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I1.

Declaration Regarding Al Tool Usage in Master’s Thesis

We recognize that Al tools might be valuable aids during the master’s thesis work,
but they are not infallible. Remember that transparency fosters trust, and
acknowledging Al's role enhances the credibility of your work.

Therefore, when deciding to use such a tool, you need to adhere to the following
principles of responsible use of Al.
1. Critical Evaluation :
o We critically assessed the Al-generated output, ensuring its alignment
with our research objectives.
o Any modifications or corrections were made based on our expertise
and domain knowledge.
2. Transparency :
o We acknowledge the use of ChatGPT transparently, emphasizing that
it contributed to our work but did not replace human judgment.
o Our commitment to transparency ensures the integrity of this thesis.
3. Ethical Considerations :
o We actively monitored for biases or unintended consequences
introduced by the Al tool.
o Our ethical responsibility guided our decisions throughout the
research process.

Declaration

During the preparation of this master's thesis, the author(s) utilized ChatGPT &
Turboscribe for the following purpose:

1. ChatGPT: Structuring literature review, literature exploration, understanding certain
key concepts and grammatical help and correction.
Turboscribe: helping transcribe the interviews.

2. After using ChatGPT & Turboscribe, the author diligently reviewed and edited the
content produced by the tool. We take full responsibility for the final content
presented in this thesis.

By signing this declaration, we affirm that the content of this master’s thesis reflects
our original work, augmented by the responsible use of Al.

Signed in Tervuren, August 7 2024
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1. Introduction

Advancements in artificial intelligence, especially with the rise of generative Al in recent
years, have significantly changed the marketing landscape all around the world. Artificial
intelligence has completely changed how companies interact with customers, how to
tailor their experiences and predict the next best move from a marketing standpoint.

Generative Al, and Al applications in general, are reshaping marketing innovation because
of its ability to generate content as well as predictive insights based on preexisting data.
These new tools provide a new standard of efficiency and engagement, from creating
customized ads (Nesterenko & Olefirenko, 2023), to producing predictive analytics and
generating impactful and innovative content (Dillet, 2022).

However, all of these changes do not come without some complications. In addition to
pushing the limits of marketing strategy and creativity, genAl has been found to pose
significant ethical issues (Kumar & Suthar, 2024), displaying visual flaws in Al generated
content (Bhaimiya, 2023), and struggling with data handling (Chatterjee et al., 2019).

For these reasons, the goal of this thesis is to examine the current impacts of artificial
intelligence, including the latest trend of generative Al, on the marketing industry by
emphasising both the significant prospects and the potential new difficulties. With the
recent popularisation of generative Al tools like popular conversational Al ChatGPT and
text to image generators, one of the aims of this study is to understand the influence of
these technologies on marketeers.

This leads us to the core research question of this research being: “What are the impacts
of artificial intelligence on marketing?”. With research being carried through an
exploratory study on Belgian marketeers.

To analyse this research question, this thesis has been broken up in multiple parts. The
first part will go in depth into the topic of artificial intelligence and marketing with the
corresponding literature review to give the reader all necessary contextual information.
The second part explains the chosen methodology, being qualitative research by means
of a content analysis based on 13 interviews with marketing experts. In order to
demonstrate the impact and power of genAl in marketing, the third part of this thesis will
present the findings from the data gathered during interviews as well as discuss its
meaning. It will also cover the limitations and difficulties faced during this work as well
as conclude the study.

The goal of this thesis is to give readers a thorough understanding of the current function
of Al in the marketing industry, along with a discussion of the perceived impacts by
experts who make use of these new technology on a daily basis.



2. Literature review

The following literature review offers an analysis of Artificial intelligence and its potential
implications within the marketing industry.

A literature review provides us with a broad overview of current knowledge, and allows
us to find relevant theories, research methodologies as well as gaps in the field. It enables
us to create a summary and critical evaluation of the existing research in relation to the
research problem (Labaree, n.d.). Snyder defines it as “a more or less systematic way of
collecting and synthesizing previous research” (Snyder, 2019).

This literature review will serve as a base for the reader to understand the current
information available as well as trying to identify gaps in the research field that I would
like to analyse for my research project.

The first part of this literature review will broadly cover the topic of artificial intelligence
by giving a detailed overview as well as key concepts around Al I will define artificial
intelligence and explain the existing types of Al that exist today, while giving concrete
examples of how those applications are used today. I will conclude this part by making a
focus on generative Al and its impacts.

In the second part, I will focus on artificial intelligence in the field of marketing
specifically. This focus will be made through the explanation of the tools and technologies
in use today as well as the practical applications of Al in marketing. The advantages, the
risks as well as the limitations of Al will also meticulously be analysed in this part. At last,
[ will also cover the ethical and privacy concerns around artificial intelligence use in
marketing.

2.1. Artificial intelligence: Overview and key concepts

2.1.1. Definition of Artificial Intelligence

Whether we are talking about intelligence or artificial intelligence, both terms have very
broad and different definitions without one clearly standing out. The term ‘intelligence’
on its own can have more than 70 different definitions (Legg & Hutter, 2007). It is no
surprise that, knowing this, the term ‘artificial intelligence’ doesn’t have a single agreed
upon definition.

To define artificial intelligence (Al) as best as we can, | propose a few varying definitions
with different perspectives.

The very first mention and definition of Al can be attributed to McCarthy et al. (1955).
They were the pioneers of the term ‘artificial intelligence’, as they first discussed the
matter at the 1955 Dartmouth meeting. McCarthy et al. (1955) can also be seen as the
pioneers of Al research due to the fact they established three leading research centres as



well as the fact that their ideas largely shaped the path of the mainstream Al for decades
(P. Wang, 2019). McCarthy’s definition of Al in 1955 was "The science and engineering of
making intelligent machines” (Manning, 2022). This first definition puts a clear focus on
the action of making and engineering intelligent machines, without going into more detail.

When looking at McCarthy’s last definition of Al, we can find the following definition: “a
machine that behaves in a way that could be considered intelligent, if it was a human
being” (McCarthy, 2007). In this second definition of McCarthy, we can see a shift in the
definition going from a definition of making and engineering, towards a definition of
behaviour of machines acting like human intelligence.

The European commission decided to agree on one specific definition from HLEG (High-
level expert group) on Al on which to base their research and future work:

“Artificial intelligence (Al) systems are software (and possibly also hardware) systems
designed by humans that, given a complex goal, act in the physical or digital dimension by
perceiving their environment through data acquisition, interpreting the collected
structured or unstructured data, reasoning on the knowledge, or processing the
information, derived from this data and deciding the best action(s) to take to achieve the
given goal. Al systems can either use symbolic rules or learn a numeric model, and they can
also adapt their behaviour by analysing how the environment is affected by their previous
actions.” (European Commission. Joint Research Centre., 2020)

This definition allows for a very comprehensive definition of Al as it covers all relevant
elements such as perception, comprehension, interpretation, interaction, decision-
making, behaviour adaptation, and goal achievement, which are aspects that are not fully
covered by other definitions (European Commission. Joint Research Centre., 2020).

CEO of Deepmind Demis Hassabis would define Al simply as the “science of making
machines smart” (Bell, 2015). This definition is very broad, but the reality is that Al is
being used as a catch-all word for a wide range of applications with subcategories like
machine learning and deep learning (Buch & Thakkar, 2021).

2.1.2. Existing types of artificial intelligence

The earliest types of Al applications the world uses today were built on traditional
machine learning models. This means that the models depend on learning algorithms that
are developed as well as maintained by data scientists. The consequence of this is that in
order for standard machine learning models to interpret new data and carry out any task
that is not part of their initial training, human intervention is required. (IBM Data and Al
team, 2024).

A great example of such standard machine learning model is the voice assistant “Siri” that
made its debut in 2011, which was trained to interpret a set of precise statements and
requests. Although the model was very impressive, human intervention was still required



to expand Siri’s capabilities and functionalities. Another example of machine learning
applications are image-recognitions systems, where millions of images are given to the
system to analyse, which will be able to recognize faces, shapes, patterns and other objects
after countless permutations (Wisetsri et al., 2021).

After the breakthrough development of artificial neural networks, the capabilities of
artificial intelligence have been progressing steadily and now allow machines to replicate
how the human brain processes information and engage in reinforcement learning. These
new models are referred to as deep learning models (IBM Data and Al team, 2024)

As Mckinsey & Company (2024) states, “Deep learning is a more advanced version of
machine learning that is particularly adept at processing a wider range of data resources
(text, as well as unstructured data including images), requires even less human intervention,
and can often produce more accurate results than traditional machine learning”.

There are 3 types of Al that can be distinguished today, which all find their basis thanks
to deep learning. We can distinguish Narrow Al (ANI), general Al (AGI) and super Al (ASI).

2.1.2.1.  Narrow AI (ANI)

Artificial narrow intelligence (ANI), also defined as weak Al refers to Al systems that have
been designed to perform specific tasks like face recognition, playing a game of chess or
checking the weather. Narrow Al, as the name suggests, is limited in its scope and can’t
show the same degree of comprehension or flexibility as a human because it follows a set
of predetermined rules. So, although narrow Al is very skilled in its particular field, it is
unable to understand, gain, or apply knowledge in other contexts. (Narrow Al, 2019)

The benefits of narrow Al are plural. It helps increase efficiency by automating repetitive
or mundane tasks and results in people having more free time for other activities.
Automation also results in increased productivity and reduced costs for companies. A
second benefit that narrow Al poses, is informed decision-making. The algorithms are
capable of processing huge amounts of data in a very short period of time, and allow for a
quick identification of patterns or correlations in the data that could have been
overlooked by human analysis (Nancholas, 2023).

Although narrow Al brings a lot of benefits to many of our industries, some disadvantages
also emerge around its existence. Its limitation in scope means narrow Al systems will
struggle when faced with a task outside of their trained expertise. On top of this, narrow
Al systems also lack human intelligence, which restricts their ability to understand
context, make nuanced decisions or even understand difficult scenarios. The data
dependence also poses an issue in a way that if biases or inaccuracies are present within
a dataset, it will ultimately result in a flawed decision-making. And some concerns can
also be found on ethical matters, as powerful narrow Al systems reduce the human
involvement in the decision-making process. Al experts agree that it is important to find



a good balance between automation thanks to Al and human intervention to ensure
responsible and ethical use of Al. (Nancholas, 2023)

The following examples by Mubarak (2023) present a non-exhaustive list of Narrow Al
applications and capabilities used today:

e Disease diagnosis: The medical field makes use of narrow Al for disease
diagnosis, analysing medical images and predicting patient outcomes by making
use of Narrow Al algorithms that are capable of processing large amounts of data
and analyse it quickly. This helps health professionals to focus on providing
primary care to patients while leaving the narrow Al systems to do the analysis,
potentially saving lives.

e Facial recognition: Social media platforms (Facebook, Instagram, Google, ...) are
able to identify people through facial recognition, which all work based on narrow
AL

e Virtual assistants: a lot of first-generation virtual assistants like Siri, Alexa,
Cortana or Google assistant work thanks to narrow Al systems. These systems are
capable of setting reminders, playing music, texting, or providing the weather.

¢ Autonomous vehicles: Self-driving vehicles make use of narrow Al to process
sensory data and make decisions in real time while driving.

e Finance: Narrow Al is used by the financial industry for fraud detection,
algorithmic trading or customer service automation.

The applications of Narrow Al are limitless, and with the power it offers it should help
businesses improve their productivity as well as their general performance. An analysis
by (Rao & Verweij, 2024) found that the use of Al in healthcare can result in faster
detection and diagnosis which could allow earlier intervention. These systems also allow
for personalised treatment and, ultimately, better health outcomes. Von Siemens (2024)
also found that the use of Narrow Al can help hospitals significantly reduce energy
consumption (by up to 60%) as well as decrease waste in the OR through increased
surgical efficiency.

A study by Tang et al. (2022) wanted to analyse whether the use of narrow Al could help
diagnose early gastric cancers (EGC) under narrow band imaging endoscopy (NBI), which
is normally dependent on specific human expertise and skills. The results showed that
narrow Al systems achieved both better diagnostic performance than senior and junior
endoscopists, as well as enhanced the performance of senior and junior endoscopists. This
further shows the power of such systems and how it can help not only improve accuracy
but also efficiency in a very wide variety of tasks and across a vast number of industries.

The current state of Al is represented by narrow Al, where systems are very efficient at
completing certain tasks, but lack the comprehensions and adaptability of human
intelligence. The future of Narrow Al is set to be very interesting, as we continue to
integrate and innovate its power into more aspects of our lives. It should be noted that as



stated, narrow Al “remains a tool, one that requires careful management and ethical
considerations to ensure that its impact is positive and equitable” (Narrow Al, 2019).

2.1.2.2. General AI (AGI)

Artificial General Intelligence (AGI), or strong Al, is still a theoretical concept up until
today. The aim with AGI is to create systems that are able to perform any intellectual task
that a human can. The goal for AGI systems is to replicate human-level intelligence and
reasoning, resulting in these systems being able to adapt to any new situation, understand
natural language as well as have creativity and emotional intelligence (Demystifying Al,
2023). Capabilities of AGI range from imagination, where an AGI system is theoretically
able to read and understand human-generated code as well as to make it better, thanks to
natural language understanding (NLU) where AGI systems are able to understand human
language through context. (Mubarak, 2023)

Although AGI is a purely theoretical concept up until today, founder of OpenAl Sam
Altman believes AGI could be developed in a reasonably close future (Browne, 2024).

A study by Fjelland (2020) revisits philosopher Hubert Dreyfus’ work and argues that AGI
will not be realized in the future, for the simple reason that having a physical body as well
as cultural experiences are crucial for developing true intelligence, which a computer
cannot achieve (Dreyfus et al., 1986, p.5).

Itis clear that with the evolution of Al technologies today and diverging opinions, only the
future will be able to tell us about the realisation, or not, of artificial general intelligence.

2.1.2.3.  Super AI (AS])

Artificial super intelligence (ASI), or super Al, is like AGI also a strictly theoretical concept
that has yet to be realized. This category of Al exceeds any human intelligence and ability
(Mubarak, 2023) across any field like creativity, general wisdom and problem-solving.
Super Al would be the best at everything and be able to reason, learn, form opinions and
think at levels that surpass human beings. (IBM Data and Al team, 2024)

Although several studies and surveys have been done in the past to try and evaluate the
timing in which AGI and ASI would be achieved, like the studies from Maker (2010) and
(Grace et al., 2018) who were partially pessimistic in timing, we seem to now evolve
toward more timing optimistic society around the achievement of AGI and ASI (Baum et
al, 2011). A well-regarded community forecasting platform predicts an achievement date
of 2032 (barnett, 2020), but one of the latest expert surveys suggest a 50% chance of
achieving high-level machine intelligence by 2059 i.e. 35 years (B. Zhang et al., 2022).

2.1.3. Today’s use of artificial intelligence

As general artificial intelligence has yet to be realised (Roli et al, 2022), today’s
applications of artificial intelligence are limited to narrow Al systems.



Following works by Laskowski (n.d.) and (DigitalDefynd, 2024 ) propose a non-exhaustive
list of current artificial intelligence applications in the world.

2.1.3.1.  Healthcare

Artificial intelligence is used in healthcare for various purposes ranging from improving
patient outcomes to reducing costs and allowing professionals to focus longer on
important tasks. Radiologists and cardiologists need to examine an overwhelming
amount of data which can be time intensive (Filler, 2009), and IBM is actively researching
(Syeda-Mahmood et al., 2016) how to improve this with an algorithm they call Medical
Sieve (N Muralil! & N Sivakumaran?, 2018). Other studies show that Al systems are
capable of generating 80 to 100 daily patient reports with 95% accuracy (Salman et al,,
2017), and are even able to diagnose strabismus with a 100% accuracy (Fisher et al,,
2007).

2.1.3.2.  Business

In business, Al is being used to help organisations with analytics and customer
relationship management (CRM) to better serve consumers, through tools like chatbots.
A study by J. F. Wang (2023) found that amongst other benefits, the impact of Al on
customer service and problem resolution was improved efficiency, with a dramatic
reduction in the number of agents answering simple & routine inquiries and being able to
offer more personalized user experience to achieve higher customer intimacy.

2.1.3.3.  Finance

Al in finance can be used for both personal and professional applications. A study from
Eling et al. (2022) analysed the impact of Al on the insurance industry and found that
insurance companies can benefit from increased operational efficiency, thanks to cost
reduction, as well as from revenue growth. Results also found they benefit from better
customer experiences through custom tailored interactions with the insurance company.
It has to be noted that Al in finance has many risks that still need to be addressed, as many
Al programs are still untested in financial crisis situations (Buchanan, 2019).

2.1.3.4. Law

Al helps lawyers get through the discovery process, sifting through documents faster. The
discovery process in legal cases is now mostly outsourced to external firms, and lawyers
spend less than 5% of their time on basic document review. Firms also make use of natural
language processing for contract review and analysis. (Alarie et al., 2017)

2.1.3.5. Manufacturing

Manufacturing has been making use of robots for a long time and was at the forefront of
incorporating these new systems into its workflow. Al is used in manufacturing to inspect
and ensure quality of products. A study showed that Al significantly improves inspection
accuracy, leading to reduced defect rates and higher product quality. (Sundaram & Zeid,
2023).



2.14. Generative Al

With the rise of Al in recent years, one particular branch of Al has made an entry with a
lot of impact. This particular brand of Al is called generative artificial intelligence (GAI or
genAl).

Generative Al can be defined as: “artificial intelligence that can create original content—
such as text, images, video, audio or software code—in response to a user’s prompt or
request.” (Stryker & Scapicchio, 2024)

Another definition by Feuerriegel et al. (2024) explains that generative Al ‘refers to
computational techniques that are capable of generating seemingly new, meaningful
content such as text, images, or audio from training data. [...] Generative Al systems can not
only be used for artistic purposes to create new text mimicking writers or new images
mimicking illustrators, but they can and will assist humans as intelligent question-
answering systems.’

What can be noted from both definitions is that genAl allows for the creation of new,
original content in various forms, based on a system trained on previous data, with
content generated based on user prompts.

These so called prompts are, as defined by Giray (2023), a specific instruction or query
you provide to a language model to guide its behaviour and generate desired outputs.
Using the right prompts for the best outputs has become so important that prompt
engineering is becoming an important branch of genAl for optimal results. Organisations
are already implementing changes into their hiring practices that are a reflection of their
genAl ambitions, which includes hiring prompt engineers. (McKinsey & Company, 2024)

Generative Al became popularised with the release of OpenAl's ChatGPT in 2022 and the
applications made based on ChatGPT. The rise of generative Al is also due to the fact that
it can be handled with natural language, so the use cases have multiplied (Coursera,
2024). Where Al had a barrier to entry in the past, often due to a necessity of technical
knowledge, genAl opened endless possibilities due to ease of use and ease of access.

Other significant genAl tools that became very popularised are text-to-image generators,
allowing users to generate an image or even videos based on a prompt. Marketeers can
use tools like Dall-E or Midjourney to generate an image within seconds that fit with their
content marketing strategy (Wahid et al., 2023).

2.2. Artificial intelligence in marketing

As Al has made its entry into the corporate world, marketing has been impacted in various
ways. A study from McKinsey (2024) estimates that Al, and more specifically genAl, could
add up to 4.4 trillion dollars annually to the global economy. This impact will also be
present amongst marketeers. In 2017, only around 20% of marketeers adopted one or



more Al technologies in their business (Bughin et al,, 2017). A survey from the Belgian
statistical office shows that in 2023 nearly one in two large enterprises used Al in its
activities, signifying an accelerating adoption into the professional world (Statbel, 2023).

2.2.1. Tools and technologies

2.2.1.1. Conversational AI

Conversational Al involves leveraging Al technologies like machine learning (ML) and
natural language processing (NLP) to develop chatbots, voice assistants and other tools
that mimic human interactions. These tools are designed to understand and respond to
natural language queries, offer recommendations, and provide personal assistance to
customers. (Manic, 2023)

The most used conversational Al tools today are large language models (LLM’s) like
ChatGPT, which can be defined as ‘a category of foundation models trained on immense
amounts of data making them capable of understanding and generating natural language
and other types of content to perform a wide range of tasks’ (IBM, 2023).

2.2.1.2.  Predictive AI

Predictive Al can be defined as the “the use of data, statistical algorithms, and machine
learning techniques to analyse historical data and make predictions about future events
or outcomes” (Bozi¢, 2023). The use of predictive Al in marketing involves using advanced
analytics techniques to identify trends, patterns, and relationships in data that can then
be used to make informed predictions. Marketeers use it to identify patterns and trends
that are used to predict customer actions like their purchasing decisions, which also helps
to tailor their campaigns and target the right audience at the right time with the right
message (6sense, n.d.).

2.2.2. Applications of Al in marketing

In today’s environment, Al is being actively used in one way or another by marketeers all
around the world for various applications. Studies like the one from Devang et al. (2019)
laid out some of the current applications of Al in marketing. Additions of this non-
exhaustive list are made based on the literature.

2.2.2.1.  Advertising

Al is actively being used in advertising to generate more leads, more revenue or more
impressions. The following table made by Nesterenko & Olefirenko (2023) shows the
current applications of Al in advertising within different companies as well as their
effects.
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Table 1. Examples of Al applications in advertising by different companies and their effects

Company Usage case Effect

McDonald’s Bucouraging consumess to visit their Reduction of the price per visit by 168%

restaurants

Pessoualization of advertising with the Increased customer interaction time by 2.2 times
Best Western help of Al from IBM Watson . . . y 2.
.. Increase in website traffic with sales by 48.6%
Advertising
Attracting 42 million visitors
. Engaging consumers in regions with a 644 million ad impressions
CVS Pharmacy high risk of influenza Increase in the number of clicks on ads (CTR - click-
through rate) by 120%
Walgreens Identify potential cuslqmers basedon 379.98% increase in in-store traffic with native advertising
weather conditions
TruGreen Create ads and optimize solutions Increase the CTR level by 4 times
based on collected user data Visitors stay on the site for 2 minutes longer

Sources: developed by the authors on the basis of (IBM Watson Advertising, 2021).

As we can see from the table, Al has various applications and effects for advertising, with
significant impacts on the price per visit, customer interactions, click-through rate or even
an increase of in-store traffic. All of these ultimately resulting in Al boosting sales
significantly for companies using it.

During a study realized by Nesterenko & Olefirenko (2023) they surveyed respondents
about their assessment of several commercials, one of which was generated by Al. The
results suggested that the ads generated by Al are more effective than the conventional
ones. Additionally, it is interesting to note that Al-driven advertising campaigns have an
increased effectiveness compared to human driven campaigns, as found by Nesterenko &
Olefirenko (2023).

2.2.2.2. Content creation

Another impact Al has on marketing is in content creation, including both text and image
(orvideo) generation tools. For copy generation, a lot of tools are available for marketeers
to use, which are almost all generative pre-training transformer (GPT) tools like ChatGPT
from OpenAl, Gemini from google or Claude 3. A study by Vidrih & Mayahi (2023) explains
that the use of generative Al-driven storytelling has a real transformative impact in
marketing. With the use of these tools, marketeers can now create an engaging,
personalized and impactful narrative that resonates with the target customer (Vidrih &
Mayahi, 2023). A survey conducted by BCG in countries across North America, Europe,
and Asia showed that 49% of respondents already used Al for content creation within
their marketing operations (Ratajczak et al., 2023), showing a clear evolution of the use
of Al for content creation.

Tools likes Dall-E from OpenAl or Midjourney are generative Al tools that are able to
generate images based on user prompts. These tools are being used by marketeers to
generate different types of content, also used in advertising. Examples of Al usage in
content creation today are companies like Omneky who leverage tools like Dall-E to
actively generate visuals and text that are used on social media platforms (Dillet, 2022).
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2.2.2.3.  Product design

Marketeers also make active use of artificial intelligence through generative Al image
generation tools. These Al image generators go as far as allowing fashion companies to
design new wearable products with the help of Midjourney. The image generator allowed
for the creation of fashion products that are aligned with specific design criteria and also
meeting customer specific needs. The use of the image generator helped marketeers by
significantly accelerating the ideation process of fashion design by easily translating
initial ideas into detailed design concepts (Y. Zhang & Liu, 2024). This study is one of many
examples of how Al can assist marketeers with the creation of new products through
genAl content generation.

Another study done by Lee & Chiu (2023) also found that the use of image generators like
Midjourney have a positive effect on product design, but are rather complementary to the
use of online search visual stimuli than a exclusively superior tool. The study also
highlighted that participant have a general positive attitude towards the use of text-to-
image generators in their work.

2.2.2.4. Marketing automation

Marketing automation has been one of the first areas in which Al has been applied within
marketing, helping marketeers automate a lot of processes. Marketing automation can be
defined as “a technology that manages marketing processes and multifunctional
campaigns, across multiple channels, automatically” (Salesforce, n.d.). It allows for a
company to send automated messages across various channels to the target customer. In
combination with Al, it enables marketeers to identify qualified leads, develop better
nurturing tactics as well as generate relevant content (Haleem et al., 2022). An Al-driven
marketing automation platform called Albert, which is able to autonomously optimize the
outcomes of marketing campaigns, was used by Harley-Davidson to try and increase their
sales in New-York. The results show that Harley-Davidson was able to increase its leads
by 29 times thanks to the Al driven platform, showing the impressive capabilities of Al
driven campaigns (Power, 2017).

2.2.2.5.  Recommendation systems

Recommendation systems are used by many companies to try and suggest relevant
products at the right time on the right page. Amazon and Netflix both make use of
recommendations on their platforms to try and increase their sales (Shabana, 2021).
When combining Al to recommendation systems, companies are able to achieve higher
sales and even avoid people churning from subscription services like Netflix. Netflix
estimates that the combined effect of personalization and recommendations powered by
Al helps them save more than 1 billion dollars per year (Gomez-Uribe & Hunt, 2016).
These deep leaning algorithms make use of transaction history, customer profile and
other parameters to make predictions and offer personalized suggestions. (Devang et al.,
2019).
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2.2.2.6. CRM

Customer relationship management (CRM) is defined as “a set of integrated technologies
used to document, track and manage an organizations relationships and interactions with
existing and potential customers” (IBM, 2021). It had already been shown that the use of
CRM by companies helped to drive growth as well as better ROI (Guerola-Navarro et al.,
2024), and with the combination of Al and CRM a business is now able to better predict
product recommendations as well as sentiment analysis, speech recognition analysis,
algorithm and content summarization with the help of natural language processing (NLP)
(Chatterjee et al.,, 2019).

2.2.2.7.  Market research and customer segmentation

Al applied to market research can help marketeers achieve better results by helping them
with segmentation, targeting and positioning. Al can also assist in finding profitable client
segments through the use of text mining and machine learning algorithms (Wisetsri et al.,
2021).

A study from Manic (2023) explains that the use of conversational Al for market research
helps to streamline research and offer audience insights that fully understand the target
market. The researcher explains that it collects and analyses data at impressive speeds
and gives analysts the ability to make quick decisions. Overall benefits of Al use in market
research include de reduction in amount of time spent on understanding customer
feedback and providing recommendations on how to target them effectively.

2.2.2.8. Chatbots

Businesses make use of chatbots augmented by Al to better help customers. Al chatbots
can be defined as “Al application that uses natural language processing (NLP) to
understand and enable conversation between” (A. & John, 2015). They help companies
provide a better customer service, improve customer satisfaction or even aid them during
the sales process in the context of e-commerce (Nguyen & Sidorova, 2018).

2.2.2.9.  Digital marketing

In digital marketing, Al is used by marketeers to understand customer behaviour, actions
and indicators. This results in them being able to target the correct individual in a timely
and effective manner. Al is also being used to quickly process big amounts of data from
emails, social media and the web. Information gathered from data allows to determine
which content is most likely to bring customers back to the site, and which customers are
most likely to unsubscribe. Marketeers may also use Al in digital marketing in
combination with marketing automation to help them make the right decisions and have
a beneficial influence on company outcomes (Haleem et al., 2022).

2.2.2.10. E-commerce

Al applications in e-commerce include enhancement of customer experience though Al
assisted chatbots, personalised recommendation systems, fraud detection and
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prevention, supply chain management enhancement as well as dynamic pricing (Joshi,
2024).

2.2.2.11. Decision making

Al helps marketeers make better decisions by analysing big amounts of quantitative and
qualitative data. Deep learning is used to analyse all the data and help marketeers gain
better insights and understand a consumer’s interaction, leading to overall better
individual targeted campaigns and ROIL. With Al becoming more widely available, agencies
can use it to analyse data, predict trends and improve the quality of their brand, which
overall results in an increase in sales while saving money (Haleem et al., 2022).

2.2.3. Challenges of Al in marketing

The implementation of Al into marketing has come with some challenges for a lot of

companies. According to a study from (Mahabub, 2023), one of the challenges of
implementation of Al is the technical limitations. These technical limitations mean that
companies need to train their marketing teams as the adoption of Al is a transformational
process.

Having good quality data as well as handling this data is also a challenge of the
implementation of Al in marketing as Al models are based on this data (Mahabub, 2023).

Costs related to the usage of Al tools can also be a difficult challenge, especially for SME’s,
as the price of certain tools can quickly stack up to important amounts as licenses need to
be paid on a per-user basis (Kshetri et al., 2023). This can lead to companies having to
make difficult choices as to which tools to use.

Furthermore, surveys showed that companies are inputting confidential customer
information into genAl tools like ChatGPT (Kshetri, 2023), which is a privacy concern as
well as a challenge, as studies showed that consumers are less likely to do business with
a company that fails to protect their confidential data (Kshetri et al., 2023). Other
challenges include costs with transitioning to new tools as well as employees’
unwillingness to use genAl, concerns as to how genAl would fit into corporate culture,
and concerns about genAl leading to job losses (Kshetri et al., 2023).

2.2.4. Advantages, risks and limitations of Al in marketing

The use of artificial intelligence in marketing brings some risks and limitations with it.
One of the big risks associated with the use of LLM’s like ChatGPT are the hallucination
effects. These hallucinations occur when an LLM like ChatGPT produce seemingly credible
but incorrect responses, like inventing words that it doesn’t understand (Xiao & Wang,
2021). These hallucinations can become a risk for any company if they publish Al
generated content that contains misinformation. Another issue from using LLM’s is that
they are prone to just follow instructions from the user rather than having a genuine
conversation. When the information given by the user is insufficient, the models tend to
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make assumptions about what answer the user wants to get instead of asking for
clarifying questions (Shen et al,, 2023).

Although being revolutionary, the use of Al image generator tools is still not perfect and
can display visible flaws, like shown by Bhaimiya (2023), which can be a risk for
marketeers if used for official communication channels.

When using Al for marketing or other purposes, the quality of the output will depend on
the prompts constructed by the user. If a prompt is not clear, the desired output might not
be attained. These limitations can be addressed through new roles like prompt engineers
or by educating the user on correct prompt engineering (van Dis et al., 2023).

Data collection and data handling is also a concern for marketeers as a study done by
Chatterjee et al. (2019) has shown that without benefitting and actionable data, no Al
algorithm will be able to deliver meaningful and effective predictive experiences. It is thus
of capital importance for organizations to possess the necessary workforce and
experience in data analysis in order to efficiently gather, analyse, synthesise, and apply
data as to employ Al to perfectly forecast customer behaviour. Data thus represents a real
challenge for marketeers and only collecting data of customers without proper
segmentation would not give effective results by application of Al (Chatterjee etal., 2019).

The use of Al also represents some significant advantages for marketeers. Studies show
that SME’s are prone to focussing more on running their core business activities which
results in less time available for creating valuable content for their customers (Taiminen
& Karjaluoto, 2015). Al creates opportunities for SME’s to remove their knowledge and
time limitations and creating them a lower barrier to entry to compete with big companies
who have more resources (Wahid et al., 2023).

Marketeers also express that implementing Al into their marketing operations help them
increase efficiency as well as to save time by helping speed up data processing and
ensuring accuracy and security (Haleem et al., 2022). A survey conducted by Salesforce
showed that the use of genAl saved marketeers over 5 hours of work per week
(Salesforce, 2023). It also eliminates laborious and time-consuming activities by
automating routine and repeatable tasks which means marketing teams can focus more
time on strategic goals to create effective Al-powered campaigns (Jarek & Mazurek,
2019).

Other advantages of Al implementation include better conversion rates, ability to make
more informed marketing decisions, having a better grasp of consumer data, enhancing
the ROI and providing the ability to deliver more value to clients as well as better service
(Mahabub, 2023).
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2.2.5. Ethics and privacy

With the accelerated adoption of Al in marketing, significant ethical and legal concerns
are raised (Kumar & Suthar, 2024). A study found that image generators pose a potential
big risk for marketeers as they highlighted the presence of two biases embedded within
Al image generators, being systemic gender and racial biases as well as subtle biases in
facial expressions and appearances. The risk associated with the use of these biased
models may shape and reinforce societal perception and stereotypes, which companies
may not want to be associated with (Zhou et al.,, 2024).

Data privacy is also a concern for marketeers as Al systems frequently rely on extensive
data collection and processing which can raise significant privacy and security issues
(Mittelstadt et al., 2016). Transparency and understanding how decisions are made and
who are accountable for them, social biases leading to discriminatory outcomes and
intellectual property, and consumer protection are amongst other current ethical
challenges that marketeers and other industries face (Kumar & Suthar, 2024).
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3. Methodology
3.1. Qualitative approach

The research method used in this research is a qualitative method by means of a content
analysis. Due to the exploratory nature of the research, this qualitative method was
deemed appropriate for capturing the depth and complexity of the experts’ perspectives
on Al's impact in marketing (Harwood & Garry, 2003).

Interviews were performed with marketing specialists from both SME’s and big
companies in Belgium. A sample size of 13 interviews was chosen and 13 interviews were
effectively conducted with Belgian marketeers.

The semi-structured interview approach was used, and the marketing experts were
presented with a list of 14 open-ended questions around the topic of Al in marketing and
its impacts (see table 2). However, due to the inductive research approach, where the
current hypotheses are not limited, new questions could be added to the interview based
on the circumstances. The interviews all lasted between 30 and 50 minutes and were
conducted over the course of 3 weeks.

Table 2. Questions asked during qualitative interview

Interview question
Question 1 | Can you introduce yourself and describe your current role in marketing?

Question 2 | How long have you been working in marketing/this company, and what
significant changes have you observed over the years?

Question 3 | How would you define artificial intelligence in the context of marketing?

Question 4 Can you describe some specific Al tools and technologies you currently
use or have used in your marketing activities?

Question 5 How has artificial intelligence impacted your marketing strategies and
campaign effectiveness?

Question 6 | Can you discuss some challenges you faced when integrating Al into your
marketing strategies?

Question 7 How has Al changed the way you approach market research and
customer segmentation?

Question 8 How has Al changed the way you analyse and utilize customer data?

Question 9 How do you see Al affecting the creative aspects of marketing, such as
content creation and design?

Question 10 | What impact has Al had on marketing analytics and the measurement of
campaign effectiveness?

Question 11 What opportunities do you believe Al presents for the marketing
industry?




17.

Question 12 How do you see the role of Al in marketing evolving over the next five
years?
Question 13 Do you think there are any ethical considerations or risks associated

with using Al in marketing?

Question 14 What advice would you give to other marketing professionals
considering adopting Al technologies?

3.2. Sampling

The experts were selected based on the concept of purposeful sampling. This means that
the participants were identified and selected due to the fact that they are knowledgeable
about or have experience (Creswell & Clark, 2017) with the use of Al in marketing. The
main selection criterion for this study was that the interviewees had to work for a
company that actively makes use of Al in their marketing activities. This was to ensure
that marketeers with firsthand experience in Al and marketing could provide a more
precise evaluation of Al's impact on marketing.

Based on the selection criteria, a total of 13 interviews were conducted with experts from
13 different companies. Table 2 provides an overview of the participants profiles.

Table 3. Profile of the participants

Participant Position Company
Expert 1 Co-founder Imagin3studio
Expert 2 Marketing officer Agoraz & incroylAble
Expert 3 CEO Stairway & Bablr
Expert 4 Solution engineer Salesforce
Expert 5 Head of marketing cloud Forward
Expert 6 Managing director Human37
Expert 7 Marketing strategy lead Microsoft
Expert 8 Generative Al marketing specialist Ontex
Expert 9 Digital creative strategist DesiRED

Expert 10 Communications manager Materialise

Expert 11 Owner Fair advantage

Expert 12 Chief innovation & data officer Space

Expert 13 Commercial & digital strategic Coca-Cola europacific
business solutions director partners

3.3. Ethics

All of the participants were made aware of the facts that audio data was going to be
recorded during the interview, and be transcribed, anonymized and analysed for the
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purpose of this research. They were given the context for the need of this interview and
notified that the recordings would be deleted upon completion of this study, all of this to
ensure that privacy and confidentiality were maintained throughout the research process,
with sensitive data only available to the researcher.

3.4. Data analysis

The recorded interviews were transcribed by the researcher to ensure accuracy in the
data representation. The transcriptions were imported into the qualitative data analysis
software ATLAS.ti to facilitate the coding and analysis of the data. Open coding was used
to identify distinct concept within the data and these codes were generated inductively
from the content of the interviews (Sybing, n.d.). As the coding process progressed, similar
codes were regrouped into broader categories to organize this data more effectively.

The findings of this study are presented through the codes that were identified during the
data analysis, with each code being discussed in the findings section where quotes from
the interviews are used to illustrate how Al is used and perceived by the marketing
experts.
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4. Findings

In this section, results are presented from the semi-structured interviews conducted with
marketing experts on the impact artificial intelligence has on their work as marketeers.

4.1. Tools & technologies

As it comes to the Al tools used by the marketing experts, all 13 interviewees explained
using at least one generative Al tool like ChatGPT, Claude, Perplexity, Vertex Al, Heygen,
Midjourney, Gemini, or ElevenLabs for various tasks like content generation, image and
video creation, text generation, and more. Not only generative Al tools are used by the
experts, but also predictive algorithms for optimizing campaigns and automating triggers,
like Salesforce’s own embedded Einstein Al

“that means we use a lot of Salesforce embedded Al, and Salesforce has their own
kind of Al concept, which is called Einstein” - Expert 5

“We work a lot with chatGPT agents, so we create an agent inside the chatGPT for
the team for easier work.” - Expert 8

“ChatGPT, Claude, Gemini, have all been used for blog articles, LinkedIn posts, social
media posts in general, emails to potential customers, setting up quotes for
customers, preparing slides, Midjourney or DALL-E or Leonardo Al for creating
visuals for clients of mine. I've used Heygen for getting videos of clients into another
language, spoken by the voice of the presenter in the video. Those are the main things
I can think of now.” - Expert 11

4.2. Al as a co-pilot

Out of the 13 experts, 11 expressed that Al, and more specifically genAl tools, acts as a
literal co-pilot in different kinds of tasks ranging from market research to data analysis or
decision making. Most of them mentioned the ability of genAl to be an assistant and help
marketeers brainstorm ideas and projects, augmenting their capabilities while executing
the work faster and being able to focus on the more important and less redundant tasks.

“marketers have a tool that they can use to create new content with but also to
brainstorm ideas and then to use as a reasoning partner, a sparring partner, those kinds
of things” - Expert 10

“it can aid as an assistant where you can brainstorm ideas off. It can put those ideas also
in a sort of structure, marketing structure, marketing strategy structure. Helps to focus
more on being creative and don't waste too much energy of putting in the right structure
or format or layout or thinking about all the other necessary things that come with
determining a strategy” - Expert 11
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Although interviewees expressed their acclaim for genAl’s ability to assist marketeers in
different tasks, one of them expressed a more critical view on its abilities and that
marketeers cannot take it for granted.

“It's a Copilot. It's really an assistant. Al should help you. But don't take it for granted.” -
Expert 5

4.3. Automation

Automation is highlighted by the experts as an important benefit of Al in marketing, with
16 mentions across interviews. Experts are generating bots within genAl tools like
ChatGPT to help them automate task and gain time over the long term. They explain that
automation, along with generative Al, can help streamline tasks such as A-B testing and
content creation, speeding up processes. In essence, the trend towards automation and Al
integration aims to simplify tasks, increase efficiency, and support autonomous task
execution over time.

“We can do a lot of more A-B testing, come up with creative imagery. So it speeds up
a lot of things” — Expert 3

“Then, you have all of those predictive algorithms, so next best product, next best
offer, next best action. Those are super important for any campaigns. Also,
automating triggers” - Expert 4

4.4. Speed and efficiency gains

When questioned about the efficiency of Al usage, all of the 13 experts unanimously
agreed on the important impact Al has on their time and work efficiency, with Al
significantly reducing the time required to complete tasks and allowing marketeers to
achieve in hours what previously took them days.

“Well, I think it's, first of all, helping to take away parts of the boring work, because
mostly in marketing, you have like a general idea of where you want to go and what
you want to create, but then you still need to make it happen. [...] It can help to create
more in-depth insights on a customer or creating cohorts for your social media
campaigns and come up with ideas on how to reach those” - Expert 1

“Now we can do in four hours, what we can do in five days” - Expert 2

“People think that sometimes I spent like five or 10 days working on it, whilst actually
I can do it in two days” - Expert 7

Experts also mention that a significant advantage from the saved time also include budget
saving, as they don’t need to hire external expertise for certain tasks, which is now
replaced by AL
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“Time-saving is cost-saving”. - Expert 3

“It saves a lot of money, for example, company had to pay, for example, for photo
shooting like 5,000 euros, so now you don't need to do it because you can create
everything in mid-journey”. - Expert 8

As Al impacts campaigns and marketeer’s budgets, interviewees explain that Al can
impact the simple daily tasks like writing an e-mail faster:

“I'm going to quickly describe the email that I want to write, for example, and then,
yeah, in a few seconds, I already have an email draft.”. - Expert 4

4.5. Content creation and creativity

As genAl tools evolve, they get better and better at creating content. Although little
previous literature pointed at the real impact of the use of genAl on content creation, all
of the 13 interviewees expressed the effects genAl tools have on their operations, with 42
mentions across interviews. The most used genAl tools amongst marketeers varied from
any LLM for textual and copy generation to Dall-E and Midjourney for image generation.

GenAl is seen by marketeers as a tool that enhances creativity and productivity in their
content creation. Many believe that it can be a valuable asset in generating ideas and
speeding up processes, although not all of them agree that it can currently be used for
professional use, with mentions of tools lacking diversity in content. As some of the
marketeers praise the use of genAl generated content, others explain that a lot of work is
needed as the image generated content does not feel like a real picture, signaling a
contrasting use of content creation tools by marketeers.

“I think in terms of content generation, that Al will do probably 95% of the job” -
Expert 1

“You used to be forced to know Photoshop, for instance. You don't need that anymore
nowadays” - Expert 6

“I wouldn't recommend brands to really go with image content just because it still
looks fake, but I'm confident that it will get better and better” - Expert 4

A lot of experts mentioned creativity in relation to content creation, and express that
while Al can support creativity processes, they still believe that true creativity and
innovation come from human minds thinking about what doesn't exist yet, with Al helping
to speed up creative processes, save time, and challenge and generate new ideas. Although
genAl may not yet completely replace human creativity, marketeers expect it to play a
significant role in various aspects of content creation in the future.
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“The true creativity is something that doesn't exist yet. And at this time, Al is trained
on human data and existing data. So yeah, it can help to achieve some combination
that we didn't think about. But the true creation, creativity, innovation, it's thinking
about something that doesn't exist yet. So at this time, I'm not afraid of that. And |
believe that, yeah, it can, you know, like be a creativity booster.” - Expert 2

“l use it as a companion, so I go faster” — Expert 3
“Helps to focus more on being creative and don't waste too much energy of putting
in the right structure or format or layout or thinking about all the other necessary

things that come with determining a strategy” - Expert 11

Challenges and difficulties

When questioned about the main challenges of Al integration in marketeers’ operations,
3 main categories were identified as being the biggest hurdles marketeers face. The first
and primary challenge mentioned by 5 out of 13 experts is the concern around data
quality, data security and data usage. With the boom of LLM tools like ChatGPT,
marketeers explain data cannot just be put into genAl tools without risk. When other Al
tools are used applied to data, the biggest challenge is to make sure that this data is usable
and clean, which isn’t the case for a vast majority of companies according to the experts.

“The biggest challenge is data quality” - Expert 6
“the biggest challenge is, first of all, data” - Expert 7
“There are a lot of challenges with data security” - Expert 8

“I think the most important is that most of the tools that are out there, they're public,
right? Except in the context of your own business, asking ChatGPT to do a strategy
for you is pointless. Why? Because they don't have access to your context, they don't
have access to your customer data. So as such, those tools in a business context,
they're pointless. Meaning you need to have your own Al into your tools. That's a
challenge, because either you develop it yourself, and it's very expensive, and it's very
time consuming. Or you buy a solution, and there you can really ground that into your
flow of work.” - Expert 4

4 experts mention the difficulty faced around the choice of tools, as genAl tools are
present in all kinds of formats with each their slight differences. It poses to be a difficult
task to choose the correct tool for the job that marketeers are seeking it to do.

“There are a lot of different tools. And each tool comes with a payment plan. And then
it's hard to select the right tool if you have a subscription of one year. It can be an
investment where some other tools come up next month and could be more
interesting than the one you signed up for. That's a challenge.” - Expert 3
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“Al actually was the birth of so many different Al applications that you could spend
months investigating and trying to actually use all these different Al applications.
You have definitely so many to generate images, now you have Al to generate videos.
Al is everywhere. Sound, video, copy, imaging, concept, data, and everything is, so the
whole different, it's impossible to keep up with everything which is available, and
then if you finally find something, you still need to find, you still need to investigate,
like, can I use it, and when I use it, will it be mine, or is it a legal implication, and can
L use it for a customer?” - Expert 5

One of the experts even talks about genAl as a potential mean to dismiss marketing, as its
capabilities allow to generate the same amount of output for less resources.

“So for me, it's a threat because in the kind of the cost conscious world that we're now
in, people try to use it as a dismissal of marketing. Do the same for less.” - Expert 7

Furthermore, other challenges that are mentioned are the difficulty of learning to use and
correctly prompt a genAl application as well as educating people to use it, inconsistencies
in genAl output, fear of losing their job, and fear of using new technology.

4.7. Al in market research and customer segmentation

10 out of 13 interviewees explained that they actively use Al for market research and that
genAl is transforming market research by handling tasks like creating questionnaires,
analyzing data, making reports, generating recommendations, and even automating focus
group questions. It streamlines processes, allows for better segmentation, and accelerates
data management. 5 experts really praised genAl's capability of acting like a customer,
enabling marketeers to discuss topics with virtual customers in real time.

“l use the tool to, for example, to act as my customer and I will show it what I plan to
do or I will ask it feedback on things that I have done. I will ask it for feedback on
campaign ideas that I have and those kinds of things” - Expert 10

“market research, with Al, you can talk to your target audience without talking to it.
So you can already get some stereotype info about your target audiences or different
customer segments before even talking to a customer. So validating certain USPs of
your product or service before even talking to a real person.” - Expert 11

4.8. Ethical considerations and risks

As it comes to the ethical considerations and risks of Al usage by marketeers, the
interviewees highlighted that everything around data usage and data security poses the
biggest risks, with 12 out of the 34 mentions around ethics being data utilization.
Marketeer’s main data concerns revolve around data being biased and its implications, as
well as user data being wrongfully processed without consent and the usage of unclean
data.
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“So there would be need of, big restrictions on who can use the data.” - Expert 3

“You need to make sure that your customers, that they gave consent for you to use
the data and also what type of data. So you need to make sure that you gather all of
the consent.” - Expert 4

“We touched upon this a bit before, but it needs everything related to biases. It's a key
concern. It's a key concern and also who has the responsibility, the people drafting
the algorithm, the people using them, people who selected the data, which is going to
come in. Who can you blame when stuff hits the fan? That's really tough.” - Expert 4

“We all have biased data. All the data that we have as marketers is all biased. [...] You
need to solve your data in order to properly use AL” - Expert 5

Other ethical considerations mentioned by interviewees included the legal implications
of Al usage, the replacement of human by machine and regulations not evolving as fast as
the technology.

“You can't just replace human by machine” - Expert 12

As the experts further highlighted the importance of the ethical considerations and risks
of Al usage in marketing, all of them expressed the urgency and importance of ethical
considerations, except one of them that expressed that the ethical discussion should not
be a priority of marketeers themselves, but rather from higher up.

“I think it's a discussion that transcends marketing as a profession” - Expert 1

4.9. Data utilization

As experts highlighted their concerns around data and Al, mentions were made of Al being
able to supercharge data and better communicate with customers, remodeling data that
is being lost, enabling to derive meaningful insights from data with improved decision-
making, and make marketing strategies more effective amongst other benefits.

“And that's where Al is coming back because what Al is doing today is remodeling
data that are being lost.” - Expert 6

The ability to analyze big amounts of data without being a data analyst is highlighted by
2 experts which benefit from less admin time related to data analysis as well as faster and
more useful insights.

“Strength of Al lies there in doing the first analysis on big amounts of data. You don't
have to be a data analyst anymore to really get some useful insights from within the
data.” - Expert 11
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“We can remove lots of admin associated with it because in the past we had lots of
operational people zooming into Excel files trying to crunch some numbers and it
allows us now to automate lots of these processes” - Expert 13

As data is discussed, marketeers continuously reiterated the importance of data quality,
infrastructure, and data platform before implementing Al solutions, as proper data
management and ownership are essential for successful Al implementation. If data is not
clean enough and ready to be used with Al, results might be disappointing as experts
explain.

“And the thing that a lot of companies struggle is legacy data. Bad data, badly
synchronized data, legacy data, polluted data, biased data. And so if we start to train
models on this kind of data, Al fails.” - Expert 5

“Then people are going to be like, okay, now, and it's happening already. I did invest
quite a lot of money to use those models, build them, train them on top of my data.
The output that I'm getting is not wow.” - Expert 6

4.10. Product design

Although the majority of experts focused on the use of genAl tools in tasks like market
research, data analysis and content creation, only 2 out of the 13 experts specifically
mentioned leveraging these tools for product design. Despite it being a less common
practice among the experts interviewed, the insights provided by the interviewees
highlight the potential of genAl in innovative product development. Advantages of the use
of genAl tools for product design include reductions in both time and costs.

“All visuals for now I create in mid-journey and even we create the 3D packaging, we
create the packaging designs for our products in mid-journey and I can say that it
saves a lot of money” - Expert 8

4.11. Personalization

As personalization is becoming increasingly important in marketing, 6 experts expressed
that Al can help to supercharge personalization for consumers, by enabling tailored
messaging for specific audiences or channels. Al can assist in user segmentation,
understanding clients and prospects, and creating personalized content for each
individual.

“You can even have copywriting that's looking at your data that will personalize the
copy for you, and you even have tools to do this in the salesforce marketing world
that actually is going to combine and make sure that your copy is personalized based
on the information, so you have different kind of copies” - Expert 5
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“It helps in personalising your message to certain audiences or for certain channels.
So you can have a general story about your brand or product. And it takes a lot of
effort to personalise that for a certain target audience or a certain niche. So Al helps
with that.” - Expert 11

4.12. Competitive advantage

With 12 coded mentions, 8 experts discussed that genAl like ChatGPT, Midjourney, and
Heygen are revolutionizing marketing and enabling even smaller companies and startups
to create powerful campaigns efficiently. The experts say that mastering Al tools will be
crucial for future success in the workplace, as those who can integrate Al effectively will
have a competitive advantage, and thus stress the urgency of adopting Al tools to keep up
with competitors.

“Really start now. Don't wait until, the market is saturated. Other agencies are
speeding up, are trying things” - Expert 3

“I know agencies that have automated the whole thing through Al and that basically
can do the same work but in less amount of time.” - Expert 6

4.13. Adyvice given by experts

As Al usage in marketing is becoming increasingly prominent across the industry,
interviewees agreed that encouraging the use of Al is the best advice they can give to any
marketeer. They encourage anyone to experiment with Al tools in marketing to
demonstrate their value and integrate them into their workflow. They further advice to
focus on not only educating yourself but also other people that might not be Al and
technology savvy. It is also important to not do Al for the sake of doing Al, but to ask
yourself how Al is capable to help. Ultimately, the experts recommend others to start
small with Al experimentation, to continuously educate themselves, and to encourage
others to do the same.

“Don't follow the mass, which means it's not because another company is doing this,

you need to do it. So pick your battles. First, ask yourself why. What is the problem |
want to solve? If there is a problem [ want to solve, then you pick the battles.” - Expert
5

“Don't forget that it's only a tool. Start by defining what you want to be able to do
from a business standpoint and then think about how Al can or cannot help you
achieve your goals.” - Expert 6

“Do it, because if there is one industry where the quote 'you will not be replaced by
Al but you will be replaced by humans using Al' that's very true for the marketing
industry.” - Expert 11
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4.14. Future of Al in marketing

Experts predicted that the marketing industry will see increased automation and Al-
driven processes leading to cost-efficiency and productivity gains. This will impact roles
such as copywriting and design, with focus needing to shift towards strategic thinking
rather than execution.

“I think it will be totally another world, especially in content creation and marketing
already we have like Al movies which we can use for Al advertising, we can create Al
creatives, we can create text, there will be chatbots where you don't need to type
anymore, you will use the voices, for example, now in Midjourney I'm writing the
prompts, I'm sure that in the future I will just tell, hey, Midjourney, can you do for me
this or that, so I don't even need to learn how to make all these prompts and so on, so
I think it will be more easier” — Expert 8

“Media agency will start automating a lot of things. We'll use Al to automate a lot of
processes, a lot of repetitive operations.” - Expert 12

As the opportunities of Al are discussed, two sides seem to emerge on the topic of job
creation and job losses. Some experts tend to agree that Al will allow for job creation, but
others expect Al to result in significant job losses although productivity will remain the
same, if not increase. GenAl is also discussed as being a deciding factor in future
development of the role of marketeers.

“I think Gen Al is going to keep growing, become more and more important. You're
going to have people that are going to be specialised in that. There are big
opportunities.” - Expert 6

“It will create new trends, new markets, new, new technologies. So new, new works,
new jobs, new, you know, everything.” - Expert 9

“And as these tools get better, also better output for the same cost. And probably, and
that's the downside of it, it will probably lead to people being fired.” - Expert 10

“Bigger agencies will have to let go a lot of people who are executing certain tasks
like copywriting or designing certain things” — Expert 11

Experts also expressed that the role of marketeers will change dramatically, with a shift
towards machine-human interaction. More companies including smaller businesses and
startups will also be able to leverage Al tools for marketing campaigns and lower the
barrier to entry.

“I think that we will more and more have machine human interaction.” - Expert 9
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“And I think marketers will probably become more and more people who operate the
machine” - Expert 10

“Tomorrow, you can become a creative agency and start helping brands create
content and you only need to prompt properly. That kind of removes a barrier that
used to be an important one.” - Expert 6



29.

5. Discussion

The findings from this study provide valuable insights into the impacts of artificial
intelligence on marketing. By analysing the data from the semi-structured interviews with
marketing experts we can draw several conclusions.

First, these findings illustrate that the use of generative Al tools is on the rise as it bridged
an important gap for a lot of marketeers. As the study done by Taiminen & Karjaluoto
(2015) showed that SME’s have less time available for other tasks than their core
business, this study reinforced and improved the findings of Wahid et al. (2023) by
confirming that generative Al tools remove a barrier to entry and to compete with big
corporations, through time and budget savings, as well as general ease of use. The experts
thus emphasized that mastering genAl tools like ChatGPT, Midjourney, and Heygen is
essential for gaining a competitive advantage in the rapidly evolving marketing landscape.
They stress the urgency of adopting these tools to stay ahead of competitors, particularly
as SME’s and startups can now leverage Al to create impactful campaigns efficiently.

The findings also suggest that generative Al tools now act as an assistant and co-pilot to
assist experts in decision making, project brainstorming, and ideation, resulting in an
increase of available time for what experts call more important and less redundant tasks.
The role of generative Al as a co-pilot in marketing not only enhances efficiency but also
signals a shift in the professional landscape, where human expertise seems to be
increasingly augmented by Al-driven insights. Additionally, generative Al tools also
enable automation of tasks and personalisation for consumers through tailored
messaging and personalized content, showing genAl's capability to further improve
efficiency for marketeers.

In line with the literature, the experts emphasized both the transformative potential and
the challenges of Al in data utilization. While Al enhances the ability to analyse large
datasets and derive meaningful insights, the quality of the data remains a critical factor.
These findings align with the existing concerns brought up by Mahabub (2023) and
Chatterjee etal. (2019) about the importance of clean and well-managed data for effective
Al implementation.

As the study by Kshetri et al. (2023) already uncovered the difficult choice of tools to use
due to important budget constraints, the data from interviews supports the difficult task
for marketeers due to a high volume of available tools with only slight differences. The
results also indicate that additional challenges emerge like difficulties to educate
marketeers in relation to prompt engineering and inconsistencies in genAl output which
is difficult to manage. The experts also highlight reluctance to use new technology that
can be attributed to the rising fear of job loss within the industry.

In terms of content creation, the findings indicate that experts make use of generative Al
to enhance creativity and productivity in their content creation. Amongst the experts,
opinions differed significantly around the use of genAl content for marketing purposes,
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as tools lack diversity and content and accuracy in image realism. In terms of creativity,
various reasons were mentioned by experts that explain Al still lacks true creativity and
that the human mind is still of capital importance in marketing operations.

On the topic of product design, this analysis supports the findings of Lee & Chiu (2023)
with experts expressing the capabilities of generative Al use in designing products, with
tools like Midjourney being used by brands to design packaging in a cost-effective way.
This highlights the generative power of Al for marketeers, opening up possibilities that
were not achievable beforehand.

Findings on market research support the study made by Manic (2023) on the use of
conversational Al for market research and deepens the results with experts expressing
the ability to use generative Al to create questionnaires and generate recommendations.
In addition, generative Al enables marketeers to discuss in real time with virtual
customers through conversational Al tools.

Amongst the expert opinions, we find broad agreement towards Al's capabilities to
improve speed and efficiency. The experts' experiences demonstrate that Al not only
accelerates routine tasks, such as email drafting and social media cohort creation, but also
leads to important budget savings by reducing the need for external expertise. These
insights confirm the growing reliance on Al to enhance productivity in marketing, offering
both time and cost efficiencies.

When discussing the ethical concerns of Al in marketing, we found that the results are
largely in line with the claims of Kumar & Suthar (2024) and Zhou et al. (2024) around
the legal concerns and the risk associated with the use of data. Experts supported the
claims by expressing concerns around the use of biased data as well as accountability for
the consequences of unethical data use, emphasizing the need for better regulations and
ethical guidelines to govern Al applications in marketing. In addition, there are worries
about the potential misuse of consumer data, reinforcing the necessity for transparency
and responsible Al practices.

Regarding the implementation of Al in marketing, the experts share clear advice.
Marketeers should actively experiment with Al as much as they can, integrate it into their
workflows and continuously educate themselves. They should be aware that Al should be
used strategically to solve specific business challenges and achieve goals instead of
adopting it simply because it’s available.

Looking towards the future of Al in marketing, the experts predict a significant increase
in automation and Al-driven processes, which they expect will enhance cost-efficiency
and productivity. Even though new opportunities in Al specialization will emerge, experts
still raise concerns about job losses. The evolution of Al tools, like generative Al, suggests
that marketeers will need to adapt to more strategic roles focused on human-machine
interaction.
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6. Limitations and future research

While this study provides new insights into the impact of Al on marketing, it is not without
limitations. Due to the fast-evolving nature of the Al industry, some of the findings of this
study may quickly become outdated as new tools and capabilities or new regulations can
emerge.

As the study involved interviews with 13 experts, it may not be representative for all
marketing professionals in the industry and results may thus not be generalizable.
Additionally, as all experts were selected from Belgium, results may differ in other regions
where they might experience the impact of Al in marketing differently.

The findings of this study are based on the participant’s self-reported experiences, which
could be influenced by their personal biases and knowledge. This can potentially limit the
objectivity of the data.

Finally, there is still limited existing literature on the topic of generative Al use in
marketing, which limited the quality of the references used in this study. Coding was
performed in the ATLAS.ti software by the researcher, which may decrease the reliability
of the study.

From a future research viewpoint, a larger and more diverse sample of experts across
different industries and regions could be selected to enhance the generalizability of the
findings.

As generative Al tools evolve quickly, new tools and and applications are likely to emerge
with additional impact who could be investigated. Future research could also perform a
quantitative analysis to evaluate the extent of Al’'s impact on marketing outcomes.

Finally, future research may want to dive deeper into Al's impact and how it is
transforming specific marketing roles such as copywriting, design and data analysis, and
how these professionals are adapting.



32.

7. Conclusion

This paper explores the impacts of Al on marketing through semi-structured interviews
with various marketing experts. Based on the qualitative analysis, this thesis has shown
that the findings align and reinforce current literature, but also uncovers new impacts of
the use of artificial intelligence in marketing.

The findings of this study support the existing literature in several important areas of
marketing. As found in previous research, Al continues to play an essential role in product
design, marketing automation or even market research. It was found that the ability to
engage with consumers through tools like ChatGPT has been reinforced, and highlights
the potential of Al to facilitate deeper insights for marketeers.

The challenges associated with Al use in marketing, including issues around data quality,
biased data and the reluctance of some professionals to adopt new technologies due to
fear of losing their job are consistent with the existing literature. Additionally, the
importance of data as the foundation of a successful Al implementation is highlighted by
the expert and also aligns with the concerns found in previous research. The concerns
about biased data and its impact on marketeers’ outputs also remain a significant issue
that emphasizes the need for better data management practices.

This study also highlights that Al continues to lower barriers to entry, allowing SMEs to
compete with bigger corporations with the help of tools that increase available time and
efficiency. In addition to time savings, experts now recognize Al's ability to deliver
significant budget savings, making Al adoption even more attractive to business of all
sizes.

While some of the findings align with existing literature on Al's role in marketing, this
study also uncovers new insights, particularly in the area of generative Al’s use. One of
the most significant findings is the adoption of the recent genAl tools, which are
transforming how marketeers approach their work. These genAl tools act as a co-pilot in
marketing by assisting marketeers not just in executing tasks but in the creative and
strategic processes as well. This change is most noticeable in content creation, where
image generators like Midjourney are being used to produce creative content. Experts are
however divided regarding the usability of these tools, indicating that this area is still
developing.

Ethical concerns have become more pressing for marketing experts as they express that
regulations are struggling to keep up with the rapid evolution of Al technologies as well
as concerns around data being wrongfully processed without consumer consent.

When it comes to data, genAl applications have improved the ability to analyze big
amounts of data quickly as well as allow marketeers to remodel data that is lost, which
revolutionizes how marketeers derive insights and make decisions.
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Finally, valuable advice is given by experts on the importance of strategic Al
implementation. They recommend other marketeers to start small and experiment with
Al tools. They emphasize the importance of using Al to solve specific business challenges
rather than adopting it for its popularity in the industry.

In conclusion, this thesis has contributed to the growing literature around Al and
marketing by reaffirming existing research on this topic, but also by providing new
insights into the impacts of artificial intelligence in the marketing industry. The current
evolution of Al and genAl present both opportunities and challenges for marketeers, who
must carefully navigate them to extract Al's full potential in marketing.
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