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Abstract: 

This research examines how generative artificial intelligence is revolutionizing marketing, branding, and 

content creation for modern businesses. By analyzing studies from 2010 to 2025, it explores how AI-

driven systems automate design, storytelling, and influencer strategies to enhance personalization and 

efficiency. The paper investigates the transition from predictive to generative AI, highlighting its ability 

to produce adaptive, data-informed campaigns and real-time creative testing at unprecedented scale. 

Furthermore, it discusses consumer perception, authenticity challenges, and ethical implications of 

machine-generated content, particularly the emergence of synthetic influencers and disclosure dilemmas. 

The study also evaluates the impact of AI on creative workforce dynamics, emphasizing the shift in human 

roles from creators to prompt engineers. Through an integrated review of academic and industry insights, 

the research concludes that AI is not merely a tool but a transformative collaborator redefining creativity, 

trust, and strategic decision-making in the digital marketing landscape. 

 

Chapter I: Introduction 

Generative AI (GAI) tools have revolutionized marketing by offering businesses a powerful way to 

enhance content creation. Among the most popular of these tools is OpenAI’s ChatGPT, which has gained 

widespread recognition from both the general public and marketing professionals. Marketers view GAI as 

a significant productivity booster. According to a survey conducted by a nonprofit business organization, 

82% of respondents believe that the further adoption of AI will lead to improved productivity. 

Unlike traditional marketing methods, the use of AI-powered tools allows businesses to generate 

marketing content in various formats; audio, images, and video; quickly and efficiently. One of the key 

benefits of using GAI models for marketing is the substantial reduction in the amount of human effort 

required to produce marketing material. Previously, content creation was a time-consuming process that 

demanded specialized skills such as photo editing, video production, and graphic design. Now, businesses 

can streamline this process with AI, cutting down on production time and costs while also enabling better 

resource allocation. This is particularly beneficial for small businesses with limited staff. Using AI models, 

these businesses can create marketing content without the need to hire additional employees or outsource 

work, which can be costly. 

Generative AI tools like GPT-4 are capable of writing ad copy, while others like DALL·E and MidJourney 

can generate stunning visuals, drastically reducing production time and costs. For instance, Coca-Cola 

uses DALL·E and GPT to create personalized AI-powered ad campaigns that resonate with audience 

moods. These tools also excel at tailoring product descriptions, emails, and advertisements for individual 

users, enhancing engagement and fostering a more positive image in the consumer’s mind. GAI 
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democratizes creative design, enabling anyone; even those without design experience; to create product 

mockups, storyboards, and social media assets. 

The transition from traditional content production to automated creativity has already begun to reshape 

the landscape. In January 2024, the novel The Tokyo Tower of Sympathy, created with extensive use of 

ChatGPT, won Japan’s prestigious Akutagawa Prize. This milestone in literature marked not just a 

breakthrough in creativity but also a cultural and technological shift, with generative AI emerging as a 

legitimate creative force. No longer confined to backend automation or data analytics, AI is now actively 

contributing to the creation of stories, visuals, music, and marketing content. 

Generative AI models are trained on vast datasets consisting of human-generated content across various 

topics, such as books, articles, posts, and media. This enables them to learn patterns and structures that 

reflect collective expertise, allowing them to produce content that is coherent, relevant, and diverse. Unlike 

a single human creator with limited knowledge, GAI can aggregate and generalize information from a 

wide range of sources, which makes it highly effective in adapting to various styles and formats. 

The learning capabilities of GAI models enable them to quickly synthesize and output content, adapting 

to different creative needs with remarkable speed. While traditional creative workflows for ad campaigns, 

scripts, and designs took weeks to complete, generative AI now produces high-quality content in minutes, 

allowing brands to scale operations effortlessly. The model of content creation has been fundamentally 

disrupted. Previously, brands or publishers would create polished content and push it out to passive 

audiences via TV, radio, print, or digital ads. Audiences consumed the content but had little control or 

influence over it. With the rise of generative AI, we have entered an era where audiences actively 

participate in content creation, thanks to user-friendly AI tools that eliminate technical barriers. 

Consumers no longer simply watch content; they generate, remix, and shape it. Social media influencers, 

who once thrived by sharing personal stories, opinions, and experiences, have become key players in brand 

promotion. These influencers, often collaborating with brands, significantly impact their followers' 

attitudes, preferences, and purchasing decisions. Recent studies have shown that AI influencers have 

gained popularity and can influence audiences just as effectively as human influencers. AI-based virtual 

influencers have the added advantage of availability, ease of control, and reduced risks related to negative 

PR or scandals. Furthermore, they excel at creating visually captivating and innovative brand content. 

Some brands prefer AI influencers over human ones due to their novel approach to storytelling, greater 

control over the virtual influencer's appearance, and cost-effectiveness. 

This study aims to analyze the transformative impact of generative AI (GAI) on marketing workflows, 

branding strategies, and content creation. GAI has revolutionized marketing by streamlining workflows, 

reshaping branding strategies, and transforming content creation processes. Traditionally, creating 

marketing content required specialized skills in writing, design, and media production, making the process 

both time-consuming and expensive. With the advent of tools like ChatGPT, DALL·E, and MidJourney, 

businesses can now generate ad copy, visuals, and videos in real-time, making content creation faster, 

cheaper, and more accessible; even for smaller teams (Geyser, 2023). 

Branding strategies have become more personalized and dynamic, with AI offering the ability to tailor 

product descriptions, emails, and ads to individual users, thereby enhancing customer engagement and 

fostering a deeper emotional connection with audiences (Moustakas et al., 2020). Major companies like 

Coca-Cola are already utilizing AI-generated campaigns that reflect audience moods, demonstrating AI’s 

adaptability and ability to resonate with consumers (Kanbach et al., 2023). Additionally, generative AI is 

democratizing creativity, allowing individuals without technical expertise to produce high-quality 
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mockups and social media assets. The rise of AI tools has empowered consumers to actively participate 

in content creation, reshaping the traditional marketing model where brands were once the sole creators 

of content. Today, audiences engage directly with content, remixing and reshaping brand messages (De 

Veirman et al., 2017). 

Furthermore, influencer marketing is undergoing significant changes. AI-based virtual influencers are 

becoming increasingly popular, offering brands the ability to control their appearance, message, and 

creative direction while reducing risks associated with human influencers (Bradley, 2020). These AI-

driven virtual influencers are becoming an appealing option for brands, combining the creative potential 

of human influencers with enhanced control, availability, and cost-effectiveness (Moustakas et al., 2020). 

The research will focus on the impact of generative AI in key areas such as automation, AI influencers, 

A/B testing, consumer perception, and scalability. Generative AI is transforming the way retailers create, 

test, and optimize advertising campaigns, providing dynamic and scalable solutions for generating ad 

variants and automating A/B testing. This study will explore the role of generative AI in retail marketing, 

examining its ability to generate personalized content, streamline workflows, and improve decision-

making processes (Yao et al., 2024). 

A key area of focus is A/B testing, a cornerstone of modern marketing. Traditional A/B testing methods 

are time-consuming and limited by the number of variants that can be tested. Generative AI addresses 

these limitations by automating the creation of numerous ad variants and analyzing their performance at 

scale (Kanbach et al., 2023). AI can generate hundreds of variants and test them simultaneously, providing 

real insights into performance metrics. This automation reduces the time and cost associated with 

campaign optimization, enabling retailers to respond quickly to changing market trends (Miao et al., 2022). 

Generative AI is also enabling unprecedented personalization and consumer engagement. AI models like 

ChatGPT, DALL·E, and MidJourney allow marketers to tailor content to consumer interests, fostering 

emotional connections and brand loyalty (Geyser, 2023). These AI-driven technologies utilize vast 

datasets and machine learning algorithms to forecast consumer behavior, create targeted marketing 

campaigns, and produce content that resonates deeply with consumers (Yao et al., 2024). By analyzing 

customer data, such as browsing patterns, purchase history, and social media activity, generative AI 

enables brands to develop highly personalized marketing strategies that speak directly to individual needs 

and preferences. 

Generative AI tools are drastically reducing the time and resources needed for content creation. AI can 

quickly generate audience-targeted text, graphics, and videos, enabling brands to maintain a consistent 

and relevant presence across different media channels without the high costs of traditional content 

production. The flexibility of generative AI also allows brands to optimize their advertising material for 

various platforms, testing multiple versions to determine which ones resonate best with specific audiences 

(Bradley, 2020). 

AI-powered chatbots and virtual assistants are enhancing customer interactions, helping businesses create 

personalized shopping experiences. These systems can provide tailored product recommendations, answer 

customer inquiries, and offer suggestions based on user preferences, making them more accurate and 

helpful with each interaction (De Veirman et al., 2017). Virtual shopping assistants serve as digital 

salespeople, improving customer relationships by engaging in meaningful conversations and offering 

product recommendations. 

Lastly, the role of virtual influencers is becoming more significant. Virtual influencers; computer-

generated personalities that emulate human behavior; are gaining popularity as a tool for brand promotion 
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(Moustakas et al., 2020). From 2017 to 2019, the number of virtual influencers on social media grew 

exponentially (Da Silva Oliveira & Chimenti, 2021). Brands are increasingly leveraging virtual 

influencers to represent their products, as these AI-driven personalities offer greater control over content, 

reduce the risk of scandals, and provide a consistent brand message (Hiort, 2022). Major brands like 

Samsung, Balmain, Louis Vuitton, and Tommy Hilfiger have already embraced virtual influencers, 

recognizing the potential for increased productivity and creativity in brand storytelling. 

The research aims to explore how generative AI is altering creative workflows and brand identity, focusing 

on the ways in which AI tools are reshaping traditional content creation processes and influencing how 

brands engage with their audiences. By automating and streamlining content production, generative AI is 

transforming creative workflows, enabling brands to produce personalized, dynamic content at scale. This 

shift not only changes how brands manage their creative processes but also impacts the evolution of their 

identity in the market. Additionally, the study will investigate consumer responses to AI-generated content 

versus human-created content. Understanding how audiences perceive and engage with AI-driven 

marketing efforts compared to traditional, human-made content is crucial in assessing the effectiveness 

and authenticity of AI in building consumer trust and loyalty. Finally, the research will delve into the 

ethical and strategic implications of synthetic influencers and automation in marketing. As virtual 

influencers and AI tools increasingly take on roles traditionally held by humans, the study will examine 

the potential benefits and risks associated with AI's influence on brand representation, consumer behavior, 

and the broader marketing landscape. 

 

Chapter 2: The New Age of Content Creation: Automation at Scale 

A. AI-Generated Visuals and Copy 

The rise of generative AI (GAI) has significantly reshaped the landscape of content creation, particularly 

in marketing, by enhancing the realism, emotional impact, and viral potential of AI-generated content 

(AIGC). The increasing popularity of AI tools like ChatGPT, DALL·E, and MidJourney has made content 

generation faster, more cost-effective, and accessible. In the advertising industry, companies are 

leveraging these tools to create highly engaging and personalized content, often outperforming human 

creatives in terms of realism and emotional appeal (Verma et al., 2021). 

For example, Nike has integrated artificial intelligence into its marketing strategies, utilizing it for 

personalized customer experiences and recommendations. Nike began using algorithms for customer 

personalization as early as 2016 with the Nike+ app, which suggests products based on individual 

preferences (Mathews, 2024). In 2018, Nike expanded its AI capabilities by acquiring Zodiac and Celect, 

two data analytics companies. This acquisition enhanced Nike’s ability to analyze consumer data and 

improve customer experiences. By 2020, Nike launched the “Nike By You” app, which allowed customers 

to design their own custom sneakers. This process, powered by AI, enables near-instant customization, 

with customers sharing their creations on social media, further enhancing the user experience (Mathews, 

2024). 

AI’s ability to analyze large data sets quickly and efficiently is one of its most significant advantages, 

enabling businesses to provide hyper-personalized services to their customers at scale. These 

advancements not only streamline marketing workflows but also help brands like Nike stay ahead in a 

competitive market by continually adapting to consumer preferences. 

In addition to AI's role in personalizing marketing, recent studies have shown how audiences respond to 

AI-generated content. A 2025 study from Malaysia compared consumer reactions to AI-generated ads 
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versus human-created ads. The results revealed that younger audiences, particularly Gen Z, found AI-

generated ads more attractive and trustworthy due to their smooth, modern appearance. However, despite 

this positive reception, these consumers still felt a stronger emotional connection to human-made ads, 

which they described as warmer and more authentic (Geyser, 2023). Similarly, a study in Turkey examined 

Coca-Cola’s "Masterpiece" ad, which used AI to animate famous works of art. While the ad was praised 

for its creativity and visual appeal, some viewers found it emotionally distant, highlighting a common 

issue with AI content: while it can be technically superb, it may lack the emotional depth found in human-

created works (Bradley, 2020). 

To address this challenge, researchers suggest that brands can improve the acceptance of AI-generated 

content by maintaining a strong emotional focus and demonstrating clear human values, such as supporting 

community causes (Yao et al., 2024). Coca-Cola, known for its emotionally-driven campaigns, has 

successfully integrated AI into its advertising without compromising its brand’s human connection. 

Research from Georgetown University and Project Aeon found that even when consumers were informed 

that Coca-Cola’s holiday ads were AI-powered, most judged the ads based on how they made them feel, 

rather than the technology behind them. The mixed reactions to AI content, while initially viewed as 

strange, ended up contributing to the virality of the campaign, demonstrating how discussions around AI-

generated content can amplify its reach (Moustakas et al., 2020). 

Overall, Coca-Cola's use of AI in its advertising campaigns shows that AI is not just a technical tool but 

can be a powerful asset in storytelling and visual creation. However, its success lies in the balance between 

AI’s technical prowess and the brand's emotional connection with its audience. By combining AI’s 

capabilities with human creativity and values, brands can create compelling, emotionally resonant content 

that resonates with their audience and extends their reach. 

Thus, generative AI’s role in marketing is not to replace human creativity but to enhance it, enabling 

companies to create more dynamic, personalized, and engaging content (Geyser, 2023). 

B. Speed and Cost Efficiency 

Automated creative tools are revolutionizing how brands and marketers produce content, significantly 

reducing the time and effort required to move from concept to execution. Traditional creative agencies 

typically follow a multi-step process, where briefs are prepared, shared with designers or copywriters, 

ideas go through several rounds of revisions, and approvals can take days or even weeks. In contrast, 

platforms like Adobe Firefly for design and Jasper or Copy.ai for copywriting enable teams to produce 

content in minutes, providing faster and more efficient workflows. 

Adobe Firefly is a generative AI tool that turns simple text prompts into detailed, editable graphics. It 

supports various styles, typography design, and brand-specific content. This tool allows marketers to 

produce dozens of branded visuals on demand, eliminating the need to wait for an art director or agency 

team to create drafts. Research on Adobe Firefly (2024) showed that marketing teams using the tool could 

produce 10 times more creative assets per week without increasing team size or outsourcing work. 

Additionally, more than 80% of the generated assets were considered visually appealing and on-brand 

based on internal reviews (Mathews, 2024). This demonstrates how AI tools can enhance content creation 

by providing high-quality visuals rapidly and consistently. 

In the realm of copywriting, tools like Jasper and Copy.ai leverage large language models to generate 

promotional text, product descriptions, email campaigns, and more. What distinguishes these tools from 

human writers is their speed and efficiency. For example, Jasper can generate multiple variations of a 

campaign headline or product pitch in seconds. It also allows for tone and length customization, enabling 
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marketers to create localized or platform-specific copy with minimal manual rewriting. A 2025 study on 

copy generated by iterative language models showed a 45% increase in ad click-through rates compared 

to manually written content. Additionally, a 2024 study using Copy.ai revealed that e-commerce teams 

were able to cut their campaign launch cycle by more than 60% while maintaining a consistent brand voice 

(Geyser, 2023). 

These AI-powered tools not only speed up the creative process but also help reduce creative burnout and 

unnecessary back-and-forth communication. Instead of multiple revision cycles, AI can instantly generate 

alternatives, allowing teams to select or refine the best option. While human oversight remains crucial for 

strategic direction and emotional nuance, AI can handle the bulk of production, especially for repetitive 

or time-sensitive tasks. Compared to traditional agencies that may take days or weeks to finalize creative 

work, AI tools can deliver fully formed drafts within minutes, enabling brands to operate at speed in fast-

moving markets (Kanbach et al., 2023). 

Overall, the combination of faster output, scalable content production, and measurable performance 

benefits makes generative AI a game-changer for brands. Many companies are blending human creativity 

with AI-driven tools, recognizing that the synergy between the two is more powerful than either one alone 

(Yao et al., 2024). 

C. Evolution of the Creative Role 

The emergence of generative artificial intelligence (AI) systems capable of producing complex artifacts 

such as text, images, or source code based on natural language prompts has led to the rise of a new creative 

role: the "Prompt Engineer." The quality of the input prompt greatly influences the quality of the generated 

output, which has made prompt engineering a vital skill in maximizing the effectiveness of generative AI 

systems. This practice involves crafting precise natural language instructions to guide AI models like GPT-

3 in producing the desired results (Yao et al., 2024). 

Generative AI systems, such as ChatGPT and MidJourney, rely on prompts as a core mechanism for 

generating content. These systems are increasingly effective due to the availability of large datasets and 

substantial computing power to train them, making them adaptable to a wide range of applications. While 

some generative AI systems now accept multimodal inputs (e.g., combining images with text), the textual 

prompt remains the primary input format (Verma et al., 2021). 

Prompt engineering is a specialized skill that requires tailoring prompts to direct AI responses towards 

specific outcomes, ensuring the produced content aligns with the creator’s objectives. For instance, prompt 

engineers might instruct AI to generate specific types of marketing content, ensuring it is both relevant 

and effective (Moustakas et al., 2020). This new role has emerged as a bridge between traditional human 

creativity and AI capabilities, allowing creative professionals to leverage AI's efficiency while maintaining 

control over the creative direction. 

As AI systems continue to evolve, the role of prompt engineers is expected to grow, with professionals 

acting as curators and strategists in human-AI hybrid workflows. Designers, marketers, and other creative 

professionals now work alongside AI tools, guiding the creative process while harnessing AI’s capacity 

for rapid production. This shift in the creative process allows for greater efficiency and scalability, 

enabling businesses to create high-quality content at a fraction of the time and cost traditionally required 

(Geyser, 2023). 

In summary, the rise of generative AI and prompt engineering is transforming the creative industry, 

making it possible to produce large volumes of content at speed while maintaining quality. As AI continues 
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to play a more prominent role in marketing and branding, professionals in creative fields will need to adapt 

to this new hybrid model, working in tandem with AI to maximize both efficiency and creativity. 

 

Chapter 3: Omnichannel Branding and Storytelling 

A. Branding Consistency Across Channels 

In today’s digital age, brands must maintain a consistent identity across various channels to create a 

cohesive and recognizable presence. Generative AI plays a crucial role in ensuring this visual and tonal 

coherence, especially as brands engage with consumers through multiple platforms such as websites, 

social media, email, and mobile apps. AI-driven tools, like style guides, tone models, and intelligent brand 

libraries, are designed to uphold branding standards, ensuring that every piece of content aligns with the 

company’s established aesthetic and messaging. These systems help maintain brand consistency by 

automatically adjusting content to fit specific platform requirements while preserving the brand’s core 

identity (Verma et al., 2021). 

For example, AI-powered design tools like Adobe Firefly can generate customized visual assets that align 

with a brand’s color schemes, typography, and design styles. By integrating AI with dynamic content 

generation, brands can ensure that all marketing materials; whether a website banner, social media post, 

or email;  are unified in terms of both style and tone. Additionally, AI-driven tone models can analyze 

textual content to ensure it reflects the desired voice of the brand, adapting language for the target audience 

while maintaining overall consistency. This automation not only reduces the workload for creative teams 

but also speeds up content production without sacrificing quality, enabling brands to stay relevant across 

a variety of touchpoints (Geyser, 2023). 

B. Real-Time Storytelling 

Generative AI is revolutionizing the way brands engage with audiences through real-time storytelling. 

Unlike traditional marketing campaigns that relied on pre-designed content and static messaging, modern 

AI tools allow for live personalization and adaptive narratives. Chatbots, dynamic ads, and auto-narratives 

on platforms like TikTok now enable brands to create content that responds to real-time user actions, 

preferences, and engagement. 

For example, AI-powered chatbots are capable of initiating conversations with consumers, answering 

questions, and providing tailored recommendations based on individual user data. This real-time 

interaction creates a dynamic narrative that evolves as the conversation progresses, allowing brands to 

deliver more personalized experiences. Similarly, platforms like TikTok have leveraged AI to auto-

generate narratives that reflect user interests, making advertisements more relevant and engaging. Through 

AI-driven dynamic ads, brands can serve content in real time that aligns with a user’s behavior, enhancing 

the chances of engagement and conversion. 

Real-time data plays a pivotal role in shaping this personalized storytelling. AI systems can analyze real-

time user data; such as browsing activity, purchase history, and social media engagement; to dynamically 

adjust the content being shown. Moreover, real-time A/B/n testing allows brands to continuously refine 

and optimize their messaging, ensuring they deliver the most compelling narrative to each user (Moustakas 

et al., 2020). By using AI to sequence content dynamically, brands can create unique, fluid stories that 

evolve based on user interactions, offering more authentic and engaging experiences. 

C. Personalization at Scale 

Personalization has become a cornerstone of modern marketing, and AI is helping brands take it to the 

next level by enabling customization at scale. Rather than creating generic messages for broad audiences, 
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brands now leverage user data such as psychographic segmentation and behavioral analytics, to craft 

custom narratives that resonate on an individual level. AI models analyze vast amounts of user data to 

identify patterns and preferences, enabling brands to build personalized experiences based on these 

insights (Geyser, 2023). 

For instance, AI systems can generate dynamic content that adapts to user engagement patterns, providing 

consumers with tailored messaging that feels both relevant and timely. This level of personalization 

extends beyond just addressing a customer by name;  it includes offering personalized product 

recommendations, delivering targeted email campaigns, and even adjusting website content in real time 

to reflect the user’s preferences. As AI analyzes data from multiple touchpoints, it can continuously refine 

and optimize the personalization process, allowing brands to cater to individual needs more effectively 

than ever before. 

By utilizing psychographic segmentation where consumers are grouped based on their interests, values, 

and lifestyles brands can create highly specialized content that speaks directly to each segment’s unique 

motivations. AI makes this process scalable, ensuring that brands can deliver personalized narratives to 

large, diverse audiences without losing the individual touch. Moreover, as consumer data becomes more 

granular, AI enables brands to further refine content generation, resulting in a highly tailored experience 

that strengthens customer loyalty and engagement (Yao et al., 2024). 

In summary, AI is revolutionizing omnichannel branding and storytelling by offering tools that ensure 

consistent brand identity across platforms, enable real-time adaptive narratives, and deliver personalized 

content at scale. These advancements allow brands to engage their audiences in deeper, more meaningful 

ways, creating more dynamic, responsive, and tailored experiences. As AI continues to evolve, its role in 

shaping the future of marketing will only expand, offering new opportunities for brands to connect with 

consumers in unprecedented ways. 

 

Chapter 4: AI Influencers and Virtual Ambassadors 

A. Rise of Synthetic Influencers 

The rise of synthetic influencers;  AI-generated personalities designed to emulate human behavior has 

brought a new dimension to influencer marketing. Synthetic influencers like Lil Miquela, Imma, and FN 

Meka are virtual beings who are created entirely through digital means but interact with audiences in a 

very human-like way. These influencers have gained substantial followings on social media platforms, 

with Lil Miquela boasting millions of followers across Instagram, where she shares her life, fashion 

choices, and collaborations with brands (Moustakas et al., 2020). Imma, a Japanese virtual model, has 

worked with high-profile brands such as Prada and Bulgari, showcasing how AI can be integrated into 

high fashion (Geyser, 2023). Meanwhile, FN Meka, known for his virtual rapper persona, has gained 

attention in the music industry and signed a record deal with Capitol Records. 

Synthetic influencers possess several distinctive characteristics that differentiate them from human 

influencers. These AI personalities are entirely controllable, allowing brands to fine-tune their image, 

narrative, and messaging without the unpredictability associated with human influencers. They also don’t 

age, experience personal controversies, or engage in behavior that could harm a brand’s reputation. 

Additionally, synthetic influencers can be programmed to reflect specific values or aesthetics, making 

them a highly targeted marketing tool for brands aiming to reach a particular demographic. Their growing 

influence is evident in the increasing number of brand collaborations, as companies look to capitalize on 

the novelty and consistency of AI-powered personalities. 
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B. Human vs. AI Influencers: Consumer Response 

As synthetic influencers become more prominent, the comparison between human and AI influencers 

becomes increasingly relevant. Research has shown that consumer responses to AI influencers vary 

depending on factors such as perceived credibility, relatability, and trustworthiness. While AI influencers 

can appear more polished and professional, they may lack the emotional depth that human influencers 

provide (Bradley, 2020). Human influencers, with their personal stories, struggles, and victories, often 

forge a deeper emotional connection with their audiences. This emotional resonance is crucial for building 

trust and influencing purchase decisions. 

In contrast, AI influencers tend to be seen as more predictable and professional, but less relatable. A study 

by De Veirman et al. (2017) found that while AI influencers can create engaging content, audiences often 

feel a sense of distance or detachment, as they are not interacting with a “real” person. However, some 

audiences appreciate the futuristic appeal and perfection of AI influencers, particularly in fields like 

fashion, entertainment, and technology, where a more polished or fantastical image can be effective. 

In terms of engagement, AI influencers have shown strong performance, particularly among younger 

generations who are more accustomed to digital interactions. A 2025 study found that AI-generated ads 

and influencer campaigns had higher click-through rates compared to those involving human influencers, 

primarily due to the novelty and visual appeal of synthetic personalities (Moustakas et al., 2020). However, 

when it comes to long-term brand loyalty, human influencers still have the edge, as their authenticity and 

relatability tend to resonate more deeply with audiences over time (Geyser, 2023). 

C. Strategic Shifts in Influencer Marketing 

The rise of AI influencers has led to significant shifts in influencer marketing strategies. One of the most 

impactful changes is the use of AI to assist in influencer selection and campaign planning. Traditionally, 

brands would identify influencers based on factors like their follower count, engagement metrics, and 

brand fit. However, with AI tools, this process has become much more data-driven. AI models can now 

analyze vast amounts of influencer data, including audience demographics, engagement patterns, and past 

campaign performances, to identify the most effective influencers for specific campaigns (Yao et al., 

2024). These tools can also predict the potential ROI of different influencer collaborations, optimizing 

campaign strategy before any content is produced. 

Moreover, AI tools are increasingly used to model the cost-benefit analysis of influencer partnerships, 

allowing brands to forecast potential outcomes and adjust their strategies in real time. By assessing various 

factors such as influencer engagement rates, follower demographics, and historical campaign 

performance, AI-driven tools can help brands make more informed decisions, minimizing risk and 

maximizing ROI (Moustakas et al., 2020). 

However, the rise of AI influencers has also created new challenges, particularly around disclosure and 

transparency. As synthetic influencers become more integrated into advertising strategies, the lines 

between human and AI-driven content blur. This raises concerns about disclosure, as audiences may not 

always be aware that they are interacting with virtual personalities rather than real people. Research 

suggests that consumers are more likely to trust brands that disclose when content is AI-generated, and 

failing to do so can lead to negative perceptions (Yao et al., 2024). This issue places marketers in a 

regulatory grey zone, where the rules regarding transparency and ethical considerations are still being 

developed. 

In conclusion, AI influencers and virtual ambassadors represent a significant shift in the influencer 

marketing landscape. While they offer brands unparalleled control and consistency, they also bring new 
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challenges regarding audience trust, ethical transparency, and the authenticity of brand storytelling. As AI 

influencers continue to gain popularity, their role in marketing will evolve, creating both opportunities and 

dilemmas for brands navigating this new digital frontier. 

 

Chapter 5: AI-Powered Marketing Automation 

A. AI in Campaign Management 

AI is revolutionizing campaign management by enabling seamless integration with platforms such as 

HubSpot AI and Salesforce Einstein, which provide marketers with powerful automation tools. These AI-

driven systems streamline various aspects of marketing workflows, including automated social media 

posting, blog generation, and email marketing, making campaigns more efficient and effective. 

For instance, HubSpot AI leverages machine learning algorithms to optimize content scheduling, analyze 

audience interactions, and recommend the best times to post across social media channels. Similarly, 

Salesforce Einstein uses AI to enhance customer relationship management by predicting customer 

behavior, personalizing content, and automating responses based on individual customer data. These 

integrations allow marketers to focus on strategy and creativity, while AI handles the repetitive tasks of 

content generation and scheduling. 

With AI, social media managers can automate posts across multiple platforms, ensuring that content is 

delivered consistently and at optimal times without manual intervention. For email marketing, AI tools 

can automatically generate personalized email content tailored to individual preferences, increasing open 

rates and engagement. Furthermore, AI can segment audiences more precisely, ensuring that the right 

message is delivered to the right person at the right time, which enhances the relevance of marketing 

efforts and maximizes their impact (Verma et al., 2021). 

B. Content Testing and Optimization 

AI has significantly advanced the field of content testing and optimization. Traditional methods of A/B 

testing, where only a few versions of a campaign are tested against each other, have now evolved into 

A/B/n testing, where multiple variants of a campaign can be tested simultaneously. AI makes this process 

faster and more efficient by analyzing live performance data in real-time. This allows marketers to test not 

just static elements like headlines or images but dynamic content that changes based on audience 

interactions. 

AI-driven decision engines continuously optimize campaigns by learning from real-time data. For 

example, an AI tool can automatically adjust an ad’s copy, design, or targeting criteria based on how 

different audience segments are interacting with the content. This ability to rapidly test, analyze, and 

optimize on the fly allows marketers to stay agile and ensure that their campaigns are always performing 

at their best. With AI, the optimization process becomes an ongoing loop, continually refining and 

enhancing the content's effectiveness without requiring manual adjustments (Yao et al., 2024). 

Additionally, real-time testing and optimization help brands identify trends, such as which types of content 

generate the most engagement, and quickly pivot their strategies based on data-driven insights. This 

reduces the time between feedback and implementation, enabling brands to act faster and more accurately 

than ever before (Geyser, 2023). 

C. Mass Customization Without Losing Personal Touch 

Generative AI is enabling brands to achieve mass customization, the ability to tailor content to individual 

customers at scale;  without losing the personal touch that builds customer loyalty. With AI-powered tools, 

brands can create highly personalized email campaigns, landing pages, and ad copy that resonate with 
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each individual’s needs and preferences. AI analyzes vast amounts of user data, such as browsing behavior, 

purchase history, and social media activity, to develop unique content for each user, ensuring that every 

interaction feels relevant and personal. 

For example, AI-driven email marketing platforms can create customized email content based on a 

customer's past interactions with a brand. A consumer who has previously purchased sports equipment 

may receive tailored offers for related products, such as athletic wear or accessories, along with 

personalized recommendations based on their past purchases. Similarly, AI can dynamically alter landing 

page content to match the interests and behavior of the user, ensuring that each visit to a website feels 

personal and aligned with their preferences (Moustakas et al., 2020). 

One of the most successful examples of hyper-personalization is seen in e-commerce, where AI is used to 

generate product recommendations based on a customer’s unique browsing and purchasing patterns. This 

has significantly increased conversion rates and customer retention for many online retailers. A notable 

case study comes from the fashion brand ASOS, which uses AI to create personalized shopping 

experiences. Through predictive analytics, ASOS recommends products to customers based on their 

previous browsing habits, increasing the likelihood of purchase (Verma et al., 2021). 

Another example is Coca-Cola’s AI-powered ad campaigns, which have embraced hyper-personalization 

to engage users on a deeper level. Coca-Cola’s holiday campaigns, for instance, used data-driven insights 

to customize their messaging, making it feel more personal and emotionally resonant. This not only 

enhanced consumer engagement but also significantly boosted the campaign’s effectiveness by aligning 

the content with individual preferences (Yao et al., 2024). 

Overall, AI’s ability to create personalized content at scale allows brands to maintain a personal touch 

while reaching a broader audience. As AI technology continues to evolve, it will play an increasingly 

important role in helping brands balance mass customization with emotional resonance, further enhancing 

customer loyalty and brand affinity. 

 

Chapter 6: Consumer Perception and Brand Trust 

A. Authenticity in Machine-Generated Content 

As AI-generated content continues to permeate marketing strategies, the question of authenticity becomes 

increasingly important. One of the key challenges in machine-generated content is its ability to convey a 

human-like tone and emotional nuance. While AI tools like ChatGPT and DALL·E have made 

significant strides in generating text and visuals that mimic human creativity, there remains a gap in the 

emotional depth that human creators can provide. Consumers can sometimes perceive AI content as 

lacking the warmth or authenticity that comes from personal experience or genuine human expression, 

which leads to the concept of the uncanny valley; a phenomenon where AI-generated content is close to 

human-like but still feels unsettlingly artificial. 

This challenge raises the question of disclosure: should brands openly admit the use of AI in their content 

creation? Research has shown that consumers tend to trust brands more when they are transparent about 

AI usage (Bradley, 2020). However, in some cases, brands may fear that revealing AI involvement could 

undermine trust or alienate certain consumer groups. The key is finding a balance. Brands that openly 

acknowledge their use of AI while emphasizing human oversight or values; such as creativity, innovation, 

and personalization; may mitigate concerns about authenticity. On the other hand, brands that attempt to 

pass off AI-generated content as entirely human-crafted might risk damaging their credibility if consumers 

later discover the truth (Moustakas et al., 2020). 
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B. Brand Identity in the AI Age 

The increasing reliance on AI to generate marketing content presents potential risks to brand identity. One 

significant concern is the risk of homogenization; where brands, in an effort to streamline content creation 

and maintain consistency, begin to sound similar to each other. AI tools, especially when heavily relied 

upon, can lead to a dilution of unique brand voices, as they often rely on data-driven models that prioritize 

efficiency over creativity. This can make brands appear less distinct, as AI-generated content may 

inadvertently reflect generic trends or common patterns in language, tone, and style. 

To address this issue, many brands are adopting hybrid content creation models that blend human and AI 

input. In these models, AI handles tasks such as generating initial drafts, performing A/B testing, or 

creating repetitive content, while human creatives focus on fine-tuning the messaging, injecting emotional 

nuance, and ensuring that the content aligns with the brand’s core values and identity. This approach 

allows brands to maintain their unique voice while leveraging the speed and efficiency of AI. It also 

provides a more sustainable way to scale content production without compromising authenticity or 

creativity (Geyser, 2023). 

By striking a balance between AI-driven automation and human creativity, brands can ensure that their 

identity remains strong and distinctive, even in an AI-dominated landscape. 

C. Impact on Brand Value and Consumer Loyalty 

The introduction of AI-generated content has raised important questions about its impact on brand value 

and consumer loyalty. Some argue that AI-generated content could undermine brand trust, particularly if 

it feels too impersonal or inauthentic. As consumers increasingly value emotional connections with brands, 

a lack of emotional depth in AI-generated content could lead to disengagement, negatively impacting 

brand perception and customer loyalty. 

On the other hand, AI-generated content can also enhance brand trust if used strategically. For example, 

AI-driven tools can help brands deliver more personalized, relevant, and timely content, increasing 

engagement and fostering a sense of connection with consumers. Brands that effectively use AI to enhance 

customer experiences; whether through tailored product recommendations, responsive chatbots, or 

dynamic content; can strengthen consumer trust and loyalty by showing that they understand and anticipate 

customer needs (Yao et al., 2024). 

To understand the long-term effects of AI-generated content on brand loyalty, it’s useful to examine 

longitudinal case studies across different industries. For example, Coca-Cola’s use of AI in its holiday 

advertising campaigns has demonstrated both the advantages and challenges of incorporating AI into 

brand storytelling. While the AI-generated content received mixed reactions, it helped Coca-Cola maintain 

its presence in the digital space and engage with younger, tech-savvy consumers (Geyser, 2023). Over 

time, Coca-Cola’s focus on maintaining a strong emotional connection, alongside its innovative use of AI, 

has allowed it to retain customer loyalty while exploring new forms of content creation. 

Similarly, Nike’s hybrid approach combining AI-powered customization tools like "Nike By You" with 

human-driven brand values, has not only improved customer engagement but also reinforced the brand’s 

identity as a leader in personalization and innovation. This integration of AI has led to increased consumer 

loyalty by providing a seamless and individualized shopping experience without sacrificing the emotional 

connection that Nike has cultivated over the years (Mathews, 2024). 

In summary, the impact of AI-generated content on brand trust and consumer loyalty largely depends on 

how brands integrate AI into their marketing strategies. When used effectively, AI can enhance brand 

engagement and loyalty by delivering personalized, relevant content at scale. However, when over-reliant 
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on AI, brands risk losing the emotional connection that drives long-term consumer trust. By maintaining 

a balance between AI efficiency and human creativity, brands can navigate the challenges of the AI age 

and continue to build strong, loyal customer bases. 

 

Chapter 7: Organizational and Infrastructural Impacts 

A. Workforce Evolution 

The rise of generative AI (GAI) is reshaping the workforce, particularly in areas related to content creation, 

marketing, and data analysis. As businesses increasingly adopt AI tools for tasks such as content 

generation, customer engagement, and data-driven decision-making, there is a growing demand for new 

skills. AI literacy has become essential across various roles, as employees must understand how to 

leverage AI tools effectively, even if they are not directly involved in AI development. Additionally, the 

emergence of roles like prompt crafting has become critical, where employees design and refine natural 

language prompts to direct AI models in generating accurate and high-quality content. 

Moreover, data analysis skills are becoming more important as companies strive to interpret the vast 

amounts of data generated by AI systems. These professionals will need to bridge the gap between AI 

output and actionable insights, ensuring that AI-driven data supports strategic decision-making processes 

(Geyser, 2023). 

As AI continues to play a greater role in organizational operations, businesses must decide whether to 

downsize traditional content teams or upskill existing employees to adapt to the new digital landscape. In 

many cases, AI tools can reduce the need for large content teams, as AI can generate high-quality copy, 

visuals, and even video content at scale. However, this shift also creates opportunities for employees to 

evolve into more specialized roles focused on optimizing AI outputs and aligning them with broader 

business goals. Upskilling initiatives, focusing on AI, data science, and creative AI applications, will allow 

organizations to maintain a workforce that is both agile and proficient in the tools driving the next wave 

of marketing and content creation. 

B. Business Model Transformations 

Generative AI is not only transforming workflows but also reshaping entire business models. One of the 

most significant shifts is the movement from human-centric to AI-centric value creation. As AI takes over 

tasks traditionally handled by humans; such as content generation, customer service, and data analysis; 

businesses can scale their operations while reducing reliance on human resources for repetitive or labor-

intensive tasks (Kanbach et al., 2023). This shift enables businesses to operate more efficiently and at a 

lower cost, ultimately increasing profitability. 

Furthermore, generative AI has paved the way for new revenue models based on synthetic media and 

scalable services. For instance, companies can now create AI-generated video ads, personalized product 

recommendations, and customized social media content at scale, creating entirely new revenue streams 

from content that would have previously required significant investment in human labor and creative 

production (Yao et al., 2024). Companies like Coca-Cola and Nike are already exploring how AI-

generated content can enhance their advertising strategies, providing new ways to monetize their 

marketing efforts and create value from synthetic media (Moustakas et al., 2020). Additionally, AI-

powered platforms that offer automated content creation or AI-based marketing services are emerging as 

new business models that cater to businesses seeking efficient and scalable marketing solutions. 

These AI-driven business models are also fostering a new ecosystem of products and services, particularly 

in industries like entertainment, fashion, and e-commerce. With the growing use of synthetic influencers, 
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personalized content, and AI-assisted creative tools, companies are tapping into innovative ways to 

generate revenue through services that scale effortlessly across different market segments (Mathews, 

2024). 

C. System Integration Challenges 

While the potential of generative AI is vast, system integration remains one of the biggest challenges for 

organizations looking to adopt AI-driven technologies. One of the primary issues is the mismatch between 

legacy systems and the capabilities of generative AI. Many companies still rely on traditional IT 

infrastructure that is not designed to handle the complex, data-intensive demands of AI applications. As 

AI systems require vast computing power and data integration across multiple platforms, businesses face 

significant challenges in retrofitting their existing infrastructure to support these new technologies 

(Geyser, 2023). 

For businesses to fully capitalize on the benefits of generative AI, they need to implement strategic 

adaptation roadmaps that facilitate the seamless integration of AI tools into their operations. These 

roadmaps should include updates to existing IT systems, investments in cloud infrastructure, and the 

development of AI-specific platforms that can handle large-scale content production and data analysis. 

Furthermore, companies need to ensure that their teams are trained to work with these new technologies, 

making the transition smoother and more efficient. 

Moreover, enterprises must establish clear guidelines for integrating AI with legacy systems in ways that 

enhance existing workflows without causing disruption. This may involve the development of hybrid 

systems that combine traditional processes with AI capabilities, ensuring that AI complements and 

enhances existing workflows rather than replacing them entirely. As organizations continue to adopt AI 

technologies, strategic planning and thoughtful integration will be critical to overcoming the challenges 

of legacy systems and ensuring smooth AI deployment across the business (Yao et al., 2024). 

In summary, the organizational and infrastructural impacts of AI are profound and far-reaching. From the 

evolution of the workforce and business model transformations to the challenges of system integration, 

companies must navigate a complex landscape to fully leverage the potential of generative AI. By focusing 

on upskilling their teams, adapting business models to AI-driven value creation, and addressing integration 

challenges, businesses can position themselves to thrive in the AI-powered future. 

 

Chapter 8: Ethical, Legal, and Social Considerations 

A. Transparency and Disclosure 

As generative AI becomes increasingly integrated into marketing, content creation, and even decision-

making processes, the issue of transparency and disclosure has emerged as a significant ethical concern. 

The ethical debate over disclosing AI-generated content centers on the responsibility of brands to inform 

their audiences when content is created by AI versus human creators. Many consumers expect 

transparency, especially when content may influence their purchasing decisions or perceptions of a brand. 

Failure to disclose the use of AI can lead to a loss of trust, particularly if consumers feel misled or deceived. 

In response to these concerns, various regulatory frameworks have begun to emerge to ensure ethical 

practices in AI usage. For instance, the Federal Trade Commission (FTC) in the United States has issued 

guidelines that mandate clear disclosure when AI is used in advertising and content creation. These 

guidelines emphasize the need for brands to be transparent about AI’s involvement to prevent consumer 

confusion and promote fair advertising practices (Yao et al., 2024). Similarly, the EU AI Act and the UK 

Digital Charter are pushing for regulations that require AI systems to be transparent in their operations, 
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especially when they are used for public-facing purposes. These regulations aim to ensure that consumers 

are fully aware when they are interacting with AI, which will help mitigate potential ethical dilemmas 

regarding consumer trust and data misuse. 

B. Bias and Representation in AI Content 

AI, like all technologies, is not free from bias. One of the primary challenges in algorithmic content 

generation is the risk of bias and cultural misrepresentation. AI models, including those used for content 

generation, are trained on vast datasets derived from human-generated content. These datasets can reflect 

existing stereotypes, biases, and societal inequalities, which, if unchecked, can be perpetuated by AI 

systems in their outputs. For example, AI-generated images, text, or videos may disproportionately 

represent certain demographics while marginalizing others, contributing to harmful misrepresentations or 

the reinforcement of stereotypes. 

To address these concerns, there is a growing need for ethical prompt engineering and inclusive datasets. 

Ethical prompt engineering involves crafting instructions that encourage AI systems to generate content 

that is fair, diverse, and culturally sensitive. By incorporating diverse perspectives into training data and 

ensuring that AI tools are designed to avoid bias, organizations can reduce the risk of perpetuating negative 

stereotypes. This approach is crucial not only for ethical reasons but also for businesses aiming to foster 

inclusivity and resonate with a broader, more diverse audience. Research has shown that inclusive content 

creation drives higher engagement and brand loyalty, making it a competitive advantage as well as an 

ethical responsibility (Moustakas et al., 2020). 

C. Consumer Manipulation and Data Ethics 

As AI increasingly drives personalized marketing, the issue of consumer manipulation and data ethics 

becomes more pressing. Psychographic targeting, where brands use deep insights into consumers' 

personalities, preferences, and emotional triggers, has raised concerns about crossing ethical lines. AI’s 

ability to analyze vast amounts of personal data and predict consumer behavior with high precision has 

led to practices where companies can tailor content to manipulate emotions, influence decisions, and even 

exploit vulnerabilities (Yao et al., 2024). This level of targeting, while effective, risks overstepping 

boundaries, especially when it involves high-stakes decisions such as healthcare, politics, or financial 

services. 

Additionally, consent and surveillance capitalism are major ethical issues surrounding the use of consumer 

data in AI-driven marketing. Many consumers unknowingly consent to having their data used for targeted 

advertising and personalized content creation. As AI systems become more advanced in their ability to 

track and predict consumer behavior, the line between ethical data usage and exploitation becomes 

increasingly blurred. Brands must navigate the complexities of data ethics, ensuring that they not only 

comply with regulations such as the General Data Protection Regulation (GDPR) in the EU but also respect 

the privacy and autonomy of their consumers. 

Finally, the emotional exploitation of consumers through AI-driven content raises concerns about 

psychological manipulation. Brands are now able to generate content that taps into emotional triggers, 

influencing consumer decisions in ways that may not be entirely transparent or fair. For instance, using 

AI to create ads that exploit fear, anxiety, or insecurity can be seen as unethical, especially if these tactics 

are used to drive sales or reinforce negative self-images. As AI tools become more adept at understanding 

and influencing emotions, companies must consider the broader implications of their marketing strategies 

and ensure they are operating within ethical boundaries. 
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In conclusion, the ethical, legal, and social considerations surrounding generative AI are complex and 

multifaceted. Transparency, bias, and data ethics all play pivotal roles in shaping the responsible use of 

AI in marketing and content creation. As AI continues to evolve, companies will need to balance 

innovation with accountability, ensuring that they create content and marketing strategies that respect 

consumer rights, foster inclusivity, and operate ethically in a rapidly changing digital landscape. 

 

Chapter 9: Strategic Framework for Adoption 

As generative AI continues to redefine the marketing landscape, organizations must adopt a structured and 

strategic approach to integrate these technologies into their creative workflows. The following roadmap 

outlines key steps for successfully adopting creative AI tools, ensuring that AI adoption enhances 

efficiency, maintains ethical standards, and drives measurable results. 

1. Audit Current Content Operations;   The first step in integrating creative AI is to assess the current 

state of content creation within the organization. This involves conducting a comprehensive audit of 

existing workflows, identifying pain points, and determining areas where AI tools can add value. 

Understanding the content operations; from content ideation and design to distribution; is crucial for 

determining how AI can enhance specific processes. By analyzing how content is currently produced 

and where manual effort is most time-consuming, businesses can pinpoint which AI tools; such as 

content generation for copy, images, and videos; will provide the most significant benefit (Verma et 

al., 2021). This audit should also consider the technical infrastructure, existing skills, and resource 

allocations to ensure AI tools align with organizational capabilities. 

2. Pilot Tools (Copy/Image/Video Generation);   Once the audit is complete, organizations should pilot 

AI tools to test their effectiveness in real-world marketing applications. Start with a few AI-driven 

tools; such as Jasper for copywriting, Adobe Firefly for design, and MidJourney for video and image 

generation; to explore their potential across different content types. The pilot phase should focus on 

producing small-scale campaigns or test runs of ads, product descriptions, or social media posts. This 

allows teams to gauge the performance of AI tools in generating relevant and creative content while 

measuring factors like speed, cost, and quality against traditional content creation methods (Yao et al., 

2024). It’s essential to gather feedback from marketing teams and evaluate the tools’ ability to align 

with brand voice, audience engagement, and business goals. 

3. Train Cross-Functional Teams;  Successful integration of AI into creative workflows requires 

training cross-functional teams to effectively leverage these new tools. This includes not only content 

creators but also marketing strategists, data analysts, and project managers who will work alongside 

AI systems. Providing comprehensive training on the capabilities, limitations, and best practices for 

using AI tools ensures that teams understand how to maximize the value of AI in their respective roles. 

Training should also focus on the collaborative aspect of human-AI workflows, where creative 

professionals continue to add the human touch to AI-generated content, ensuring authenticity, 

emotional nuance, and alignment with broader brand objectives (Geyser, 2023). 

4. Establish Ethical Guidelines;   As organizations integrate AI into creative processes, it is critical to 

establish ethical guidelines to govern AI usage. These guidelines should address key issues such as 

transparency, bias mitigation, and content authenticity. Organizations should commit to disclosing 

when content is AI-generated and ensure that AI models are trained on diverse and inclusive datasets 

to avoid cultural misrepresentation or discrimination. Ethical frameworks should also outline the limits 

of AI usage, particularly regarding emotional manipulation, psychographic targeting, and consumer 
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privacy. Establishing clear ethical guidelines will not only protect the brand’s reputation but also 

promote responsible AI usage that fosters trust with consumers (Moustakas et al., 2020). 

5. Measure Performance Against KPIs;  The final step in integrating AI into marketing workflows is 

measuring the performance of AI-generated content against key performance indicators (KPIs). This 

involves evaluating AI’s impact on critical metrics such as engagement rates, conversion rates, and 

return on investment (ROI). Marketers should track the success of AI-generated campaigns and 

compare them to traditional campaigns to assess improvements in efficiency, quality, and audience 

engagement. A/B testing can play a significant role in measuring how well AI-generated content 

performs in real-time, providing insights that guide future content strategies. Regular performance 

reviews will help marketers refine their use of AI tools, ensuring they continue to add value and support 

the broader business goals (Kanbach et al., 2023). 
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