
​
Report on: Artificial Intelligence & Machine Learning in Marketing 

Research and Analytics 

​
 

The Management Development Programme (MDP) on Artificial Intelligence and Machine 
Learning in Marketing Research and Analytics was conducted from 11th to 13th April 2025 
in online mode. Designed and delivered by BIMTECH, the programme aimed to strengthen 
the understanding of professionals and academicians in the domains of AI-driven marketing 
research, digital transformation, and data-enabled decision-making. The programme 
witnessed meaningful participation from a wide variety of organizations, including industry 
professionals from Nielsen and Track Opinion, academicians from IILM University, as 
well as international scholars from Abu Dhabi and the United States. The multi-sector 
and international representation significantly enriched the learning atmosphere and fostered a 
collaborative, global exchange of ideas. 

The programme was conceptualized to address the growing relevance of AI and ML in 
modern marketing research. As businesses increasingly rely on advanced data analytics, 
predictive modelling, and automated insights for strategic decision-making, it has become 
essential for professionals to equip themselves with updated skills and contemporary 
perspectives. The MDP provided participants with an integrated understanding of how AI 
tools, machine learning models, and business intelligence systems are reshaping consumer 
insights, market segmentation, retail analytics, customer relationship management, and 
qualitative research. 

The inaugural day began with an orientation to the programme’s objectives, themes, and 
expected outcomes. Participants were reminded of the rapid pace at which marketing 
environments are evolving, influenced by dynamic customer behaviour, digital consumption 
patterns, and the widespread availability of large data streams. The faculty emphasized how 
AI and ML are no longer optional competencies but have become foundational components 
of strategic marketing planning and research workflows. This framing helped set the context 
for the learning journey and created a shared space for the diverse cohort to explore the 
implications of AI in their respective fields. 

Over the course of three days, participants were introduced to the broader landscape of 
AI-enabled marketing analytics. The programme focused on developing a conceptual 
understanding of how organizations across sectors are using AI to drive personalization, 
optimize marketing operations, improve customer experience, and increase research 
efficiency. Discussions covered the interplay between machine learning and traditional 
marketing research, highlighting how AI helps supplement—not replace—critical human 
judgment, domain knowledge, and strategic vision. 

The participants appreciated the balanced approach that combined theoretical clarity with 
practical illustrations. Although the programme introduced key tools used in marketing 
analytics, the emphasis remained on fostering conceptual clarity and understanding the 
purpose, application, and strategic value of AI in decision-making. This approach ensured 



that participants from varied backgrounds—industry, academia, and international research 
environments—could engage meaningfully irrespective of their technical expertise. 

Throughout the sessions, the faculty and speakers encouraged participants to reflect on AI’s 
growing role in addressing real-world marketing challenges. With businesses relying 
increasingly on customer segmentation, behavioural prediction, thematic understanding, 
content generation, retail optimization, and digital customer support, the programme 
highlighted how AI technologies are transforming the insights industry. Participants from 
Nielsen and Track Opinion, in particular, resonated with discussions on how research firms 
worldwide are adopting advanced analytics to enhance their study designs and deliver 
quicker, more accurate insights to clients. 

Equally enriching were the contributions of academicians from IILM University and the 
international scholars from Abu Dhabi and the USA. Their questions and perspectives 
brought a global dimension to the programme, illustrating how AI in marketing research is 
being studied, taught, and applied in varied socio-economic contexts. The cross-cultural 
viewpoints strengthened the understanding that while technological tools evolve universally, 
their adoption, interpretation, and impact often differ by region, industry, and organizational 
maturity. 

The programme emphasized the strategic role of marketing dashboards, retail analytics, 
qualitative research augmentation, and CRM enhancement supported by AI. Participants were 
encouraged to think about how insights derived from data can influence product design, 
advertising decisions, digital customer journeys, sales strategies, and innovation within 
organizations. The training underscored that mastering AI tools is not merely a technical 
exercise but an essential leadership responsibility for those involved in shaping market-facing 
strategies. 

An important aspect of the MDP was the focus on ethical and responsible use of AI. As AI 
systems grow more influential in shaping customer interactions, research interpretations, and 
business decisions, the programme highlighted the need for transparency, fairness, and 
accountability in deploying automated systems. Participants reflected on challenges related to 
bias in datasets, over-reliance on algorithmic outputs, data privacy, and the need for human 
oversight in research workflows. This reflective dimension enriched the programme and 
positioned AI adoption within a framework of responsibility and long-term sustainability. 

The virtual format of the programme proved effective in enabling participation from multiple 
geographic locations. The seamless coordination, structured time blocks, and interactive 
delivery ensured that participants could engage with the content without logistical challenges. 
The online mode also facilitated greater inclusion, allowing industry professionals and 
international scholars to join synchronously and contribute to the discussions irrespective of 
time zones. 

As the programme progressed, participants identified ways in which AI and ML could be 
integrated into their current work environments. Professionals from research firms expressed 
interest in adopting AI-enabled workflows to enhance operational efficiency. Faculty 
members from academic institutions discussed possibilities of integrating AI concepts into 
teaching and curriculum development. International scholars reflected on the comparative 
differences in AI adoption across markets. This exchange of ideas created an intellectually 
stimulating community of learners, each contributing to the richness of the programme. 



The programme concluded with a valedictory session where participants shared their 
experiences, insights, and key takeaways. Many expressed that the three days provided a 
deeper understanding of the strategic and applied relevance of AI in marketing research. They 
appreciated the clarity of concepts, the balanced mix of academic and industry viewpoints, 
and the opportunities for global networking that emerged during the programme. 

Overall, the MDP on Artificial Intelligence and Machine Learning in Marketing Research 
and Analytics successfully achieved its objective of providing participants with a holistic 
understanding of AI-driven marketing research. It offered a unique blend of conceptual 
learning, real-world illustrations, and cross-sector dialogue. The programme strengthened the 
participants’ ability to appreciate AI not just as a technological tool, but as a transformative 
force shaping the future of marketing insights and business decision-making. It reinforced 
BIMTECH’s commitment to delivering contemporary, industry-aligned training that 
empowers professionals to navigate—and lead in—the rapidly evolving digital marketing 
landscape. 

 


