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contribute to the development of preventable adverse health outcomes. Based on the

timeline of this case, it appears that the patient either consulted ChatGPT 3.5 or 4.0 when
considering how he might remove chloride from this diet. Unfortunately, we do not have 8 parfetonkseres s = Z =
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wanted to know, as we presume a medical professional would do.
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‘With the development of artificial intellisgence technology its application in the field of marketing is becoming mare and more extensive.
Thig study aims to explore the advantages and effects of Al-based marketing methods comparad with tradiional marketing methods.
The study adopts a combination of experimental and survey methods and is divided into two stages: experimental stage and survey =0 231 =

stage. In the experimental stage, consumers are randomly assigned to the control group (fraditional marketing) and the experimental o ADPHEN HE H A HE LT
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order amount and repurchase rate are recorded; in the survey stage, consumer attitudes and feedback are collected thrauah
O_I questionnaires, The results show that Al marketing is superior to tradifional marketing in terms of click-through rate, purchase rate, o ete] B
|I order amount, repurchase rate and consumer satisfaction, and can significantly improve consumer lovalty, trust and willingness to .
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buy, In addition, the survey shows that most consumers think that Al marketing is interesting and useful, but some consumers are =ero| & opeh EholM A = ol B Ch
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Introduction

Along with technological progress and social change, marketing concepts and practices have continued to evalve and innovate, Fram
the tradifional product-, sales- and market-centered orientation to the modern relationship-, social respongibility- and walue creation-
ariented paradiam, marketing thearies and methods are constantly being revalutionized. The channels and forms of marketing have
also expanded from adverising, promotion, and public relations in the past to multiple dimensions such as online, maobile, social

media, content marketing. video. and live streaming [17.
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With the development of artificial intelligence technology, its application in the figld of marketing is becoming more and more exensive.
This study aims to explore the advantages and efiects of Al-based marketing methods compared with traditional marketing methods,
The study adopts a combination of experimental and survey methods and is divided into two stages: expetimental stage and survey
stage. In the experimental stage, consumers are randomly assigned to the contral group (traditional marketing) and the experimental
group (Al marketing) thraugh an online shopping platiorm for one month, and indicators such as click-throuan rate, purchase rate,
order amaunt and repurchase rate are recarded: in the survey stage, consumer atttudes and feedback are collected thraugh
questionnaires. The results show that Al marketing is superior to traditional marketing in terms of click-throush rate, purchase rate,
order amount, repurchase rate and consumer satisfaction, and can significantly improve consumer loyalty, trust and willingness to
buy. In addition, the survay shows that most cansumers think that Al marketing is interesting and useful, but same cansumers are
also concemmed about privacy izsues. Overall, this study shows that Al marketing can not only imprave marketing efficiency, but also
improve uger experience, which is of great significance to promoting the intelligent transiormation of the marketing industry.
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Introduction

Along with technological progress and social change, marketing cancepts and practices have continued to evalve and innavate, From
the traditional product-, sales- and market-centered orientalion to the modern relationship-, social responsibility- and value creation-
oriented paradiam, marketing thearies and methads are canstantly being revolutionized. The channels and farms of marketing have
also expanded from advertising, pramation, and public relations in the past to multiple dimensions such as online, mobile, sacial
media, content marketing, video, and live streamina [11,
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The document explores the application and effectiveness

of arificial intellisence (AlY in marketing strategies, aiming

to compare Al-based marketing methods with traditional
marketing approaches, It employvs a combination of
experimental and survey methodologies to assess the
impact of &l on consumer behavior and marketing
efficiency.

The main findings of the study indicate that Al marketing
significantly outperfarms traditional marketing across
several key metrics, including click-throuagh rates,
purchase rates, order amounts, and consumer
satizfaction. Specifically, Al marketing led to a 25%
increase in click-through rates, a 30% increase in
purchase rates, a 20% increase in order amaunts, and a
15% increase in repurchase rates compared to traditional
methods, -Zi;:) Additionally, Al marketing enhances
consumer I_I:us.:'alt'_-.-', trust, and willingness 1o buy, with
consumers expressing a preference for Al-driven

approaches over traditional methods. ((2) (&)
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Social Media Risks Children Adolescents
This document reviews the risks and adverse effects of social media use on

children and adolescents, including problematic use, cyberbullying, mental
health issues, and safety concerns.

Problematic Social Media Use ~

The document discusses problematic social media use characterized by

dependency, its predictors, associated mental health risks, and behavioral
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Main Point

This research examines differences in consumer
responses to large language model Al chatbots versus
cearch engines when reviewing and evaluating product

information (1)

ro
e

Purpose/Hypothesis

The study aims to understand whether and fow Al
chatbots compared with fraditional search engines shape
consumers® product search perceptions and evaluations
(2)

Study Design/Methods

An experiment was conducted comparing two tvpes of
product search tools (Al chatbots and search engines)
with a sample size of 260 students, using a moderated
mediation model ':.1-3: ) ':::l. )

Resulits/Outcomes

Consumers prefer search engines over Al chatbots and
are more willing to self-disclose personal infarmation to11
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What are the essential details? 0

Here are the essential details.

Main Point

The literature review exa
both the positive aspect:
cyberbullying. (1)(2)
Purpose/Hypothesis
The review aims to ident

adolescents.( 3 |

Study Design/Methods
The review analyzed 36 :
published between 2019

Results/Outcomes

Quote from document

Participating in challenges can overstimulate the brain's reward center. These triggers can change brain structure
much like other addictions (Office of the U.S. Surgeon General, 2023). Digital dependency or social media addiction
may develop and cause impulse control issues (Reed, 2023). These impulse control issues also cause problematic
digital behavior (Reed, 2023). Due to these changes in the brain and impulse control issues, education aimed at
changing behavior may not be effective for this age group. Educating the parent to limit opportunities for
immature judgment may be more appropriate (Falgoust et al., 2022). Legislation and Legal Action Regarding Social
Media Concerns In the United States, Section 230 of the Communications Decency Act of 1996 shields social media
companies from liability for illegal content user's posts (U.5. Department of Justice, 1996).

& Show in document

Findings indicate that problematic social media use is linked tc.mental health issues such as depression, anxiety, and

perceived stress, as well as behavioral problems like cyberbullying I[:?:) I[:PG‘:)

Implications

The review suggests a need for more research and focus on safety recomnizndations for social media use among youth,

emphasizing the role of healthcare professionals in educating families. Iiksﬂz) l::FT‘::I

Study Limitations

Only one of the 36 studies employed a randomized approach, and there are few proven methods to keep children safe

while using social media.( 7 )
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Spplication and practice of artificial intelligence in marketing strategy
Discover Artificial Intelligence; Istanbul _Vaol. 5. Iss. 1 03. DO

Discussion

+' Research Assistant @

First, fram a theoretical perspective, the study verifies the core role of personalized recommendations and consumer behaviar

prediction in improving marketing efficiency, and further expands the scope of application of the technology acceptance model, The

results show that the advantage of &l marketing lies in its ability to dvnamically capture consumer preferences and provide accurate

product or service matching, thereby enhancing consumers” perceived value and willingness to buy, These conclusions are

caonsistent with relevant literature, and also sup
Second, from a practical perspective, the study
applications. On the one hand, companies nee
experience and service accuracys on the other

relationships throush transparent privacy policies and active consumer communicatinn. Inoadditinn. the study oninted oot that the

effectiveness of Al marketing may vary depend
new technaologies, while alder consumers may
differentiated Al marketing strategies for differer
development of Al marketing: first, how to achis
improve the responsiveness of Al technology to
through continuous innovation. These suggestit

The results show that &l marketing is significal
rate (increased by about 25%), purchase rate {
(increased by about 15%), These data show thi
optimizing recommendation algarithms and reals
positive aftitude towards Al marketing and belie
the technology acceptance model. However, it i
contribution of this study is that it not only quan]
consumer behavior patterns, In particular, this g
and consumer satisfaction by improving person;
These findings not only provide a new perspeci

how companies can use Al technology more effecowenes

Conclusion

This article divides &l + marketing into four parts: data-driven based on deep learning technology, automated decision-making,
rersonalized experience and real-time interaction, and describes its concept and implementation respectively, 4nd the Emiq’_—,;l FEECEY,
\ ;
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Far example, voung consumers are more receptive to new technologies, while older consumers
may be more concerned about privacy and security, Therefore, companies should desian
differentiated Al marketing stratesies for different aroups of people, Finally, this study proposes
three directions for the future development of Al marketing: first, how to achieve a balance between
data privacy and personalized services: second, how to improve the responsiveness of Al
technology to consumers’ emotional needs: and third, how to maintain market competitiveness
through continuous innovation, These suggestions provide important references for theoretical
research and business practice. The results show that Al marketing is significantly better than
traditional marketing in several key indicators, including click-through rate {increased by about
25%), purchase rate {increased by about 30%), order amount {increased by about 20%), and
repurchase rate (increased by about 15%), These data show that &1 has achieved more efficient
consumer interaction and regource matching by optimizing recommendation alaarithms and real-
time data analysis. In addition, this study found that consumers generally have a positive attitude
towards Al marketing and believe that it is more interesting and practical, which is consistent with
the assumptions of the technology acceptance model, However, it is worth noting that consumers’
concerns about privacy issues remain significant.
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The document explores the application and effectiveness
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trategies, aiming
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woination of
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experimental and survey methodologies to assess the
impact of 4l on consumer behavior and marketing

A

.

n findings of the study indicate that Al marketing

intly outperforms traditional marketing across

key metrics, including click-through rates,

e rates, order amounts, and consumer

lion. Specifically, Al marketing led to a 25%

2 in click-through rates, a 30% increase in

e rates, a 20% increase in order amounts, and a

tease in repurchase rates compared to traditional
o Additionally, Al marketing enhances

et lavalty, trust, and willinaness ta buy, with

ers expressing a preference for al-driven

hes over traditional methods. (:

v also highlights that while consumers generally
1arketing interesting and useful, there are notable
s regarding privacy and data security, This

iuggests that while Al marketing can improve user
ice and engagement, it also necessitates careful

et 30N 0F ethical implications and consumer

privacy. (4) (5]

| @ Research Topics || +4 morg |

avascriptvoid(0) irical analysis, and the results of the study shaow that Al-based marketing methods can significantly improve the
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Here's a mind map about this document’s topics.

The document analvzes how Al-based marketing
significantly improves marketing effectiveness compared
to traditional methods by enhancing consumer lowalty,
trust, purchase intention, and personalized ex=periences,

Al Marketing Effectiveness

Data-Driven karketin
1 g' Consumer Behavior lmp3

This subtopic explores how 7—||- -6"'?" jcx-" O“ EH_O:;"
consumer cognition, attitudes J\E'l %1J__||- 2t KX-” (}” |:H

spending habits compared to LH%O| -g!.]}” X.”_C.)_ EI=|| |_| C}.

Fore about ZTonsumer Beha

Theoretic
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hMore about Cognitive and Attitudinal Changes @
« Spending and Purchase Patterns

Al marketing increases average transaction walue,
purchase frequency, and high—alue purchases

among cConsumers.
«" Enlarge mind map I kore about Spending and Purchase Fatterns gy I

Al Marketing Effectiveness « Consumer Trust andg/ Lovaliy

Al marketing enhancgs consumear trust and lowalts,
leading to higher regfurchase rates and satisfaction.

The document analvzes how Al-based marketing
significantly improves marketing effectiveness compared
to traditional methods by enhancing consumer [ovalty, -
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