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Abstract

The purpose of this research is to explore: How do marketers perceive the impact of Al-generated
marketing content on consumer experience? While the existing literature focuses on the
operational benefits of Al, particularly in relation to automation, efficiency, and personalisation,
there is limited research exploring how marketers perceive the impact of Al in their jobs and on

consumer experience.

This research adopted a qualitative and exploratory approach, guided by an interpretivist
research philosophy. The data were collected through semi-structured interviews, with four
marketers from different industries who provided valuable insights int the research topic. The

data were analysed using Braun and Clarke’s (2006) six-phase thematic analysis framework.

The findings indicate that Al is widely used to support personalisation, content creation, data
analysis, and operational efficiency. Participants viewed Al as a valuable tool that enhances
productivity and enables more targeted interactions, yet they also raised concerns about
transparency, authenticity, over-personalisation, and consumer trust. Thus, they emphasised the

need for human oversight to preserve emotional connection and brand authenticity.

This research contributes to the growing of Al in marketing practices, by providing valuable
insights into marketer’s experiences and perceptions of Al and its impact on consumer

experience.

Keywords: Artificial intelligence (Al); Al-generated content; Consumer experience;

Personalisation; Authenticity; Consumer trust; Human-Al collaboration.
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Chapter 1: Introduction

1.1. Background to the study

Artificial Intelligence (Al) has become a transformative technology across many industries. In
marketing, Al supports targeting, personalisation, segmentation, campaign management,
customer interaction, and content creation - tasks that before required human intelligence (Staff,
2026b; Jarek & Mazurek, 2019). In this context, Al-generated marketing content refers to the Al
creating images, text and videos through generative systems (Hartman et al., 2025). However, its
increasing use raises concerns regarding authenticity and the reduction of human creativity

(Hartmann et al., 2025).

Personalisation in marketing involves using past data and behavioural insights to tailor messages
to individual consumer preferences (McKinsey, 2023). While this improves relevance, over-
personalisation can harm the brand identity, by repeatedly showing similar content to consumers
(White, 2024). Alongside personalisation, authenticity has become a central concept in Al-
generated content. Authenticity is about maintaining an honest, genuine, and unaffected
communication with your target audience (Bardon, 2023), and is a key component of consumer
experience, which reflects the emotions and perceptions, that customers have with a brand
(lwuozor, 2023). Consumer trust is closely linked, providing insights about the confidence that a
buyer has in a company or its product, alongside with brand behaviour, transparent

communication, and ethical practices (Kushmaro, 2024).
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Marketing ethics emphasises honest and responsible communication with consumers (AMA,
2025). As a result, concerns surrounding Al-generated content continue to grow, particularly
regarding consumer trust, transparency, and deepfakes - the Al generating or manipulating
videos, images, audios, or texts (Brandvm, 2026; Bur, 2025). In response, marketing regulations
aimed to protect consumers and ensure that fair practices continue to evolve alongside

technological developments (Market, 2025).

To some extent, marketing automation also plays a crucial role in organisations, as it consists of
Al collecting and using customer data, to help marketers take actions. It is usually divided
between email campaign, customer journey, CRM integration and social media posting
(Salesforce, 2026). Even though automation allows marketers to focus on more strategic
automation activities, it also raises concerns regarding the reduction of human involvement
(Kumar et al., 2024; Davenport et al., 2019). Based on that, human creativity - original ideas,
problem solving, and strategic thinking — remains essential (Villa, 2026). As the literature suggest
that Al is used more as a supportive tool, rather than a replacement of human creativity

(Davenport et al., 2019).

Taken together, this research adopts a qualitative and exploratory approach to understand how

marketers perceive and experience Al in their jobs and how that influences consumer experience.

1.2. Research Question

With the integration of Al in marketing practices, how marketers create content, how

organisations deliver personalized experiences, and how organisations interact with consumers
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has transformed. While the existing literature highlights the benefits of Al in automation,
personalisation, and efficiency, there is limited understanding of how marketers perceive the
impact of Al-generated content on consumer experience (Kumar et al., 2024; Davenport et al.,

2019).

Based on that, the main research question of this research is: How do marketers perceive the

impact of Al-generated marketing content on consumer experience?

1.3. Research Objectives

The purpose of this research is not only to understand how Al is changing the way marketers are
introducing the technology in their daily activities, but to understand how these changes are

experienced by them and their consumers.

Research objective 1. To explore how marketers use Al-generated content in their day-to-day
practice: This objective aims to understand how marketers are implementing Al in marketing,

and how they are using this technology in their jobs.

Research objective 2. To examine how marketers perceive the impact of Al-generated content on
consumer experience: This objective aims to explore how Al-generated content benefits and

challenges marketing content creation.

Research objective 3. To explore how Al is influencing the role and required skills of marketers:
This objective aims to understand how Al is reshaping operational execution, and decision-

making, as well as how Al-related skills are growing as an important function for marketers.

Page | 11



1.4. Research Themes

The literature review will be organized into four themes:

Theme 1: Al and the Transformation of Strategic and Operational Marketing Roles

This theme will position Al as a transformative technology across strategic and operational
marketing content and activities, helping to understand data-driven decision-making, efficiency,
and automation. However, there is still limited discussion about how this is affecting marketing
practices (Jarek & Mazurek, 2019; Verma et al., 2021; Van Elsh & Black, 2021; Tomlinson et al.,

2025; Oraini, 2026; Shaban et al., 2026).

Theme 2: The Tension Between Human and Al Creativity in Marketing Content Creation

The relationship between human and Al creativity remains a tension when analysed within the
literature, suggesting that Al can outperform human creativity in terms of speed and efficiency
(Dhar, 2016; Jarek & Mazurek, 2019; Subbalakshmi & Nandhini, 2024; Kumar et al., 2024;
Hartmann et al., 2025). Bringing up an ongoing debate, should Al be used as a supportive tool or

a substitute in creativity processes?

Theme 3: Ethical and Regulatory Challenges of Al in Marketing

Ethical and Regulatory challenges are bringing attention when associated with Al-generated
marketing content highlighting the concerns faced from marketers when related to transparency,
deepfakes, consumer protection and over-personalisation (Oluwafemi et al., 2021; Kumar, 2023;

Duivenvoorde, 2025; Zhao, 2025; Kumar et al., 2025).
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Theme 4: Al and the Transformation of the Marketer—Consumer Relationship

While research has examined the performance of Al in marketing, and how marketers perceive
the integration of Al-generated content, there is still a lack of insight into how these
developments are perceived by consumers (Kumar et al., 2019; Hollebeek et al., 2021; Puntoni

et al., 2021; Wen & Li, 2025).

1.5. Relevance and Importance of the Research

This research aims to provide insights regarding how marketers are interpreting the growth of Al
in their jobs and the balance between human input and automation (Jarek & Mazurek, 2019) for
managers and team leaders. It highlights not only the benefits, but also the implications that
marketers experience. Additionally, it provides a guide to human resource (HR) professionals, by

reshaping skill requirements, training, and staff development needs (Van Esch & Black, 2021).

1.6. Thesis outline

This research is structured into six chapters:

Chapter 1 introduces the main research question, background to the study, objectives, and key
concepts related to Al-generated content. Chapter 2 presents the Literature Review, where
existing literature is critically examined based on Al in marketing, while identifying the research
gap which justifies this research. Chapter 3 explains the research methodology adopted,

including how the data was collected, thematic analysis, and ethical considerations.
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Chapter 4 presents the data analysis and findings of this research. Chapter 5 interprets the
findings in relation to the existing literature and objectives. Finally, Chapter 6 concludes this

research by summarizing the research question, findings, and recommendations for future

research.
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Chapter 2: Literature Review

2.1. Introduction to the Literature Review

This chapter will introduce existing academic literature while providing a theoretical foundation
to the research question: How do marketers perceive the impact of Al-generated marketing

content on consumer experience?

Al adoption in marketing practices is growing (Labudova, 2024), but limited research exists about
how marketers perceive Al, particularly in consumer experience. Consequently, this research
examines the balance between machine intelligence and human creativity, while it seeks to

understand how marketers interpret and respond to such technological advances in practice.

2.2. Thematic Review of the Literature

2.2.1. Al and the Transformation of Strategic and Operational Marketing Roles

Al in marketing showcases the importance of data-driven decision-making in the role of
marketers by improving marketing performance, and the way marketing strategies are executed
(Oraini, 2026). While Verma et al. (2021) point out that the role of Al is to help marketers with
strategic decision-making, by collecting and analysing consumer data, research from Jarek &

Mazurek, (2019) extend this by suggesting that Al influences strategies as well as operations.
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The authors have identified Al in all the areas of the marketing mix and with that marketer must

understand and manage the Al operational implementation across the framework (see figure 1)

(Jarek & Mazurek, 2019).

Table 2 | Areas of the impact of Al on marketing mix

Product Price Promotion (Brand) Place (Sales &
distribution)
» New product « Price « Creating a unique Convenient shopping
development management and experience The faster and
s Hyper- dynamic price s Personalised simpler sales process
personalisation matching to communication 24/7 customer service
e Automatic customer profile « Creating the wow (chatbot)
recommendations factor and offering Purchase automation
 Creating benefits Service-free shops
additional value » Elimination of the Consultant-less
» Additional process of learning customer support
solutions beyond product categories New distribution
product category « Positive impact on channels
the customer Merchandising
* Minimised automation
disappointment

Figure 1: Source Jarek, K & Mazurek, G (p.52).

The transformation of marketing roles relates to the use of Al in digital marketing. In this context,
Oraini (2026) supports the view that Al is being integrated as a new component in the marketing

mix — The new “P” for prediction, personalisation, and performance.

Jointly, both studies present the idea of Al in the strategic planning and in the performance
evaluation of marketing optimisation and it makes possible for marketers to go beyond their

limits to predict consumers preferences and adjust real-time pricing.

Furthermore, the literature supports the idea of Al not replacing marketing professionals but

rather shifting the roles into a hybrid model by changing organisational capabilities and
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marketing performance. However, it simultaneously floods the organisations with massive

volume of data.

The literature above acknowledges the benefits of the introduction of Al in the marketing mix
and performance, while several emphasise that Al is changing the skills and competences of
marketers. The literature suggest that digital marketing is being revolutionized by Al, where it
becomes self-aware and perform any human cognitive task (Van Esch & Black, 2021). Al is no
longer being used only to support marketers’ strategies, but it is increasingly helping marketers
to execute their daily activities. Which in today’s competitive environment, companies do not
only need to market their services and products, but also themselves, and with that the success

depends on hiring the right talent (Van Esch & Black, 2021).

Overall, the Al evolution highlights the shift towards data-driven and automated decision-making
processes, where the speed and precision come from Al. Marketers must continue learning how

to use the technology to remain relevant.

2.2.2 The Tension Between Human and Al Creativity in Marketing Content

Creation

Hartman et al. (2025) argue that generative Al can produce and surpass human-made content,
in both engagement and quality at a lower cost, while it can help marketers to produce marketing
content faster and cheaper. For example, purchasing a professional photo can cost around 5S$ -
100S dollars, depending on license. In contrast generating a single picture with OpenAl, costs

merely USD .04 (see figure 2) (Hartman et al., 2025).
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Source image Image encoding Textual representation Image creation Synthetic sibling
(human-made) (image-ta-text) as prompt (text-ro-image) (Algenerated)

cLIP a bottle of Heinz's tomato Generative
i e ketchup on a white surface [EX=To~mage
= [.] models

Figure 2: Source Hartman, et al. 2025. (p. 18).

In contrast, Subbulakshmi & Nandhini (2024) stress that emotional intelligence limits Al’s creative
capacity. In this sense, Al can offer speed and data-driven optimisation, but it cannot replace the

human touch.

Jointly, Jarek & Mazurek (2019) and Kumar et al. (2024) suggests that Al can assist marketers with
generative ideas, campaign optimization, and tailoring content to specific consumers. However,
they imply that Al creativity depends on human guidance. As marketers need to ensure that the
content is aligned with the brand identity. This statement supports the argument that Al is being

used as a tool rather than a creator.

Similarity is found on Dhar’s (2016) research regarding whether Al could substitute human
capabilities in general. Therefore, an argument can be made that while Al may outperform in
certain content production, Al lacks emotional and ethical judgments that are crucial to have

effective marketing (Hartman et al., 2025).

Page | 18



As a result, there is a potential tension between the ongoing need for human creativity and Al’s
ability to enhance content production and/or development. Marketers must adapt to the use of

the technology, as per developing or checking the Al creation.

2.2.3. Ethical and Regulatory Challenges of Al in Marketing

The introduction of Al into marketing practices raises both ethical responsibilities and legal
considerations for consumer protection. While generative Al offers possibilities to market
products to consumers, through chatbots, and recommended for you, concerns algorithmic bias,

data privacy, consumer trust and transparency are raised (Zhao, 2025).

Oluwafemi et al. (2021) implies that Al-driven marketing depends on a large volume of personal
data, which for instance is often collected without an informed consent, what can lead to
consumer trustworthiness (Kumar, 2023; Kumar & Khan, 2025). Based on that, The General Data
Protection Regulation (GDPR) requires that business obtain explicit consent from individuals

before collecting or processing their data (Oluwafemi et al., 2021).

Moreover, algorithmic bias emerges as another implication flagged by Oluwafemi et al. (2021). If
the data contains inherent biases, such as socio-economic, gender or racial, the algorithms will
reflect in their outputs. This can potentially result in discriminatory practices in the marketing
process (Oluwafemi et al., 2021). Furthermore, the “black box” nature of Al systems (i.e., limited
transparency in how Al models process large data and generate outputs without a clear
explanation), lacks explainability for consumers to understand how marketing decisions are

generated (Oluwafemi et al., 2021).
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Al is used among companies to create realistic and persuasive marketing content, which is not
advertised as Al creation. For example, credit companies can target impulsive individuals with

image of products that it desires but are low in cash for short term credits (Duivenvoorde, 2025).

The literature argues that Al-generated content becomes increasingly indistinguishable from
human-created content, bringing risks of deepfake (Duivenvoorde, 2025). The problem here is to
leave customers believing that the videos are real, when in fact they are Al-generated (Van Esch
et al., 2021; Duivenvoorde, 2025). Moreover, the Digital Service Act —adopted on November 16",
2022, and the EU Artificial Intelligence Act — adopted on March 13, 2024, are not fully protecting

the consumers in the present.

Current regulatory framework is limited, suggesting that Al policies are struggling to keep pace
with the advances in generative Al, potentially impacting brand credibility and consumer trust

(Zhao, 2025; Oluwafemi et al., 2021).

2.2.4. Al and the Transformation of the Marketer—Consumer Relationship

Al is changing how marketers engage, manage and interact with their consumers (Chen et al.,
2024). Together, Puntoni et al. (2021) and Chen & Prentice (2024) reveal that Al-driven system
helps marketers deliver immediate response content based on consumer data, obtained by Al

from the shadows consumers leave behind when they are engaging with their daily activities.

Both studies focus primarily on performance outcomes, offering limited data into how consumers

are expecting the interaction to be, particularly in terms of the quality of the relationship and
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authenticity, suggesting that Al quality can positively influence the customer’s experience, such

as, emotional, behavioural, social and sensorial (Puntoni et al., 2021).

In contrast, Jinpeng & Xiaohua, (2025) have introduced a more critical perspective of the impact
of Al on emotional engagement and trust. Revealing that Al can influence purchasing decisions
when used with responsibility. This indicates that consumer acceptance depends on how human-

like these interactions are and how credible they look, the technology alone seems insufficient.

Supporting this view, Hollebeek et al. (2021), suggest that the more seamless Al, the lower the
chance of customers being aware that they are interacting with a machine. For example, when a
customer online is chatting with a chatbot and thinking they are talking with an assistant, if this

interaction passes unaware, the technology passes the test (Hollebeek et al., 2021).

When analysed together, the authors reveal a tension between their findings. Although is clear
that Al improves efficiency, data collection and personalisation, it may weaken the emotional

connection required to build a long-term relationship with their consumers.

Even though the studies from Kumar et al. (2019) and Chen & Prentice (2025) have emphasised
the benefits of personalisation, as a process that interlinks customers and marketers (Kumar et
al., 2019), it does not focus on the risks of over-personalisation, which can lead to a negative

customer impact.

Overall, while Al is reshaping marketers’ jobs, it may also reduce the emotional connection, as
automated systems usually prioritise speed over human empathy and trust. The literature
provides valuable insights about this theme; it does not capture how marketers are managing

and interpreting the relationship between consumer experience and the Al system.
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2.3. Synthesis of the Literature

Together, the literature reveals that marketers are recognizing Al as a transformative tool within
marketing (Davenport et al., 2019; Jarek & Mazurek 2019; Verma et al., 2021). Across themes
one and two, Al is mentioned as a tool that enables marketers to generate content and
personalize customer’s interactions. However, there is a tension between themes one and two,
as one theme suggest that Al is supporting marketers, and the others suggests that Al can
replicate human creativity (Dhar, 2016; Jarek & Mazurek, 2019; Subbulakshmi & Nandhini, 2024;

Kumar et al., 2024; Hartman et al., 2025).

Theme three introduces ethical concerns, data privacy, and the risk with over-personalisation,
suggesting that even though Al can improve consumer’s reach, it might also impact their trust
(Oluwafemi et al., 2021; Kumar, 2023; Duivenvoorde, 2025; Zhao, 2025; Kumar & Khan, 2025).
Theme four addresses this gap, as customer vs marketer relationship brings the challenges that
are implemented when using Al-generated content (Kumar et al., 2019; Hollebeek et al., 2020;

Puntoni et al., 2020; Jinpeng & Xiaohua, 2025; Chen & Prentice, 2025).

2.4. |dentification of the Research Gap

The literature focuses on technology capacity, organisational outcomes, and consumer
experiences. With that, it gives little attention to the marketer’s perspectives with the use of Al

(Jarek & Mazurek, 2019; Kumar & Khan, 2025). Moreover, a methodological gap is identified
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within the literature. Many studies focus on quantitative methods (Subbulakshi & Nandhini,
2024; Mazurek, 2012; Oraini, 2026; Chen & Prentice, 2025; Labudova, 2024), providing limited

understanding about how marketers perceive Al at work.

Overall, these themes are connected and pointing to a broader gap within the literature: How do

marketers perceive the impact of Al-generated marketing content on consumer experience?

In response to that, this research aims to address these limitations, using a qualitative approach,

to understand the opportunities and challenges that are associated with Al in marketing.

2.5. Chapter Summary

Through four key themes, this chapter has examined the role of Al and Al-generated content in
marketing practices. The first theme highlighted within the literature refers to how Al is
transforming the role of marketers across operational and strategic activities. The second theme
explored the relationship between human creativity and Al-generated content in the creativity
area. The third theme introduces the regulations and ethical concerns that arise when using the
technology. This theme focuses on transparency and trust among marketers and consumers.
Finally, the last theme addressed the impact of the use of the technology on consumer

experience.

To address the research gap, the next chapter is going to outline the research methodology,

consisting in a qualitative approach.
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Chapter 3: Research Methodology

3.1. Introduction

This chapter outlines the methodology adopted to the research question: How do marketers
perceive the impact of Al-generated marketing content on consumer experience? By following
an exploratory research design, exploring lived experiences and interpretations of the use of Al
from marketers. The qualitative approach allows the participants to give real examples,
articulating how Al is impacting their daily work, interactions with consumers, and decision-

making.

3.2. Research Philosophy

The research philosophy that will guide this research is interpretivism, which refers to the
philosophical and methodological ways of understanding social reality, believing that reality is
socially constructed through dialogue, experiences, empathy, and interpretation, allowing the
research to capture different viewpoints to understand how marketers experience this

phenomenon (Dudovskiy, 2025b; Nickerson, 2024).

Page | 24



3.3. Research Approach

The research approach adopted is an inductive approach, which helped to define how theory and
data interact within the research, as it is based on learning from the experience. An inductive
approach collects data, and from that it identifies themes, and patterns, rather than testing

hypotheses (Dudovskiy, 2025a).

Adopting an inductive approach is suitable for this research due to the exploratory nature of
marketers’ perceptions, and experiences of their daily activities. Through semi-structured
interviews, which will be discussed next, the participants were encouraged to share their
experiences and challenges with the use of Al. This includes the impact on consumer relationship,

creativity, and efficiency.

3.4. Research Design and Methodological Strategy

Research design refers to the overall structure of the research to ensure that the processes are
aligned with the research’s objectives and to outline how data will be collected and analysed
(Hassan, 2024b). This research adopts an exploratory research design for understanding

marketer’s experiences, perceptions, and interpretations with Al.

Moreover, this research does not focus on the understanding of Al through numerical indicator,
but rather on how marketers perceive the technology on consumer experience, and creativity.

These aspects and its influence cannot be captured through quantitative approach.
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3.5. Data Collection Methods

This research follows a qualitative data collection, where four participants were involved. The
semi-structured interviews had a set of twenty predefined questions, that were shared with the

participants before the interview (See Appendix A).

While questions were predefined, they were flexible, which allowed the participants to elaborate
on their responses. Additionally, the participants were encouraged to build on their responses
through prompts, such as “Have you ever felt uncomfortable using Al? If yes, why? And no,

why?”.

Three interviews were conducted in-person, with recorded consent from the participants, and
one participant provided responses for their interview via email due to a work trip. The interviews
were conducted in April 2026 and lasted between thirty to sixty minutes, depending on the
participants availability. Additionally, the interviews were fully transcribed (See Appendix E) to

guarantee that the data provided a rich foundation on the research questions and objectives.

3.6. Sampling Strategy

This research follows a purposive sampling approach, which consist of a technique in which the
participants are selected based on their knowledge, and relevance with the research topic.
(Hassan, 2024a). The four participants were selected based on their professional experiences

with over five years of experience in the marketing field (See table A).
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Table A — Sampling of Participants:

Participant Occupation Age Gender
Carlos Agency Owner 36 Male

Talia Digital Marketing Manager 35 Female
Rita Social Media Manager 42 Female
Isabella Marketing Lead Specialist 33 Female

Note: Pseudonyms are used throughout to protect participants’ identities and ensure

confidentiality.

3.7. Data Analysis Methods

This research adopts a thematic analysis approach underpinned by Braun and Clarke (2006),
which consist of identifying, analysing and interpreting patterns in qualitative research (Ahmed

et al.,, 2025).

The first phase is familiarisation was achieved through reading and listening the interview
transcripts. This approach helped to understand participants’ responses and identify potential
patterns. Secondly, during the open coding phase, initial codes were labelled based on the
participants relevance to the research question. The codes such as efficiency improvement,
human control, trust concerns, and reduce originality were captured based on the participant’s

views of creativity, their roles as marketers and ethical considerations (See appendix F).
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The third phase of reviewing potential themes was conducted by identifying themes among the
codes. This means that the researcher iteratively grouped similar patterns across participants
ideas. These were then grouped into four themes during the defining and naming themes phase.
The fourth phase involved refining the themes to ensure that they reflect in the participants’
responses, by ensuring consistency and coherence. This phase ensured that each theme was

supported by sufficient data.

During the defining and naming phase, the research provided clear descriptions of each theme
and their relevance to the research objectives. The final themes that emerged were: Al and the
transformation of strategic and operational marketing roles, the tension between human and Al
creativity in marketing content creation, ethical and regulatory challenges of Al in marketing, and

Al and the transformation of the marketer-consumer relationship.

3.8. Ethical Considerations

Ethical approval was obtained from the supervisor prior to the data collection (See appendix G),
confirming that the compliances requested by the institution were followed. This research
followed the formal approval through Independent College’s ethical applications, where all
participants were informed about the purpose of the research, their rights, including their right
to withdraw from the research at any time without penalty and informed consent (See appendix

C).

This research also complies with the Data Protection Act of 2018, which mandates that all

personal data is maintained confidential and secured (Goddard, 2017). All interviews’ recordings
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and transcripts are going to be stored securely on a password-protected OneDrive account
provided by Independent College, where only the researcher and supervisory team will have
access. Moreover, the researcher obtained informed consent to ensure that participants had

clear understanding of the research, its purpose and implications.

3.9. Reliability and Validity / Trustworthiness

Trustworthiness in qualitative research refers to which degree the research findings can be

considered, accurate, applicable and unbiased (Harun, 2025).

Credibility: Refers to building trust and engaging with the participants (Ahmed, 2024; Harun,
2025). In this research, credibility was supported by semi-structured interviews, which allowed

the participants to share their experiences with Al in their marketing activities.

Transferability: Refers to the extent to which your research findings can be applied or transferred
to other contexts or settings (Ahmed, 2024; Harun, 2025). In this research, transferability was
achieved by providing rich a detailed descriptions of the research design, participants, and data

collection process.

Dependability: Refers to the consistency and transparency of the research findings (Ahmed,
2024; Harun, 2025). In this research, dependability was ensured by following an interview guide
across all participants to allow the researcher to compare their responses. Additionally, there is

also clear documentation of the data collection (section 3.5) and analysis (section 3.7).
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Confirmability: Refers to the action of ensuring that the research findings are based on the
participants’ responses rather than researcher bias (Ahmed, 2024; Harun, 2025). In this research,
confirmability was supported by regular reflective practices, including supervisory meetings
where interpretations were discussed to minimise biases. Additionally, the transparent
documentation of the collected data (e.g., Appendix E) and verbatim quotes guarantee that

findings are grounded in participants’ perspectives.

Overall, this research followed all steps of trustworthiness, providing a credible and reliable
understanding of how marketers perceive the impact of Al-generated marketing content on

consumer experience.

3.10. Limitations of the Methodology

While this research followed an appropriate framework and methodology for exploring how
marketers perceive the impact of Al-generated marketing content on consumer experience,
several limitations should be acknowledged. First, this research was based on a small sample size
and because of that it might have a limited range of perspectives and diversity across the
marketing industry. Additionally, as the participants work in Ireland, the geographical scope was

limited. This may have reduced the findings from a broader perspective.

Thirdly, one of the interviews was conducted via e-mail. This restricted the researcher’s ability to
probe further questions and get deeper insights. Moreover, this research focused on the
marketer’s perspectives, without analysing the consumers’ point of view. While this decision

aligns with the research question, it limits the findings from a consumer perspective.
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3.11. Chapter Summary

An interpretivist and an inductive approach were used to guide the exploratory research design
of this research which explored the perceptions and experiences of the marketers through semi-
structured interviews. Thematic analysis was underpinned by Braun and Clark (2006), which
helped to identify patterns within the data and ensure that the themes are align with the research

guestions and objectives.

The following chapter will include a discussion around the four identified themes: Al and the
transformation of strategic and operational marketing roles, the tension between human and Al
creativity in marketing content creation, ethical and regulatory challenges of Al in marketing, and

Al and the transformation of the marketer-consumer relationship.
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Chapter 4: Data Analysis and Findings

4.1. Introduction

This chapter presents the findings from the primary qualitative research to address the main
research question. The choice of following qualitative research, allowed for an in-depth
understanding of how the participants interpret Al-generated content in marketing, and their
experiences. The data was analysed using thematic analysis approach, which consists of
identifying, analysing and interpreting patterns, followed by the Braun and Clarke framework

(Ahmed et al., 2025).

Four key themes aligned with the research objectives were identified during the interviews (See
Figure 3). Each theme is supported by the participants quotations to provide evidence and
illustrate the findings across the dataset. There is also a clear document of the data analysis

methods (section 3.7).
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Figure 3: Research Framework.

4.2. Participant Profile

The research was conducted with four participants based in Ireland and working experiences with

Al in their roles. This approach allowed for a broader analysis of how Al is applied across different

areas of marketing, and how marketers perceive the impact of Al within their jobs. This method

ensured that the participants selected for this research have sufficient experience before and

after the introduction of Al, allowing them to reflect the changes in marketing roles. While all

four participants are based in Ireland, two of them operate within international markets,

including United Kingdom, European regions, and Middle East and North Africa.
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Finally, the sample includes two participants working across B2B — business-to-business and two
participants working across B2C — business-to-consumer, which allowed the findings to reflect

different views of consumer experience, business clients and the final buyer.

4.3. Findings Organized by Research Objectives or Themes

4.3.1. Theme 1: Al as an Operational Accelerator and Productivity engine

Across all four interviews, a key theme identified was Al as a transformative operational tool that
increases efficiency, accelerates day-to-day marketing processes, and reduces manual workload.
The participants have emphasised the value of Al in automating repetitive tasks, and enabling

them to focus on strategic responsibilities, rather than a threat to their roles.

Moreover, a recurring pattern identified was how Al has fundamentally changed the pace for
marketer’s jobs. Some participants have highlighted how Al can reduce the time on tasks such as

content creation, and meeting administrations.

“We can then go to Claude and say, for example, Company X, tell me all the search terms that
have come out over the last seven days, tell me what's profitable and what's not profitable. So

that's a half a day's work done in 30 seconds.” (Carlos, Agency Owner).
Similarly, Isabella has emphasised that Al helps her to focus on more strategic tasks.

“Al hasn't eliminated my role; rather, it has eliminated the time | used to waste on manual

execution that didn't tap into my creativity. By freeing up that time, | can now focus on more
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strategic tasks, exercise my creativity, and deliver larger projects in significantly less time”

(Isabella, Marketing Lead Specialist).

This highlights the transformation of operational tasks with Al tools. The ability to generate
insights in seconds demonstrates a shift from manual tasks to automated support. Participants
have also highlighted that they can manage more accounts while using Al, delivering more

campaigns, or even producing more assets than without Al.

Furthermore, the findings suggested that Al supports marketers’ jobs, highlighting that human
involvement is essential, ensuring quality, and maintaining the creation aligned with the

company objectives.

“It's not taking my job... It's allowing us to be a lot more effective” (Carlos, Agency Owner).

Overall, the data indicate a clear agreement that Al is not replacing marketers’ roles but rather
improving their operational tasks by automating routine tasks. The findings suggest that Al is
viewed as a tool that strengthens marketer’s abilities to deliver relevant content and enables the

participants to reallocate their time towards more strategic aspects of their jobs.

4.3.2. Theme 2: Al as a creative amplifier and ideation Partner

Across the interviews, while the participants acknowledged that Al supports creative processes,

they also emphasise that a human touch remains essential to develop marketing content.
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“The true creativity comes from those human inputs. Because Al cannot create something from
scratch, human-created content serves as the essential base and foundation. Al can expand and

transform that foundation, but it cannot replace it” (Isabella, Marketing Lead Specialist).

This reflects a shared belief between the participants, that creativity remains human-led, with Al
as a supportive tool. Building on that, participants have suggested that Al supports the early

stages of their creations, particularly in generating ideas, refining concepts, and brainstorming.

“It's helpful in terms of a creative perspective when you're trying to come up with maybe concepts
for campaigns, more content. Sometimes you get stuck when you're writing something, so
sometimes Al can be really good to maybe get you out of a rush or kind of get something across

in a better way” (Rita, Social Media Manager).

This reflects how Al supports the development of creative outputs by helping marketers to
express ideas with clarity and confidence. Talia and Carlos have shared that Al has helped both
to produce and deliver marketing content in a short period of time, something that would have

been difficult if only relying on the traditional design timelines.

“We might have like 10 different variations, but then within those variations we might have like
5 different hooks or five different demographics or five different images. So, we can use Al to swap
in and out, say, a girl versus a boy or a 25-year-old versus a 65-year-old or a different hook that

might be, you know, save energy” (Carlos, Agency Owner).

Even though some participants have suggested that Al helps them create content, others have

expressed their concerns regarding the limitation of Al when producing authentic content. For
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example, Talia has shared her findings about how three different companies have used the same

campaign idea, suggesting that the campaign was created with Al.

“Ithink that we'll probably see a lot of similar campaigns coming out from companies at the same
time and the reason that I'm saying that is because just recently for Mother's Day, | saw three
different major companies all going out with the exact same campaign, which was about being

the favourite child” (Talia, Digital Marketing Manager).

Despite this risk, participants were clear that Al cannot create a campaign by itself, suggesting
that a human must initiate the creative process, and from that Al can generate multiple variations

of content.

“The initial ideation is still human” (Carlos, Agency owner).

Isabella has also flagged that marketers cannot depend on Al to generate content, as the

technology might hallucinate when creating a campaign.

“If you ask an Al model to draft a press release for a new product launch, it might hallucinate a

non-existent strategic partnership” (Isabella, Marketing Lead Specialist).

Overall, the findings indicate that while Al helps marketers in their creative processes, supporting
ideation, and improving content development. At the same time, there is a tension related to the
potential risk of creative sameness, which reinforce the importance of a human-touch ensuring

that Al-generated content remains meaningful.
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4.3.3. Theme 3: Al as a driver of ethical responsibility and trust management

While participants recognized that Al improves efficiency, they were also aware of the risks Al
can bring associated to loss of brand authenticity, misleading content, breaches of consumer
trust, transparency, and clear regulatory frameworks. Participants have emphasised that

transparency is essential when using Al and the importance of having a clear brand identity.

“If we were to do something that was generated by Al, we would label it as such so that we're

not hiding anything from the customer” (Rita, Social Media Manager).

These perspectives reflect the belief that Al cannot replace the emotional or strategic thought of

human insights, and that transparency is essential for preserving consumer trust.

“If the original idea is authentic, unique, and strong, Al will amplify those qualities. Conversely, if

the idea is poor, Al will just amplify its flaws” (Isabella, Marketing Lead Specialist).

However, concerns regarding trust, particularly in digital environments where Al-generated

content can create deepfakes, were also evident.

“I think there are trust issues around Al for sure. | think there's a lot of people who would be
sceptical around Al and how it fits into it and there's a lot of fear, around Al and what it can do”

(Rita, Social Media Manager).

This highlights a potential impact of Al-generated content on consumers’ perceptions of
marketing content. Furthermore, participants have expressed concerns regarding ethical issues,

such as realism of Al-generated image, and data privacy.
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“An ethical line is crossed if we use consumer data in ways they did not explicitly consent to or

expect” (Isabella, Marketing Lead Specialist).

This suggests that while the participants are using Al, they are also cautious on how it may be

perceived by the consumers.

“Do we ethically have the right to use that human, that person in an Al-generated image? Or is
the person in the image Al-generated and therefore we're not violating anyone's rights or

anyone's ethics?” (Carlos, Agency owner).

This concern is raised by Carlos, especially when Al tools can create realistic human images
without consent. The interviews show shared awareness among the marketers that while using
Al, they must take new ethical responsibilities, taking into consideration responsible data use,

and transparency.

Overall, these findings suggest that marketers remain cautious about the ethical implications

when integrating Al into their work.

4.3.4. Theme 4: Al as a mediator between marketers and consumers

Participants have highlighted that Al is shaping the brands interaction with their consumers, by

delivering more relevant content using behaviour analysis and contextual data.

“Today, Al allows marketers to reach consumers in real time. That real-time connection is the

magic of Al” (Isabella, Marketing Lead Specialist).
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This shows how Al enables immediate actions from marketers, aligning more closely with
individuals’ preferences, and ensuring that marketing messages reach the right audience. In this
context, participants have recognized that emotional connections depend more on the message
rather than if Al was used, what suggests that consumers interact with authentic and meaningful

productions.

“The emotional connection depends entirely on the message we are trying to convey and how the
creators and copywriters position it. It’s less about whether Al was used and more about what we

are trying to say” (Isabella, Marketing Lead Specialist).

Additionally, Al is described as improving consumer experience, as they are more likely to engage

with content that reflects their interests.

“With that, you feel like the consumer experience is better because they have more

personalisation, like you can reach more” (Talia, Digital Marketing Manager).

However, as mentioned in the theme above participants have also flagged that Al can introduce
challenges in the marketer-consumer relationship. Concerns reflecting authenticity,
transparency and ethical standards were mentioned, which brings up responsibilities for

marketers to ensure transparency when creating campaign using Al.

“Are people seeing the truth? Right? Because it's now so much easier and quicker for people to

create content that isn't” (Carlos, Agency Owner).

Despite these concerns, the participants have agreed that Al redefines consumer experience by

providing more relevant content to everyone, based on their preferences and behavior.
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“It's important that the main thing with customers, and that's both from an overall customer
experience from the time they first contact us or see a piece of our content, is that they feel it's
authentic, that they can trust us, and that we're sort of upfront with information” (Rita, Social

Media Manager).

These findings demonstrated that Al acts as a mediator among marketers and consumers, by

ensuring that the content aligns with the individual’s motivations and context.

“We can provide the right app to the right user at the right time and ultimately, that, from my

perspective, will be a good thing” (Carlos, Agency Owner).

Overall, the findings suggest that marketers perceive Al as a mediator between themselves and
their consumers. It is mentioned that Al enhances relevant content to the right audience, real-
time responsiveness, and efficient communications. However, it is flagged that this efficiency
depends on the human connection, where marketers must show transparency, and maintaining

trust, all to ensure that consumer experience is enhanced.

4.4. Summary of Key Findings

The primary research findings highlight several important patterns regarding how marketers
perceive Al-generated content and how it impacts consumers’ experiences. First, Al is identified
as a tool transforming marketing roles by improving efficiency, automating operational tasks, and
allowing marketers to focus on strategic activities, such as campaign planning and decision-

making. Second, while Al is recognized as a valuable supporting tool, a tension emerged between
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what Al can offer, and the need to preserve brand identity, and authenticity. Participants have
emphasised that it is important to maintain a good marketer and consumer relationship, while

providing a human touch.

Third, ethical considerations were highlighted by the participants, as issues related to consumer
trust, regulatory frameworks and transparency were mentioned throughout the interviews. The
findings suggest that the marketers are aware of these challenges, related to mass targeting
rather than personalized approaches. Finally, Al was perceived as a mediator between marketers
and consumers. The participants have highlighted that while Al helps with personalisation, time
efficiency, and creativity, the human connection remains essential to ensure a positive

experience to all consumers.

Overall, the findings suggest that Al is implemented as a valuable tool within marketing practices,
but the effectiveness depends on the human creativity, emotional engagement, and ethical

responsibilities.
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Chapter 5: Discussion

5.1. Introduction

This chapter discusses the findings presented in Chapter 4, linking the empirical findings to the
existing literature to answer the research question. Based on that, this chapter evaluates whether

marketers’ real-world experiences reflect these theoretical challenges and benefits.

This discussion is built around the three research objectives of this research. First, to explore how
marketers use Al-generated content in their day-to-day practice. Second, to examine how
marketers perceive the impact of Al-generated content on consumer experience. Third, to

explore how Al is influencing the role and required skills of marketers.

5.2. Discussion of Findings by Research Objective or Theme

5.2.1. Theme 1 - Al as an Operational Accelerator and Productivity engine and

theme 2 - Al as a creative amplifier and ideation Partner

Objective 1: To explore how marketers use Al-generated content in their day-to-day practice

This finding indicates that participants have highlighted the use of Al in automation of repetitive

processes, ideation, and campaign optimisation. However, the findings also suggest that Al is not
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used independently, as human oversight remains important to ensure quality, and brand

trustworthiness.

Kumar et al. (2024) and Shaban et al. (2026) emphasise that Al enables marketers to have a more
responsive marketing approach, through automation, improving decision-making, and campaign
execution. These findings extend the existing literature by showing that Al is used as a tool that
supports creativity, helping marketers with ideation, rather than replacing human creativity. As
Al is frequently described as a hybrid tool used by marketers, helping them to gain efficiency

(Davenport et al., 2019; Verma et al., 2021).

Moreover, findings from this research suggest that marketers do not rely on Al solely, but instead
they use Al as a complementary tool, allowing them to manage their workflow with more
efficiency. These findings are further supported by Davenport et al. (2019), who argues that Al
amplifies human capabilities, rather than replacing it. Additionally, it is noted that there is a need
for human input in Al-generated content, as the first ideation for campaign creations comes from

the marketer, rather than from the Al.

Marketers in this research highlighted that Al-generated content is evolving and transforming
their jobs by acting as an operational tool, accelerating productivity. This indicates that the

human expertise is still essential, and Al adoption is integrated to ensure effectiveness.
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5.2.2. Theme 2 — Al as a creative amplifier and ideation Partner, Theme 3 — Al as
driver of ethical responsibilities and trust management, and Theme 4 — Al as a

mediator between marketers and consumers

Objective 2: To examine how marketers perceive the impact of Al-generated content on customer

experience

Through the data collection phase, participants have highlighted that Al enables them to deliver
more relevant content in real time based on consumer’s preferences. This supports the idea that

Al facilitates and improves engagement while adapting through the customer’s journey.

These findings are aligned with the existing literature, as Al is described as a key tool to provide
personalised engagement and create consumer’s strategies. Al-driven systems are described as
a technology that allows organisations to analyse consumer data and provide the right
communication strategy to the right audience, what in long-term can strengthen consumer and
marketer’s relationship (Kumar et al., (2024). Similarly, the research from Kumar et al. (2019) also
highlights that Al contributes for a more efficient consumer experience, with automation and

predictive analytics, allowing the marketer to anticipate consumer’s needs.

Even though the findings suggest that Al has a positive impact, they also suggest that there is a
tension in how Al-generated content influences consumer experience. Participants have
expressed concerns regarding over-personalisation, and the fact that Al can reduce the human

elements in marketing communications, by becoming less authentic and emotionally engaging.
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That said, this tension reflects a debate within the literature. While Al is introduced as a tool that
enhances personalisation, scholars have highlighted that Al-driven interactions rely on data
collection. That the black box nature of Al decision making can make it difficult for consumers to
understand why they are being targeted, suggesting concerns around consumer’s awareness,
transparency, and privacy (Oluwafemi et al., 2021). Davenport et al. (2019) suggests that while
Al simulates human interactions, it does not replicate or substitute the rational and emotional
dimensions of communication. This is important to note, as in marketing, trust and authenticity

are major in consumer experience.

Furthermore, the findings extend the existing literature by suggesting that Al has a role as a
mediator between marketers and their consumers, emphasising that Al is reshaping the way
consumer’s experience is being constructed, rather than only improving. Thus, Al enhances speed
and convenience, it also weakens the emotional connection. These aspects of Al are not fully
explored in the existing literature, which focus on performance outcomes rather than on

experience (Oraini, 2026).

Consequently, the findings suggest that Al on consumer experience is not seem as a positive or
negative tool, but rather context-dependent, highlights that Al works best when it augments the
human capabilities (Davenport et al., 2019). As Al-generated content depends on the human
integration into marketing strategies, the effectiveness of that will depend on how experience

will be maintained.

First, Al is described as tool that enhances personalisation and operational efficiency. Second,

there are challenges related to trust, transparency, and human interaction. As there is a dual role,
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marketers must introduce a hybrid approach, where Al supports markets jobs, while the human

input remains meaningful for a successful customer relationship.

5.2.3. Theme 3 — Al as a driver of ethical responsibilities and trust management
and Theme 4 — Al as a mediator between marketers and consumers

Objective 3: To explore how Al is influencing the role and required skills of marketers

Although participants have highlighted that Al has positive outcomes, the findings suggest that
marketers are required to oversee and interpret data-driven insights, to ensure the outcomes

are aligned with the brand identity and objectives.

These findings suggest that there is a shift into more hybrid skillsets. This means that marketers
are now required to understand not only the Al tool, but combine them with critical thinking,

creativity, and strategic judgement.

This is consistent with the existing literature, as Davenport et al. (2019) and Oraini (2026) argue
that Al enables organisations and marketer to concentrate on more complex activities, analyse
more data, automate processes, and support decision-making through real time responsiveness,
and predictive analytics. This improves targeting capabilities and reinforce the transition towards

more strategic and data-driven functions.

In this context, Al is no longer viewed as a supportive tool, but rather as a resource that
contributes to organisational operational advantages. Because of that, marketers must continue

to adapt to the technology.
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Moreover, as mentioned across the findings, Al does not replace the role of a marketer, but it is
reshaping it. Participants have highlighted that it is important to maintain the human overview,
particularly to ensure relevance, quality, and the authenticity of the Al creation. These findings
are aligned with previous literature that says that Al is most effective when it complements
human capabilities, rather than replacing it (Davenport et al., 2019). This suggests that human
skills are still extremely important, and that Al has its limitations, particularly when the

requirement is emotional intelligence, creative originality, and contextual understanding.

From a critical point of view, the findings suggest that the marketers’ skills are transforming, and
with those technical changes, it is including ethical responsibilities and trustworthiness. As Al is
increasingly integrated into consumer interactions, marketers’ skills are evolving towards areas
such as managing Al-driven communication, managing consumer trust, and ensuring
transparency. This is relevant since the existing literature highlights that Al systems rely on
consumer data, and because of that concerns regarding bias, privacy and accountability are
flagged (Zhao, 2025). With that, marketers must engage with ethical considerations, ensuring

responsible use of Al technologies, rather than only developing technical and analytical skills.

Overall, the findings suggest that Al is reshaping marketers’ skills. These skills are referred to the
fact that marketers are guiding Al systems in decision-making, interpreting insights, and
balancing ethical responsibilities with efficiency. The future of marketer’s roles is characterised
by a human-Al collaboration model. This suggests that while Al enhances efficiency, the human
touch remains critical to maintain authenticity, and to ensure that the marketer-consumer

relationship remains meaningful.
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5.3. Integration of Findings

Across all three research objectives, Al was described as a tool that enhances and supports
efficiency and personalisation, while improving data-driven decision-making. However, it is
important to note that the findings also suggest that Al in marketing remains dependent on
human insights, ethical judgments, and creativity, as Al does not start a project by itself. This
suggests that Al is not replacing marketers’ jobs, but that the technology appears to be reshaping

the roles within the marketing processes.

Furthermore, a tension between efficiency and authenticity was identified in this research. While
participants have highlighted that Al improves customer targeting, and responsiveness, there
were concerns about the reduction of emotional connection, and the automation of
communication. As a result, the findings indicate that, to have a successful integration of Al in
marketing does not depend only on the technology capability, but also on the marketers’ ability

to maintain a meaningful and human customer interaction.

This research identified that the role of marketers is evolving towards a more supervisory
function. As Al automates repetitive tasks, marketers are required to manage ethical
considerations related to data usage and consumer trust, while interpreting Al-generated
insights and content quality. This demonstrates that marketing may be characterised by a hybrid
human-Al collaboration model. In other words, while Al improves operational tasks, the human

touch remains essential for strategic and relationship management, along with the creativity.
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Overall, the findings reinforce that Al creates opportunities and tensions between consumers
and marketers, particularly when balancing performance with authenticity, ethical responsibility,
and consumer trust. As a result, the findings from this research demonstrate that Al in marketing
does not depend solely on the technological capabilities, but also depends on the human

judgment, creativity, and strategic thinking.

5.4. Implications of the Findings

While existing literature focuses on the operational benefits and performance of Al, such as
automation and efficiency, this research explored marketers’ experiences and perceptions of Al-
generated content, mainly the human dimensions of customer interactions. In addition, this
research reinforced the argument that Al works more efficiently when used as a complementary
tool, rather than a complete replacement of marketers such as in studies conducted by

Davenport et al. (2019).

Moreover, this research has managerial and industry implications. With the growth of Al,
organisations are adopting the technology within marketing functions. This research suggests
that businesses should maintain a balance between human interactions and the technological
efficiency. Although it is shown that Al improves productivity and customer targeting, it is
essential that marketers maintain brand authenticity to ensuring that ethical responsibilities are
upheld. Additionally, the findings suggest that companies should be transparent about use of Al-
generated content, as concerns regarding privacy and trust might negatively influence marketer-
consumer relationships.
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From a marketing strategic perspective, as Al-generated content is present in marketers’ jobs,
the findings indicate that the technology is increasingly shaping communications, and digital
practices. Consequently, while organisations use Al to support audience targeting, they also must
ensure that the brand communication remains human. As a result, marketers should adopt a
hybrid human-Al collaboration model, where Al supports efficiency while human input remains

essential to build consumer experience.

In relation to digital marketing practices, this research suggests that Al enables real time
responsiveness through predictive analytics. Thus, it is important to highlight that marketers
should keep considering ethical implications related to data usage, algorithmic bias and
transparency when implementing Al-driven strategies. Finally, marketers must maintain

authenticity and consumer trust to ensure long-term relationship.

Overall, the implications of this research suggest that marketers are going to adopt a hybrid
human-Al collaboration model, where operational efficiency is improved by Al, while creativity,

and relationship management remains human.

5.5. Link to Research Gap

While previous studies focused on discussing the operational benefits of Al (Kumar et al., 2019;
Davenport et al., 2019), limited attention was given to marketers’ own perspective and

experiences with the use of Al in their jobs.
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The existing literature primarily focusses on the organisational performance outcomes of using
Al, with less emphasis on how marketers perceive the impact of Al-generated content on
consumer experience, marketing practices, and creativity. As well as that, most of the existing
literature adopts quantitative approaches (Subbulakshi & Nandhini, 2024; Mazurek, 2012; Oraini,
2026; Chen & Prentice, 2025; Labudova, 2024), which can create a limited understanding of

marketers’ perspectives are associated with Al integration in marketing.

While the existing literature emphasises Al’s ability to improve consumer experience (Kumar et
al.,, 2019; Davenport et al., 2019; Oraini, 2026), this research demonstrates that marketers
recognise the limitations associated with Al-driven communications, especially regarding the
reduction of emotional connections. As a result, this research highlights the existing tension

between human authenticity and Al efficiency within marketing communication.

5.6. Chapter Summary

This research suggests that Al enhances consumer experience through personalisation and real-
time responsiveness, while creating tension related to consumer trust, transparency and
emotional connection. Moreover, this chapter supports the argument that Al is reshaping the
role and required skills of marketers, while marketers should adopt a hybrid human-Al

collaboration model.

The following chapter will present the final conclusions, limitations of the study and

recommendations for future research.
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Chapter 6: Conclusion and Recommendations

6.1. Introduction

This chapter concludes this research by summarizing the key findings of the main research
guestion: How do marketers perceive the impact of Al-generated marketing content on

consumer experience?

This research explored the real-life experiences and perceptions from marketers in relation to Al-
generated content. Also, it discusses the contributions of this research with recommendations
for marketers and organisations. Finally, limitations and future research recommendations are

presented.

6.2. Summary of the Research

While existing literature highlights the operational benefits of Al in marketing, limited attention
has been given to real-world experiences and perceptions from marketers regarding the use of
Al-generated content, particularly on consumer experience. Based on this gap, three objectives
were the focus of this research: To explore how marketers use Al-generated content in their day-
to-day practice, to examine how marketers perceive the impact of Al-generated content on
consumer experience, and to explore how Al is influencing the role and required skills of

marketers.
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This research adopted a qualitative and exploratory research design, by an interpretivist
philosophy and an inductive approach. Four marketers were part of a semi-structured interview.
Moreover, Braun and Clarke’s (2006) framework was used to analyse the data, allowing the

researcher to find key themes and patterns emerging from the participants’ perspectives.

6.3. Summary of Key Findings

The first research objective aimed to explore how marketers use Al-generated content in their
day-to-day practice. The findings revealed that Al is primarily used as a tool that allows marketers
to automate repetitive tasks, support campaign ideation, and improve operational efficiency.
Consequently, Al is perceived as a tool that enables marketers to focus on strategic and creative
tasks, rather than purely operational. Even though the participants have highlighted the benefits
of Al, they also suggest that human oversight is essential to ensure quality, relevance, and brand

identity.

The second research objective examined how marketers perceive the impact of Al-generated
marketing content on consumer experience. The findings suggested that Al-generated content
enhances customer engagement, particularly through real-time responsiveness, personalisation,
and more targeted communication. Participants emphasised that Al improves the response to
consumer preferences and behaviours. However, concerns regarding transparency, consumer
trust, and excessive automation and over-personalisation may reduce authenticity and weaken

emotional connection.
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Finally, the third objective explored how Al is influencing the role and required skills of marketers.
Findings suggested that marketers must adopt a hybrid skill set, given the growing importance of
skills related to critical thinking, strategic decision-making, ethical judgements, and the ability to
manage Al outputs. As a result, their roles are evolving towards a more strategic and supervisory
function. As Al is recognized as a tool that improves operational performances, findings show
that marketers are essential for maintaining creativity, ethical responsibility, and emotional

intelligence within marketing communication.

6.4. Contribution of the Study

While the existing research focuses on the operational benefits of Al, this research addresses
marketers’ own experiences regarding the impact of Al-generated content into their jobs.
Additionally, this research reinforces that Al is a complementary tool in marketing, rather than a
replacement for human expertise. Consequently, this research contributes to a broader
understanding of how marketers perceive Al, the skills that are required, and the tension

between the technology efficiency and the human interaction in Al-driven environments.

From a practical perspective, the findings from this research provide a deeper understanding of
Al in marketing strategies and communication, particularly for organisations and marketers. For
example, findings highlight that maintaining transparency, ethical awareness, and authenticity is
essential when using Al-generated content. As a result, organisations must continue to invest in
humans’ creativity, Al-related skills, and strategic thinking as these skills cannot be replaced by

Al itself.
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6.5. Practical Recommendations

6.5.1. Recommendation 1: Maintain a Hybrid Human - Al approach

Organisations should adopt a hybrid human — Al collaboration model, rather than relying entirely
on the Al system. As demonstrated in Chapter 5, while Al improves operational efficiency,
marketers remain essential in maintaining strategic judgment, emotional connection, and
creativity. Consequently, organisations should ensure that human oversight is central to
marketing communication and decision-making processes, using Al as a supportive tool. This may

help organisations to maintain long-term consumer relationship.

6.5.2. Recommendation 2: Invest in Al skills development and training

As marketers’ roles are evolving towards more strategic and supervisory functions, organisations
should invest in continuous professional development related to Al technology, data
interpretation, ethical Al responsibilities, and strategic decision-making. By supporting
marketers’ developments, organisations may be able to adapt more effectively Al-driven
marketing environments. As a result, marketers will have hybrid skillsets that combine human

and Al intelligence in line with Recommendation 1 above.
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6.5.3. Recommendation 3: Maintain or increase transparency when using Al-

generated content

Findings highlighted concerns regarding consumer trust, Al-generated misinformation, and
authenticity. As a result, organisations must implement clear transparency practices within
marketing campaigns when using Al-generated content. Consumers should be informed when Al
is being used to create images, videos, texts, and audios. This may help organisations improve

consumer trust, and reduce concerns regarding deepfakes, and manipulation.

6.5.4. Recommendation 4: Emotional connection and authenticity must be

prioritized in marketing communication

Even though Al improves efficiency and personalisation, marketing strategies must avoid
excessive over-personalisation and automation, as these can cause a negative influence on
consumer trust and engagement. Maintaining a trustworthy emotional interaction might

contribute to a more meaningful consumer experience.

6.6. Limitations of the Research

This research is not without limitations.

First, this research was based on a small sample size, consisting of four participants. Due to time,

a fifth participant could not be included before the researcher finished writing the thesis. A larger
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sample size may have provided a broader perspective (e.g., varying marketing sectors, consumer

experience and organisational contexts).

Secondly, one of the participants could not meet in person due to a work trip, and because of
that, one of the interviews was conducted by email. This limited the researcher’s ability to ask
spontaneously probe questions. Thirdly, during the researcher’s data collection, a limitation
emerged regarding the definition of “consumer” within the main research question. At first, the
researcher considered consumer the final buyer. However, while following the semi-structured
interviews and discussions with the research supervisor, it became evident that consumers are
also the organisations themselves, as marketing agencies offer their services to other

organisations. This resulted in a broader interpretation of consumer experience.

6.7. Recommendations for Future Research

This research provides several opportunities for future research.

First, the sample size could be wider, including different organisations and marketing
professionals (see Section 6.6). Secondly, research conducted internationally could examine the
impact of Al-generated content across different geographical locations. This may result in

differences in consumer expectations, ethical responsibilities, and Al adoption.

Thirdly, future research could focus on B2B and B2C separately. This may help to understand in
detail how Al-generated content is affecting all the areas of marketing. Fourth, future research

could adopt a quantitative or mix-methods approach, to compare marketer’s perceptions across
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different industries. Finally, research focusing on the consumers’ perspectives of Al-generated
content could be important. This could bring great insights for future marketers, as consumers
can provide a deeper understanding on how they explore trust, authenticity, and the emotional

connection within Al-driven communications.

6.8. Final Conclusion

In conclusion, this research provides valuable insights into how marketers perceive the impact of
Al-generated marketing content on consumer experience. The findings show that while Al is
transforming marketing practices, particularly in personalisation, automation, and content
creation, it is also reshaping the role of marketers. Although Al is perceived as a tool that
improves efficiency, participants emphasise ongoing concerns regarding transparency, consumer
trust, authenticity, and emotional connection. These human dimensions remain crucial for

maintaining meaningful customer relationship.

Overall, Al-generated content has been found to be most effective when used as a
complementary tool, rather than a replacement for human creativity (Davenport et al., 2019).
Ultimately, as Al continues to evolve, marketers will need to ensure that marketing practices are

supported by a meaningful consumer experience.

Page | 59



References

A, P, Arunprakash, A., Kulothungan, V. and Radha, P. (2025). The Role of Artificial Intelligence in
Revolutionizing Customer-Centric Marketing Strategies: A Data-Driven Approach. NPRC Journal of

Multidisciplinary Research, 2(1), pp.163—175. doi:https://doi.org/10.3126/nprcjmr.v2i1.74691.

Ahmed, S.K. (2024). The pillars of trustworthiness in qualitative research. Journal of Medicine, Surgery,

and Public Health, 2(1), pp.1-4. doi:https://doi.org/10.1016/j.glmedi.2024.100051.

Ahmed, S.K., Mohammed, R.A., Nashwan, A.J., Ibrahim, R.H., Abdalla, A.Q., M. Ameen, B.M. and Khdhir,
R.M. (2025). Using thematic analysis in qualitative research. Journal of Medicine, Surgery, and Public

Health, 6(1), p.100198. doi:https://doi.org/10.1016/j.glmedi.2025.100198.

Al Oraini, B. (2026). Al as the new fourth ‘P’ of marketing: A statistical and machine learning modelling

approach to marketing performance. Alexandria Engineering Journal, 139(1), pp.126—138.

AMA (2025). Marketing Ethics. [online] American Marketing Association. Available at:

https://www.ama.org/marketing-ethics/#h-what-is-marketing-ethics.

Arshad, N., Sharma, K., Singh, A. and Kavhale, V. (2024). Al Changing Marketing for Marketers.
International Journal of Scientific Research in Engineering and Management, 08(01), pp.1-8.

doi:https://doi.org/10.55041/1JSREM28127.

Bardon, A. (2023). Authentic Marketing: 7 Things You Need to Know | Lindenwood University. [online]
Lindenwood University. Available at: https://www.lindenwood.edu/blog/seven-things-you-need-to-

know-about-authentic-marketing/.

Page | 60



Batten, J. (2020). Yale University Library Research Guides: YSN Doctoral Programs: Steps in Conducting a
Literature Review. [online] guides.library.yale.edu. Available at:

https://guides.library.yale.edu/c.php?g=296102&p=6873917 [Accessed 13 Nov. 2025].

Brandvm (2026). The Rise of Deepfake Marketing - What Are the Cons and Pros? | Brand Vision. [online]
brandvm.com. Available at: https://www.brandvm.com/post/deepfake-marketing [Accessed 23 May

2026]).

Bur, B. (2025). Synthetic Media & Deepfakes: Ethics in 2025 Marketing. [online] The Ad Firm. Available at:
https://www.theadfirm.net/synthetic-media-deepfakes-ethical-marketing-considerations-for-2025/

[Accessed 23 May 2026].

Chen, Y. and Prentice, C. (2025). Integrating Artificial Intelligence and Customer Experience. Australasian

Marketing Journal, 32(2), pp.141-153.

Davenport, T., Guha, A. and Bressgott, T. (2019). How Artificial Intelligence Will Change the Future of

Marketing. Journal of the Academy of Marketing Science, 1(1), pp.1-19.

Dhar, V. (2016). The Future of Artificial Intelligence. Big Data, [online] 4(1), pp.5-9.

doi:https://doi.org/10.1089/big.2016.29004.vda.

Dr.Subbulakshmi, P. and Nandhini, S. (2024). A Study On The Impact Of Artificial Intelligence On Digital
Marketing From The Perspective Of Digital Marketers . IOSR Journal of Business and Management, Volume

26(Issue 5), pp.18-22.

Dudovskiy, J. (2025a). Inductive Approach (Inductive Reasoning). [online] Business Research Methodology.
Available at: https://research-methodology.net/research-methodology/research-approach/inductive-

approach-2/ [Accessed 6 Apr. 2026].

Page | 61



Dudovskiy, J. (2025b). Interpretivism (interpretivist) Research Philosophy. [online] Business Research
Methodology. Available at: https://research-methodology.net/research-philosophy/interpretivism/

[Accessed 5 Apr. 2026].

Duivenvoorde, B. (2025). Generative Al and the future of marketing: A consumer protection perspective.

Computer Law & Security Review, [online] 57, pp.1-14. doi:https://doi.org/10.1016/j.clsr.2025.106141.

Farrell, R. (2023). The Impact of Artificial Intelligence on Marketing. [online] Griffith College. Available at:

https://www.griffith.ie/blog/the-impact-of-artificial-intelligence-on-marketing.

Flinders, M. (2024). Al in Marketing | IBM. [online] Ibm.com. Available at:

https://www.ibm.com/think/topics/ai-in-marketing [Accessed 28 Nov. 2025].

Goddard, M. (2017). The EU general data protection regulation (GDPR): European regulation that has a
global impact. International Journal of Market Research, [online] 59(6), pp.703-705.

doi:https://doi.org/10.2501/1JMR-2017-050.

Haleem, A., Javaid, M., Asim Qadri, M., Pratap Singh, R. and Suman, R. (2022). Artificial intelligence (Al)
applications for marketing: A literature-based study. International Journal of Intelligent Networks, 3(1),

pp.119-132. doi:https://doi.org/10.1016/j.ijin.2022.08.005.

Hartmann, J., Exner, Y. and Domdey, S. (2024). The power of generative marketing: Can generative Al
create superhuman visual marketing content? International Journal of Research in Marketing, 42(1),

pp.13-31. doi:https://doi.org/10.1016/j.ijresmar.2024.09.002.

Harun, M. (2025). Four Essential Pillars to Establish Trustworthiness in Qualitative Research. [online]
Library & Information Management. Available at: https://limbd.org/four-essential-pillars-to-establish-

trustworthiness-in-qualitative-research/ [Accessed 12 Apr. 2026].

Page | 62



Hassan, M. (2024a). Purposive Sampling - Definition, Methods. [online] Research Method. Available at:

https://researchmethod.net/purposive-sampling/ [Accessed 8 Apr. 2026].

Hassan, M. (2024b). Research Design - Types, Methods and Examples. [online] Research Method. Available

at: https://researchmethod.net/research-design/ [Accessed 6 Apr. 2026].

Hollebeek, L.D., Sprott, D.E. and Brady, M.K. (2021). Rise of the Machines? Customer Engagement in
Automated Service Interactions. Journal of  Service Research, 24(1), pp.2-8.

doi:https://doi.org/10.1177/1094670520975110.

Ireland, S. (2025). Glassbox. [online] Glassbox. Available at: https://www.glassbox.agency/ [Accessed 1

Apr. 2026].

Iwuozor, J. (2023). What Is Customer Experience (CX)? — Forbes Advisor. [online] www.forbes.com.
Available at: https://www.forbes.com/advisor/business/customer-experience-cx/ [Accessed 21 May

2026].

Jarek, K. and Mazurek, G. (2019). Marketing and Artificial Intelligence. Central European Business Review,

8(2), pp.46-56. doi:https://doi.org/10.18267/j.cebr.213.

KUMAR, A. (2025). Ethical Concern in Marketing: Addressing the Gap in Ethical Ai - Driven Consumer
Targeting. INTERNATIONAL JOURNAL OF SCIENTIFIC RESEARCH IN ENGINEERING AND MANAGEMENT,

09(05), pp.1-3. doi:https://doi.org/10.55041/ijsrem48757.

Kumar, D. (2023). Ethical and Legal Challenges of Al in Marketing: An Exploration of Solutions. pp.1-25.

Kumar, K., Rajan, B., Venkatesan, R. and Lecinski, J. (2019). Understanding the Role of Artificial Intelligence

in Personalized Engagement Marketing. Berkeley Haas, 1(1), pp.1-21.

Page | 63



Kumar, V., Ashraf, A.R. and Nadeem, W. (2024). Al-powered marketing: What, where, and how?
International Journal of Information Management, 77(1), pp.1-24.

doi:https://doi.org/10.1016/j.ijinfomgt.2024.102783.

Kushmaro, P. (2024). Council Post: Marketing With Consumer Trust In Mind. Forbes. [online] 12 Aug.
Available at: https://www.forbes.com/councils/forbescommunicationscouncil/2021/06/28/marketing-

with-consumer-trust-in-mind/ [Accessed 23 May 2026].

Labudov3, L. (2024). The Influence of Artificial Intelligence on Modern Marketing. European Conference

on Innovation and Entrepreneurship, 19(1), pp.391-397. doi:https://doi.org/10.34190/ecie.19.1.2760.

Market (2024). Market Regulation: Market Regulation and its Effects on Marketing Strategies -
FasterCapital. [online] FasterCapital. Available at: https://fastercapital.com/content/Market-Regulation-

-Market-Regulation-and-its-Effects-on-Marketing-Strategies.html [Accessed 23 May 2026].

Mazurek, G. (2012). Virtualization of Marketing. Contemporary Management Research, 8(3), pp.195-204.

McKinsey (2023). What Is personalization? [online] McKinsey & Company. Available at:
https://www.mckinsey.com/featured-insights/mckinsey-explainers/what-is-personalization ~ [Accessed

21 May 2026].

Nickerson, C. (2024). Interpretivism Paradigm & Research Philosophy. [online] Simply Psychology.

Available at: https://www.simplypsychology.org/interpretivism-paradigm.html [Accessed 13 Apr. 2026].

Oluwafemi, 1.0., Clement, T., Adanigbo, O.S., Gbenle, T.P. and Adekunle, B.l. (2021). A Review of Ethical
Considerations in Al-Driven Marketing Analytics: Privacy, Transparency, and Consumer Trust.
International Journal of Multidisciplinary Research and Growth Evaluation, 2(2), pp.428-435.

doi:https://doi.org/10.54660/.ijmrge.2021.2.2.428-435.

Page | 64



Oned4all (2026). One4all Multi-Store Gift Cards — Thousands of choices with one gift card | One4all. [online]

Oned4all.ie. Available at: https://www.one4all.ie/ [Accessed 19 Mar. 2026].

Ortto (2023). Mastering Al marketing: A complete guide to making Al a part of your marketing strategy.

pp.1-26.

Pezzoli, F. (2025). Requiem For A Marketer: How Al Is Rewriting Marketing From Within. Forbes. [online]
17 Nov. Available at:
https://www.forbes.com/councils/forbescommunicationscouncil/2025/11/17/requiem-for-a-marketer-

how-ai-is-rewriting-marketing-from-within/ [Accessed 28 Nov. 2025].

Puntoni, S., Reczek, R.W., Giesler, M. and Botti, S. (2020). Consumers and Artificial Intelligence: An
Experiential Perspective. Journal of Marketing, 85(1), pp.131-151.

doi:https://doi.org/10.1177/0022242920953847.

Salesforce (2024). New Salesforce Report: Al is Marketers’ Top Priority - And Biggest Headache. [online]
Salesforce. Available at: https://www.salesforce.com/news/stories/marketing-trends-ai-data/ [Accessed

25 Mar. 2026].

Salesforce (2026). What is Marketing Automation? [online] Salesforce. Available at:

https://www.salesforce.com/marketing/automation/guide/ [Accessed 20 Mar. 2026].

Shaban, Y., Soliman, H. and Temprano-Garcia, V. (2026). The mediation role played by information
processing capabilities in the relationship between Al adoption and marketing performance: a non-linear

relationship. Strategic Business Research, 2(1), pp.1-10. doi:https://doi.org/10.1016/j.sbr.2026.100094.

SHREE, P.V.K. (2024). Beyond Boundaries: Examining the Coming Together of Al and Marketing.
INTERANTIONAL JOURNAL OF SCIENTIFIC RESEARCH IN ENGINEERING AND MANAGEMENT, 08(01), pp.1—

6. doi:https://doi.org/10.55041/ijsrem28394.

Page | 65



SINGH, A. (2024). The Al Revolution: How Artificial Intelligence is Reshaping Marketing Strategies.
INTERANTIONAL JOURNAL OF SCIENTIFIC RESEARCH IN ENGINEERING AND MANAGEMENT, 08(04), pp.1—

8. doi:https://doi.org/10.55041/ijsrem31793.

Staff, C. (2026a). Al vs. Generative Al: The Differences Explained. [online] Coursera. Available at:
https://www.coursera.org/articles/ai-vs-generative-ai?msockid=1dde7867b42068bd17de6ca5b55f6989

[Accessed 24 Mar. 2026].

Staff, C. (2026b). What Is Artificial Intelligence? Definition, Uses, and Types. [online] Coursera. Available
at: https://www.coursera.org/articles/what-is-artificial-

intelligence?msockid=3balbel17d03d60181761ab8dd1706138 [Accessed 15 Nov. 2025].

Sullivan, P. (2025). Preparing for EU Al Act Compliance with ISO 42001 [ A-LIGN. [online] A-LIGN. Available
at: https://www.a-ligh.com/articles/preparing-for-eu-ai-act-
compliance?utm_source=bing&utm_medium=cpc&utm_campaign=GS-UK-ISO42001-HighIntent-

E&utm_term=eu%20ai%20act%20explained&utm_content=engine:google [Accessed 28 Nov. 2025].

Van Esch, P. and Black, J.S. (2021). Artificial Intelligence (Al): Revolutionizing Digital Marketing.

Australasian Marketing Journal, 29(3), pp.199-203.

Verma, S., Sharma, R., Deb, S. and Maitra, D. (2021). Artificial Intelligence in marketing: Systematic Review
and Future Research Direction. International Journal of Information Management Data Insights, [online]

1(1), pp.1-8. doi:https://doi.org/10.1016/].jjimei.2020.100002.

Villa, P. (2026). Creativity. [online] Psychology Today. Available at:
https://www.psychologytoday.com/us/basics/creativity?msockid=1dde7867b42068bd17de6ca5b55f698

9 [Accessed 23 May 2026].

Page | 66



Wen, J. and Li, X. (2025). Al Digital Human Responsiveness and Consumer Purchase Intention: The
Mediating Role of Trust. Journal of Theoretical and Applied Electronic Commerce Research, [online] 20(3),

pp.1-32. doi:https://doi.org/10.3390/jtaer20030246.

Whitaker, T. and Fitzpatrick, M. (2021). SOCIAL RESEARCH METHODOLOGY AND METHODS FOR

EMERGING RESEARCHERS. 1-435.

White, C.S. (2024). The Hidden Dangers of Over-Personalization in Marketing. [online] CMSWire.com.
Available at: https://www.cmswire.com/digital-marketing/the-hidden-dangers-of-over-personalization-

in-marketing/ [Accessed 21 May 2026].

Zhao, Y. (2025). An Examination of Ethical Challenges in the Application of Al in Marketing. International

Journal of Business and Management, 20(4), pp.113—121. doi:https://doi.org/10.5539/ijbm.v20n4p113.

Page | 67



