AI_Platform

ANOVAa

Model Sum of 
Squares

df Mean 
Square

F Sig.

1
Regression 92.971 4 23.243 25.699 0.000b

Residual 359.967 398 0.904
Total 452.938 402

aDependent Variable: Brand_Recognition. bPredictors: (Constant), Brand_Awareness, 
Machine_Learning, BigData_and_Analytics, AI_Platform

Coefficientsa

Model Unstandardized 
Coefficients

Standardized 
Coefficients

t Sig.

B Std. 
Error

Beta

1
(Constant) 0.955 0.179 5.333 0.000
BigData_and_
Analytics

0.190 0.041 0.211 4.623 0.000

Machine_
Learning

0.039 0.031 0.060 1.238 0.216

AI_Platform 0.310 0.047 0.328 6.616 0.000
Brand_
Awareness

0.311 0.042 0.310 6.109 0.000

aDependent Variable: Brand_Recognition

5. DISCUSSION OF THE FINDINGS

According to Ray, (2019), AI marketing techniques and brand 
recognition have a relatively strong relationship as one variable has 
a positive impact on the other one. Using AI for marketing means 
that companies are making use of advanced technology and the 
features that come along with it, to improve their customer handling 
and their interaction with their consumers. Social businesses are 
the type of businesses that are not very well known to the people 
of Bangladesh (Gentsch, 2018). However, according to the survey 
conducted by the authors, it has been found that people are quite 
intrigued by the concept of social businesses. The authors have 
also found that people would be willing to purchase from Social 
businesses if they are aware of which brands, are Social businesses. 
Consumers are mainly interested in being engaged with social 
businesses because they operate with a good cause of helping the 
society, besides making a profit for themselves.

The findings from this study further suggest that brand awareness 
and brand recognition are two elements that help one another. If 
brands can successfully create awareness of their existence to their 
desired customer segment, they can easily create recognition as well 
by making sure that their consumers are having a positive experience 
with their brand. Social businesses require both brand awareness and 
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brand recognition, especially in a country like Bangladesh, where 
most people have no idea about the existence of such businesses 
(Folmer et al., 2018). Our sample size mostly belonged to an educated 
population, however, still, the responses regarding them being aware 
of the Social business were mixed. AI marketing techniques can 
have a big contribution in improving brand recognition for such 
businesses. Therefore, the Social businesses in Bangladesh can make 
use of AI marketing techniques to improve their brand awareness 
which partially mediates brand recognition and can also have a direct 
effect on brand recognition. The authors have seen that the findings 
from this study supporting all the hypotheses.

Brand awareness and brand recognition are causally linked to one 
another. Brand recognition is an ingredient of brand awareness 
(Stone et al., 2020). Companies need to be able to create awareness 
for themselves. Once the awareness has been created, recognition 
follows. Companies can make use of several techniques to create 
brand awareness. One of the biggest contributors to the creation of 
brand recognition is the perspective of the consumers. If consumers 
create a positive image of the brand in their minds, they are likely 
to spread a positive word for the brand and recommend the brand 
to other potential consumers. This positive consumer perspective 
can increase brand recognition. If brand awareness and recognition 
can be increased this, in turn, will help these Social businesses 
to reach more customer segments and profit. This will motivate 
further people to invest in social businesses in this economy.

AI marketing and brand recognition share a strong correlation 
between one another as seen in the findings of this study. AI 
marketing makes use of advanced technology as marketing tools to 
help brands do the marketing for their products better. AI marketing 
not only helps brands come up with more advanced ways to 
improve their promotional activities and present themselves to the 
consumers, but it also helps brands improve their engagements 
with the consumers. If brands are being able to efficiently carry out 
AI marketing, they can easily improve their brand recognition (Gil 
et al., 2020). The findings from this study further suggest that there 
is a strong correlation between the independent and dependent 
variables. However, it should be noted that all the elements of AI 
marketing do have a strong relationship. Nevertheless, overall, it 
can be said that these two variables are positively correlated to 
one another and that AI marketing has the potential to create brand 
awareness and brand recognition for social business.

5.1. Implications
5.1.1. Implications to managers
The findings from this research will help the managers of Social 
businesses understand how AI can help them achieve brand 
recognition better. Managers can also use the recommendations 
made in this paper to improve certain areas of the businesses that 
are preventing the brand from being recognized by the masses. 
This study also highlights the advantages of the implementation 
of AI, which would help managers understand the importance and 
the benefits of the integration of AI. The findings from this study, 
therefore, prove that the implementation of AI in Social businesses 
can help them achieve brand recognition and thus, increase their 
reach to more customer segments.

5.1.2. Implications to the society
If Social businesses are more known to society, it will not only 
be an advantage for those companies but also the society. Since 
social businesses operate with the cause of benefitting society, 
people need to be aware of their existence (Campbell et al., 2020). 
The more people know about these businesses; the more support 
they are likely to get. If consumers support social businesses by 
purchasing from them, they are also contributing to the benefit 
of society. The information from this paper will help consumers 
be aware of the existence of social businesses and how these 
businesses work with the cause of benefitting society overall.

6. CONCLUSION

This study shows the impact of AI marketing on brand awareness 
leading to brand recognition for Social businesses. The findings 
from this study might be helpful to marketers who are looking to 
incorporate AI in their operations to achieve brand recognition for 
Social businesses. However, companies need to take the positive 
sides and the drawbacks of the integration of AI into consideration 
before going ahead with it (Olson and Levy, 2018). The conceptual 
framework has shown that brand awareness is a moderating 
variable that helps in the achievement of brand recognition 
because of the implementation of AI marketing. It can therefore 
be concluded that AI can be a great help for social businesses if 
they are trying to achieve brand recognition.

6.1. Limitations of the Study
The biggest limitation of this study is the pandemic because of 
which, we could not reach out to respondents out of our known 
circle. Moreover, this small sample came mostly from a certain age, 
educational background and therefore, does not reflect the whole 
country. The findings and information of this research needed more 
in-depth analysis. Due to ethical considerations that the authors 
have strictly followed while conducting this study, they could not 
get access to several resources that could have been useful for a 
better understanding of this study.

6.2. Scope for Further Research
The main findings from this research have created ways for 
several other studies on this topic to be conducted. There have 
been no previous studies on this topic; therefore, other researchers 
who can find any gaps in the findings of this study can easily 
conduct research that covers all the gaps that were left by this 
research. This paper can be incredibly useful for the concerned 
businesses, consumers, society, and researchers as it contains 
detailed information regarding AI marketing, Social business, the 
importance of brand awareness, and brand recognition.
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APPENDIX

Questionnaire on the Impact of AI marketing on 
Social Business
The following study aims to analyze the impact of AI marketing 
on brand awareness, recognition, and growth of Social Businesses 
in Bangladesh. Please take approximately 5 minutes of your 
time to complete the questionnaire. All responses will be held 
anonymously and confidentially. The author assures that your 
responses cannot be traced back to you as an individual and are 
done only for research purposes, holds no monetary benefit. 
Please indicate below that you consent to take part in the study; 
you understand that you may withdraw at any time; and that you 
are at least 18 years of age.

I agree to take part in the following survey.*
 Yes
 No

Respondents Profile
1. I care about society and its issues*
 Yes
 No
 Prefer not to say.

2. I understand the concept of social business*
 Yes
 No
 Prefer not to say.

3. I understand what artificial intelligence (AI) means*
 Yes
 No
 Prefer not to say.

4. Gender*
 Male
 Female
 Other
 Prefer not to say.

5. Age*
 18-28
 29-39
 40-50
 51-60
 60+

Survey Questionnaire
1. I enjoy the contents when Artificial Intelligence (AI) is being 

used in marketing campaigns*
 Strongly Agree
 Agree

 Somewhat Agree
 Neutral
 Somewhat Disagree
 Disagree
 Strongly Disagree

2. I get irritated when brands show irrelevant advertisements*
 Strongly Agree
 Agree
 Somewhat Agree
 Neutral
 Somewhat Disagree
 Disagree
 Strongly Disagree

3. I prefer when marketers use AI platforms to provide a better 
user experience*

 Strongly Agree
 Agree
 Somewhat Agree
 Neutral
 Somewhat Disagree
 Disagree
 Strongly Disagree

4. I prefer when AI predicts my personality traits*
 Strongly Agree
 Agree
 Somewhat Agree
 Neutral
 Somewhat Disagree
 Disagree
 Strongly Disagree

5. I am not aware of the social businesses around me*
 Strongly Agree
 Agree
 Somewhat Agree
 Neutral
 Somewhat Disagree
 Disagree
 Strongly Disagree

6. Through improved brand recognition social businesses can 
target more customers*

 Strongly Agree
 Agree
 Somewhat Agree
 Neutral
 Somewhat Disagree
 Disagree
 Strongly Disagree


