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Abstract

This paper examines the strategic position of Al-driven social media marketing in improving the
performance of the IT companies. Digital marketing could be a changed area with the introduction of
artificial intelligence as it has provided the means of automation, personalization, and real-time
messaging to give different platforms. The study was intended to assess how the user will perceive the
research, how efficient Al-based tools such as chatbots, augmented, and virtual reality will be, and how
personalization, ethical, and social dynamics will affect user participation and decision-making. The
questionnaire design was structured and administered in 150 respondents and statistical tool was analyzed
together with descriptive statistics, reliability tests, Pearson correlation, simple linear regression, and
moderated multiple regression. The results showed great internal consistency of all the variables with high
means scores of the favorable attitudes toward Al applications. Using the hypothesis testing, it was
confirmed that the relationship between perceived efficiency, ethical concerns, and customer engagement
was significant. In addition, the relationship between the readiness of business to adopt data analytics into
business operations and effectiveness of the forecasting process were found to be moderated by the
learning environment. The findings indicate that Al technologies are significant, which should be
incorporated into ethical governing and human-centered approaches to increase the efficiency of
marketing. The research provides useful information to IT companies to implement the use of Al as a part
of their digital marketing solutions to spur growth and innovation and achieve competitive advantage.
Keywords: Artificial Intelligence, Social Media Marketing, IT Firms, Chatbots, Augmented Reality, User
Engagement, Personalization, Ethical Al, Digital Marketing Efficiency.

Introduction

However, doing so only at the time when the world actively advances technologies,
artificial intelligence (Al) has become something of a game-changer, at least, in marketing and
corporate strategy. As companies operate in highly digitized market places, social media
platforms, with the advent of Al, are also changing the manner in which business companies
especially those which deal in the information technology (IT) industry can engage customers as
well as personalize the experience and improve their performance (Agrawal, Gans, &Goldfarb,
2016). The convergence that is currently being established through Al adoption and the
implementation of social media marketing offers the IT companies with a rather different
proposition of coming up with dynamic data based strategies that are not only enhancing the
interaction with the customer, the efficiency of the operations as also the business outcomes in
totality.

The social networks have expanded to become the sophisticated ecosystem in terms of
marketing, brand building, as well as customer-service.
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The companies have arrived in this world and it is a matter of reckoning to fight in the social media as the
users are in billions and engage themselves in social media networks like Facebook, Twitter and LinkedIn where they
can find opportunities of giving competitive advantage (Vlaci¢ et al., 2021). One way in which Al might enhance this
environment is by permitting predictive analytics, capturing sentiments in real-time, providing semi-autonomous
content creation and deploying it as customer service agent by talking to individuals through chatbots. The result is the
transformation of a reactive to the proactive mode of marketing where the companies anticipate the needs of the
customers and offer prescribed content and services to attend to them. (Balakrishnan & Dwivedi, 2021). IT sphere is
particularly well-suited to embracing Al in social media marketing because of already well-established digital
infrastructure and exposure to new technologies. Machine learning algorithms, natural language processing (NLP), and
recommender systems are Al tools that enable firms to comprehend customer behavior, with a high degree of
segmentation of the audience, and large-scale automation of the outreach (Mishra & Pani, 2020). As an illustration,
sentiment analysis (powered by Al) allows marketers to adjust the campaign in real-time according to the feedback
received by customers; chatbots enhance customer service levels since people could consult chatbots anytime, 24/7
(Albrecht, Rausch, & Derra, 2021). These competencies have a direct effect on the performance of the firms. Studies
indicate that Al-driven marketing builds customer participation through customer satisfaction, conversion, and
engagement, which are critical in maintaining competitive advantage (Bag et al., 2021). Also, the role of Al in
enhancing decision-making abilities is the ability to process immense amounts of information and create value-based
insights that guide marketing efforts and business planning (Mikalef & Gupta, 2021). In this process of enabling
business intelligence by transforming decision-making process in firms, Al will play a pivotal role.

Nevertheless, there are some difficulties with the introduction of Al in marketing. The concerns of data
privacy, bias in algorithms, and transparency in the field of automated decision-making procedures would have both
ethical and operational considerations. The individuals that purchase products and services are becoming more aware of
what happens to their personal information and businesses need to manage the balance between personalization and
privacy to retain their trust (Acemoglu & Restrepo, 2019). Mistaken or biased algorithm will disorient the customers,
cause reputational loss or even legal sanction. Therefore, governing Al and setting ethical principles are compulsory in
responsible uses of Al. (Toorajipour et al., 2021). Also, the practical application of Al does not only require the
presence of the instruments, but also the organizational willingness and ability. These are technical skills, change
management, leadership vision and the cultural receptivity to innovations (Acemoglu & Autor, 2011). Organizations
with adaptive Al investments are more likely to get the benefits of performance (Tschang & Almirall, 2021). The role
of Al in this context should not be considered only as the toolkit, but rather as the method of strategy that has to be
integrated into the essential marketing procedures and long-term objectives.

It is, thus, necessary to have a strategic framework that defines how Al could be applied systematically in
social media marketing especially to IT companies that want to streamline their digital presence and market
performance. This kind of framework should take into account functioning potentials of Al tools, behavioral cost-
response among the consumers and the ethical aspects of Al implementation. As an example, augmented reality (AR),
and virtual reality (VR), are becoming more common in social media to give a more immersive experience leading to
more connections and influence buying behavior (Mintz et al., 2021). Combining these technologies with Al allows
hyper-customized marketing, product demonstrations, and virtual try-ons, and can help with creating customer
satisfaction and brand loyalty. Moreover, Al enables dynamic measuring and the optimization of the performance. In
contrast to the retrospective nature of the classic marketing KPIs, Al will enable the real-time analysis that will enable a
strategy change in real-time by the marketer (Mishra, Ewing, & Pitt, 2020). This nimbleness is especially valuable in
the swift-moving IT market where a product has a very narrow life span and customer preference shifts very quickly.
Al systems are capable of automatically trying out all the various forms of content of testing, testing matter reactions,
and rolling out the best ones-called multi variate testing.

Strategically, Al can also drive a customer lifecycle marketing to have positive customer value in the long run.
As they have access to how a user behaves as time progresses, the companies can adjust their messages to the state of a
customer on their path such as the acquisition, onboarding, retention, or advocacy (Agrawal, Gans, & Goldfarb, 2019).
This has increased the engagement rates, customer loyalty and value. Further, Al with recommendation engines can
lead customers to relevant products or services and, therefore, enhance potential in upselling and cross-selling
(Balachandran & Duong, 2019). Nevertheless, when using Al in marketing, risk prevention strategies should be
combined with it. One of such concerns is that the reliance on algorithms in decision making grows and human control
and evaluation of a decision may decrease. Also, over-personalization may cause the so-called filter bubbles: users
receive only the content that fits their current preferences minimizing contact with the different ideas (Acemoglu &
Restrepo, 2018). Not only does it reduce the retailing, but it also increases society concerns relating to access to
information and internet health.

With this background, this paper aims to analyse how Al driven social media marketing can be used to
improve the performance of IT companies. It will touch on user awareness, perceptions, and behavioural reaction to Al
enabled functions in marketing like chatbots, AR/VR, and recommendation engines. It also includes the assessment of
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core elements like performance expectancy and effort expectancy as well as social influence, besides giving a priority
to trust and ethical aspects. The study provides viable suggestions on how Al technologies can be applied to the
marketing activities of the IT companies through the empirical analysis and the creation of a strategic framework. In a
nutshell, Al-enabled social media marketing is the new clockwork of how business institutions can engage with their
customers, their content and even in the measurement of their performance. Leveraging of Al is not an added benefit to
IT firms who work in a dynamic and high-competitiveness environment but is rather a mandatory requirement.
Nevertheless, to be adopted successfully, technological and human facets need to be understood well. This study aims
to equip this knowledge by establishing an integrated structure that will match the Al capabilities with the marketing
strategy and the organizational performance, in addition to handling all ethical, cultural, and operational issues that are
with digital change.

Literature Review

Welcome of Artificial Intelligence (Al) in business strategies has reshaped business environment especially in
business areas like marketing, labour economics, and organizational performance. Researchers have addressed the
consequences of Al on labour relations, decision-making performance and customer engagement extensively. This
literature review summarizes major works in this area with the emphasis on such aspects as the role of Al in
productivity, displacement of workforce, strategy of companies, and innovations in marketing. The fundamental
knowledge about the connection between science-related change and labor market dynamics was vested by Acemoglu
and Autor (2011). In their task-based model, they show how the employment patterns have been changed by new
technologies, such as Al, replacing routine activities at the same time as augmenting higher-order skills. This model
provides a basis of knowing the redistribution in job roles and compensation systems through the adoption of Al in the
industries.

Using this background, Acemoglu and Restrepo (2018, 2019) highlighted both sides of the effect of
automation: not only does automation displace work force, but it also opens up prospects by reallocating tasks. Their
2018 paper discusses that although Al propels the growth in productivity, it can intensify inequality in case the benefits
are not distributed equally. In a 2019 paper, they then distinguish between displacement effects and reinstatement
effects, in which Al has the tendency of creating new tasks which can soak up the displaced labor but at a different skill
level. Agrawal, Gans, and Goldfarb (2016) assert that as a prediction technology Al has an economic implication in the
marketing sphere. They claim that the price of prediction is decreasing because of machine learning and hence
changing the methodologies of business decisions and value creation. In their research article published in 2019, the
researchers reveal that the confusion in the labor market response to Al has to do with the choice between
implementing the prediction tools with the purpose of improving the level of human decision-making, or to supplant
the human labor force as a whole.

Mikalef and Gupta (2021) also developed insight into Al options in companies. They proposed a conceptual
framework in which they test how Al maturity is measured, and how this style applies to firm-level innovation and
performance. To prove their hypothesis that increased Al manages to create better creativity and strategic agility in
organizations they conducted an empirical study that also supported these findings. Vlaci¢ et al. (2021) reviewed the
phenomenon of Al in marketing comprehensively, discussing the historical background of development, moving Al
from the back-end of analytics to the front-line of tools involving customer relationships. Their study highlights that Al
can facilitate hyper-personalization, real-time targeting and auto-generating the content. Notably, they request that
further in investigation be directed to ethical and trust aspects of marketing plans based on Al.

Bag et al. (2021) suggested a unified the Al framework of B2B marketing decision-making. The model
provided by them connects the generation of knowledge by means of Al and the achievement of better results in the
work of a firm, concluding that Al helps to develop data-driven insight, minimize decision response time, and
strengthen the interaction with the customers. The study points out the interactivity of Al and rational decision-making
in relation to long-term strategic objectives. At a more practical level, Balakrishnan and Dwivedi (2021) explored what
they call conversational commerce, in which the interactions are real-time and technological devices (e.g., chatbots) are
the approximate equivalent of the real-time control being conducted by the Al in its functions. The study found that
these tools can be used to improve customer experience since they provide real-time feedback, context relevancy, and
constant interaction. Nonetheless, they also warn that the efficiency of conversational agents lies on the accuracy of
natural language processing (NLP) and well designed user interface.

Albrecht, Rausch, and Derra (2021) discussed the use of Al in the operational forecast, notably the call center
demand forecasts. Their research stipulates practical applications of machine learning models to streamline staffing and
cut down the number of operations. The results show that Al may highly increase the accuracy of tasks dealing with
frequent forecasts, participating in customer satisfaction as well as resource consumption processes.

Mishra and Pani (2020) suggested a roadmap of appropriating the business value that Al has to offer, revolving around
the diffusion and organizational preparedness of technology. In this work, they also stress that to implement Al
effectively, organizations need not only technical infrastructure but also a culture of often making mistakes and also
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learning lessons one can learn. In connection with this, Mishra, Ewing, and Pitt (2020) analyzed the customer value
propositions (CVP) articulation practices in the B2B markets. Based on text analysis with Al, they discovered that high
quality CVPs also correlate with low promotional costs and high brand equity. Their research shows that Al will be of
rightful assistance in the perfecting of marketing messages and positioning them to meet customer expectations.

A systematic review study by Toorajipour et al. (2021) of the uses of Al in supply chain management cited
predictive analytics, automated demand forecasting, and intelligent inventory systems as some of the most important
applications. They state that Al would allow supply chains to be more robust flexibile and efficient, especially in
response to the shocks, such as the COVID-19 pandemic. The wider impacts of Al on employment were mentioned by
Tschang and Almirall (2021) as the complementary automation. Instead of wholesome replacement, they contend that
Al would most likely expand human capacity resulting in a reorganization of job contents. The strategy has
ramifications in terms of reskilling and planning of organizations in terms of workforce. Mintz et al. (2021) discussed
the crossroad between Al and marketing-mix modeling. They claim that automated analytics fueled by Al give detailed
information about how effective the campaign was, how the channels should be optimized, and how people behave, so
they do data-based marketing. The study | suggest marketers to move forward to real-time-based measurements and
that indicate the accuracy of forecasts.

In a non-traditional approach, Balachandran and Duong (2019), focused on the implications of Al on the
formulation of the contracts of privately held monies in finance. They discovered that advanced analytics has the ability
to support the information asymmetry between the lender and a borrower and therefore, gets a more efficient contract
design and risk evaluation. Lastly, some of these studies saw some of these scholars give the larger picture regarding
the effects of Al on organizational design and performance. It has been agreed that Al adoption is more than a
technological transformation but a strategic change since it influences the leadership, allocation of resources and
competitive positioning. These comprise of ethical issues, privacy problems, loss of workforce, and the necessity of
control regulation. Further studies are to be made in such socio-technical dynamics and create integrative models that
would find the balance of innovation and responsibility.

Research Methodology

The research design developed in order to examine the effects of Al- based social media marketing on the IT
companies’ performance. The researchers designed the study to evaluate the perceptions of the users towards the use of
Al tools, including chatbots, augmented reality, VR, and algorithm-based personalization, and determine the influence
of ethical concerns, effort anticipation, and social influence on adoption and promotional success. This was done using
quantitative method with the support of statistical analysis to test a hypothesis and validate a model.

Research Design

The research design that was applied was the descriptive and explanatory research design through the use of a
cross-sectional survey methodology. Such a design allowed the researcher to quantify attitudes, behaviors, as well as
relationships between different Al relevant constructs within the social media marketing realm. The information that
was used to test the hypotheses to analyze cause-effect relations between performance outcomes and using Al in the IT
contexts was the explanatory component.

Population and Sample

The desired demographic consisted of people working or involved in digital marketing, use of technology, making
business decisions within IT companies, and the users who were conversant with Al-based digital platforms. Based on
the purposive sampling, 150 respondents were sampled and chosen; it was also grouped in such a way that only those
respondents who had experience or exposure to Al applications in marketing would be included.

Instrumentation

A structured questionnaire was developed, comprising close-ended questions using a 5-point Likert scale (1 = Strongly

Disagree to 5 = Strongly Agree). The questionnaire was divided into the following sections:

e Chat-Bots (5 items)

Virtual Reality (VR) (5 items)

Augmented Reality (AR) (5 items)

Performance Expectancy (PER.E) (5 items)

Effort Expectancy (EFF.E) (5 items)

Social Influence (S.1) (5 items)

o Demographic Profile (gender, age, education, occupation, and stock market experience)

Results and Discussion

This finding shows the in-depth report of the information gathered on 150 respondents on their thoughts, experiences,
and attitude towards Al-driven social media marketing in relation to performance of an IT firm. It is segregated into
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sections that consist of demographic characteristics, reliability testing, descriptive statistics of the key constructs, and
hypothesis testing results. Tables and descriptive explanations accompany each part.

Demographic Profile of Respondents
Table 1: Consolidated Demographic Profile of Respondents (N = 150)

Variable Category Frequency (n) | Percentage (%)
Gender Male 80 53.3%
Female 70 46.7%
Age Group 20-25 years 57 38.0%
26-30 years 30 20.0%
31-35 years 36 24.0%
35 years and above | 27 18.0%
Stock Market Experience | 0-3 years 106 70.7%
4-6 years 28 18.7%
7-10 years 9 6.0%
10+ years 7 4.7%
Educational Qualification | High School 38 25.3%
Intermediate 18 12.0%
Graduation 56 37.3%
Post-Graduation 38 25.3%
Occupation Salaried Individual | 60 40.0%
Business 90 60.0%

The demographic overview of the respondents which included 150 respondents, speaks of a well distributed
and diverse sample. The respondents were isolated, narrowly divided between the male (53.3 per cent) and female (46.7
per cent) participants. The youngest age group went up to 2025 years (38 per cent) showing great technology use
among the population and 3135 years (24 per cent), 2630 years (20 per cent) and 35 years and above (18 per cent).
Majority of the respondents (70.7) were experience level one (0-3 years) that indicates that they are either new entrants
or novice investors and a small percentage (4.7) had more than 10 years experience in the stock market. Regarding
educational level, most of the respondents were graduates with identical proportion having post-graduate and high
school education (37.3 and 25.3 percent respectively), and the proportion of those with intermediate education was
lower (12 percent). Occupationally, most of them were engaged in business (60%), whereas 40% of them were salaried
people. Such a demographic composition will indicate a reasonably young, educated, and entrepreneurial group of
respondents, which will provide an extensive outlook on the topics of Al and financial technology adoption.
Reliability Statistics

Table 2: Reliability Coefficients (Cronbach’s Alpha)

Variable Cronbach’s Alpha | Items
Chat-Bots 0.881 5
Virtual Reality (VR) 0.802 5
Augmented Reality (AR) 0.889 5
Performance Expectancy (PER.E) | 0.810 5
Effort Expectancy (EFF.E) 0.879 5
Social Influence (S.1) 0.718 5

The analysis of reliability through a Cronbach Alpha metric suggesting that the multi-item scale has a high
level of internal consistency regarding all variables measured. Chat-Bots (0.881), Augmented Reality (0.889), and
Effort Expectancy (0.879) have an excellent level of reliability thus the respondents had a clear correspondence or
response to the items. Performance expectancy and Virtual Reality (Alpha = 0.802 and Alpha = 0.810 respectively) also
shows good reliability. Of the four variables, the Social Influence has an alpha value of 0.718, which is still at an
acceptable degree of research. Generally, it can be considered that, the constructs employed were statistically reliable,
and therefore, there will be no doubt about the reliability of the measurement instruments in the sample. The first is that
all constructs are internally consistent (a > 0.70), which confirms the scale item reliability.

Descriptive Statistics of Key Constructs
Table 3: Descriptive Statistics of Chat-Bots

Statement Mean | Std. Deviation
Chat-bots threaten teaching profession | 4.11 1.096
Responses are relevant 4.01 1.013
Chat-bots are valuable 4.06 1.012
Responses are easy to understand 4,18 1.106
Improve customer service 3.90 1.104
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The descriptive analysis of Chat-Bots shows that there is an overall positive attitude on part of the
respondents. With the highest mean score (4.18), the ease of understanding chatbot response indicates that the users
find chatbot response easy to understand followed with a close behind the opinion that the chatbots pose a threat to the
teaching profession score (4.11) which is closely linked to the issue of automation. Positive attitudes can also be
identified in statements of relevance (4.01), value (4.06), improvement of customer service (3.90) which is however
slightly less in agreement. Desirably low standard deviations on all items point at the consistency of the responses
provided by the participants. Chiefly, the respondents acknowledge both the usefulness and understanding of chatbots
and at the same time, show concern about the long-term implications.

Table 4: Descriptive Statistics of Virtual Reality (VR)

Statement Mean | Std. Deviation
VR is authentic and real 4.19 1.083
Likely to purchase through VR 3.67 | 0.959
Follow virtual influencers 3.90 1.048
VR can be misused 3.82 1.069
Comfortable using VR for education/training | 3.87 | 1.012

This is good news as depicted by the descriptive statistics of the Virtual Reality (VR) aspect, which shows
high favorable outlook among the respondents. The greatest average score (4.19) suggests that users refer to VR as
genuine and real. There is an average tendency of following virtual leaders (3.90) and feeling comfortable with learning
and educational activities using VR (3.87), which means that the adoption of immersive technologies is becoming more
and more tolerable. Nevertheless, the perceived dangers involve worries of misuse and internet dangers (mean = 3.82).
The most negative mean (3.67) when it concerns the probability of purchasing in application of VR indicates rather
guarded consumer nature when it comes to transactional trust in virtual worlds. On the whole, although VR is
considered to be credible and engaging, there remains certain reluctance to use the technology and apply it to the
context of the business world.

Table 5: Descriptive Statistics of Augmented Reality (AR)

Statement Mean | Std. Deviation
AR filters are interesting 4,17 | 1.052
AR is complicated 4.13 | 0.992
AR is interactive 4.28 | 0.906
Curiosity to know more 4.27 | 1.001
Open to using AR for shopping | 4.06 | 1.063

The descriptive statistics in Augmented Reality (AR) depicts positive perception of the respondents. This
interest and engagement is exhibited by the highest mean scores which are used to indicate that the users perceived that
AR was most interactive (4.28), and they were curious to know more about it (4.27). The view that AR filters are
interesting (mean = 4.17) also underscores its attractiveness especially in social media sites. Users claim that they find
the use of AR somehow complex (mean = 4.13), which does not seem to stand in the way of general openness to AR
use as indicated by their readiness to use AR to shop (mean = 4.06) or test a product (mean = 4.06). Such results
indicate that AR is not only interesting but also commercially viable because of the perceived usability issues.

Table 6: Descriptive Statistics of Performance Expectancy (PER.E)

Statement Mean | Std. Deviation
Mobile wallet is useful 4,17 | 1.085
Helps accomplish tasks 3.65 | 0.970
Fin-tech products ease access 3.89 | 1.046
Services accessible anytime 3.82 | 1.069
Technology improves task performance | 3.87 | 1.012

The descriptive statistics of Performance Expectancy (PER.E) draw attention to the overall view of
respondents on technology, especially when it comes to mobile wallets and fintech, as something positive. This shows
that the mobile wallets can be very useful to users with an overall mean score of 4.17. Additional responses, including
the view that fintech products simplify access (3.89), services can be offered at any time (3.82), reveal a good positive
trend in terms of convenience and effectiveness of digital financial services. Nonetheless, the rather lower mean (3.65)
in task accomplishment indicates that although useful, these technologies are not yet likely to streamline workflows of
users to the maximum. General perception is expressed on the data and it is a positive impression of technology
application in the enhancement of performance of tasks.
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Table 7: Descriptive Statistics of Effort Expectancy

Statement Mean | Std. Deviation
Al systems are user-friendly 4.18 | 1.037
Easy access to tasks via algorithms | 4.16 | 0.956
Interactions are natural 4.18 | 0.949
Requires concentration 4.22 | 1.055
Willingness to adopt if easier touse | 4.14 | 1.043

Respondents find Al systems easy to use and intuitive, even if cognitively engaging.
Table 8: Descriptive Statistics of Social Influence (S.1)

Statement Mean | Std. Deviation
Al is becoming a social norm 4.23 | 1.044
Social media influences opinions on digital learning | 3.65 | 0.935
Al has changed communication 3.78 | 1.029
Concerns about negative societal impact 3.82 | 1.069
Al influences behavior and decision-making 3.97 1.158

The descriptive statistics of the Social Influence (S.1) variable show a positive attitude towards the expanding
role and influence of Al in society in general. The uppermost mean score (4.23) means that a lot of people agree that
the use of Al may become a social norm that indicates its popularity. It also belongs to the list of acknowledgments by
the respondents apparent in the impact that Al creates on behavior (mean = 3.97) and decision-making (mean = 3.93)
and the way it transforms communication (mean = 3.78). On the one hand, participants slightly agreed that Al has
already expressed concerns of a negative effect on society (mean = 3.82), whereas, on the other hand, the
comparatively small mean (3.65) value regarding social media generating opinions on the topic of digital learning
indicates a more conservative attitude toward educational impact. All in all, the statistics support the conclusion that the
social influence of Al is significant, as it determines the interactions and informs the perceptions.

Hypothesis Testing Results
Table 9: Comparison of Hypothesis Testing Results

Hypothesis | Statement Test Used Result Summary Decision p-
No. on Ho value
Ho Efficiency and customer confidence | Pearson r =0.612 (moderate | Rejected 0.000
in Al tools are not correlated Correlation positive)
Hoz Personalization & ease of Al use do | Simple Linear R2=0.345 Rejected 0.000
not affect engagement/satisfaction Regression (significant impact)
Hos Ethical concerns do not influence Simple Linear R2=0.241 Rejected 0.000
Al adoption Regression (significant
influence)
Hoa Learning environment does not Moderated AR?=0.052 Rejected 0.002
moderate BDAR—forecasting Multiple (interaction
relationship Regression significant)

The relationships suggested by the study were confirmed by all the hypothesis which were statistically

significant (p < 0.05). The driving factors such as personalization, ethical perceptions, and normative social factors
were the critical influencers of the Al adoption and the perceived performance.
The results of the analysis indicate the positive and significant influence of strategic application of the social media
marketing that relies on the use of Al on the better performance demonstration in IT companies. This was demonstrated
by the descriptive statistics which revealed a user agreement of above 3.8 in main constructs like chatbot relevance,
AR/VR interactivity, performance expectancy, effort expectancy and social influence with a mean score ranging
between 3.8 and 3.9. The internal consistency of all constructs was proven as confirmed in reliability analysis
(Cronbach alpha > 0.70). Demographic characteristics showed that the respondents were mostly young, well educated
and heterogenous in the profession, and majority had between 1 and 3 years of experience in investments. All the
hypotheses were confirmed in hypothesis testing via models of Pearson correlation, linear regression, and moderated
regression. Interestingly, the perceived efficiency of Al was closely linked to customer belief in Al tools (r = 0.612),
whereas individualized and ethical decisions proved to affect user engagement and Al adoption significantly (R 2 =
0.345 and 0.241, respectively). Moreover, forecasting efficiency was determined to be moderated by the learning
environment when related to business data analytics readiness (BDAR) (AR 2 = 0.052, p = 0.002). On the whole, the
findings confirm that machine intelligence-based tools improve customer engagement, choice-making, and marketing
capabilities when they are consistent to ethical terms and tecnomic design.
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Conclusion

To sum up, this research determines that Al-driven social media marketing can be used as a strategic
instrument to drive the performance of IT companies through better response with customers, efficiency, and decision-
making. Research has revealed that the combination of chatbots, augmented and virtual reality as well as algorithm-
based personalization have positive impacts on user satisfaction plus marketing efficiency. The analysis provided
statistical evidence that justifies the rejection of every null hypothesis, which is why the authors posit that there are
close interrelations between perceived efficiency, personalization, ethical acceptance, and user trust in the Al system.
Further, the learning environment moderating effect specifies the relevance of organizational flexibility in utilizing Al
to forecast and boost performance. These recommendations verify that Al, implemented strategically with ethical
regulation and user-centred design may provide IT companies with competitive advantages in the dynamically
changing digital marketing environment.
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