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Abstract

Keywords: Generative artificial intelligence marketing, artificial intelligence use in marketing, generative artificial in-

telligence in general.

In the following research paper, the author examines to what extent the emerging technology of generative
artificial intelligence has had an impact on the standard marketer’s everyday work tasks being performed in
digital marketing agencies. The study highlights the practical use, benefits, and limitations experienced by
marketers when utilizing generative Al systems such as Chat GPT, Mid Journey, and DALL-E to assist them
in marketing research, content production, and client interactions. In the paper, four research questions are
answered, covering what characterizes generative Al (RQ1), how marketers currently utilize generative Al
(RQ2), how marketing agencies have implemented generative Al (RQ3), and lastly to what extent that gener-

ative Al has changed work practices for marketers.

Findings in RQ1 acquired through a conducted literature review by the author, show that generative Al is a
form of Al with the added ability to be able to generate novel content such as various forms of text and im-
agery. Commonly used generative Al systems, are shown to be Chat GPT for text production and knowledge
sharing, and Mid Journey, and DALL-E for the generating of imagery. The enlisted generative Al systems
have been specifically trained to generate content in direct correspondence with the user-specific descrip-

tions, also known as ‘instructions’ or ‘prompts’ being typed in the systems chat function.

Examinations of RQ2 take basis in a set of inquiries, and a set of semi-structured interviews investigating the
implementation of generative Al systems by three marketers. Based on literature and thematic analysis find-
ings, it is concluded that the participants had adopted features of generative Al systems when having to per-
form various forms of marketing research, produce novel text across different marketing channels, and when
interacting with clients. Through thematical analysis, it is concluded that Chat GPT allowed the participants
to gain business insights in relation to clients, consumers, and competitors. The participants would similarly
utilize Chat GPT to produce parts of texts when creating content across different marketing channels. In gen-
eral, the participants would use Chat GPT to write, produce structures, and re-formulate aspects of texts
when writing articles, blog-posts, social media posts, newsletters for both their own agency and for the cli-

ents of their agency.
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Investigations from RQ3 show that generative Al systems were viewed as business-critical by most of the
participants, emphasizing the need for marketing agencies to educate their employees on the new technology.
Based on thematical analysis results, it is concluded marketing agencies would utilize workshops, lectures,
and team-working tools to ensure the incorporation of generative Al systems within their agency. Findings
show that while the technology was expected by participants to be business-critical, it was not expected at all

to be at an extent that would threaten the replacement of human marketeering employees.

Findings from RQ4 take a basis in inquiry observations and thematical analysis, concluding significant bene-
fits of generative artificial intelligence usage by marketers. The study concludes that proper utilization of
generative artificial intelligence systems allowed participants to easier initiate more complex work processes,
save time in their work tasks, gain increased marketing insights, and save cognitive energy during research
and writing processes. However, it is also concluded in the study that the generative artificial intelligence
systems still had many limitations in the average marketeering work, re-enforcing the continuous necessity
for having human marketers at an agency. Findings from thematical analysis show, that no marketing tasks
were completely automated by generative artificial intelligence, and that the quality of generated imagery did
not match the participant's expectancies. Similarly, the need for fact-checking and double-checking the artifi-

cially generated content was described as of high importance by the participants.

Lastly, a discussion of the project’s validity, reliability, and contribution to the general research field is pro-
vided. Here, the author describes the implications of having a short project time frame, a small participant
sampling size, abroad project scope, and exclusively utilizing qualitative-based research methods. Through
reflection on results, it is the author's strong belief that this study will inspire other researchers to investigate
further into the area of generative artificial intelligence in marketing. While the results of the participants'
experiences are not externally transferable, the author believes that the benefits of time-saving, enhancing
efficacy, and saving cognitive brain-power in general marketing practices are for every marketeer perform-

ing similar tasks.
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1.0 Introduction

Over the last decade, the use of artificial intelligence (AI) by companies in business contexts has
become increasingly popular to employ for innovation, processing of large amounts of data, content
production, and in areas where a competitive edge can be gained (Jain & Aggarwall, 2020). Artifi-
cial intelligence has especially become increasingly popular in the marketing industry, where com-
panies utilize the technology to personalize, predict and process consumer data and design algo-
rithms that tailor content to the user (Jain & Aggarwall). One area of Al that has recently provided
marketing agencies, and marketeers with significant opportunities to save resources, has been the
emerging area of generative Al. Generative Al is a form of Al that allows the user to generate novel
content such as various genres of text and imagery at an extremely fast pace compared to the time it
would take to do manually (Cao et al., 2023). This generative Al could in theory be used by market-
ing agencies to create content at an instant rate for their clients, allowing the agency to save large
amounts time and resources, while possibly enhancing the quality of their work (examinated in

chapter 4.0; thematic analysis).

But what characterizes the technology of generative AI? How is it currently used in practice by
marketers and what impact does it have on marketing agencies as a whole? To what extent can gen-
erative Al help the marketeer in their everyday work practices — and to what extent is the technol-
ogy limited? The following project investigates the areas of generative Al in marketing and exam-
ines the potential practical opportunities, obstacles, benefits, and limitations of the technology when

utilized by marketers for standard marketing tasks in 2023.
1.1 Problem formulation:

What is Generative Artificial Intelligence Marketing (AIM) and to which extent can it be utilized by

marketers to assist them in the completion of general marketing tasks?
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1.2 Research questions:

RQ1: What characterizes Generative Artificial Intelligence, and how does it work?

RQ2: How do marketers utilize Generative Artificial Intelligence in their main marketing practices?

RQ3: To what extent has Generative Artificial Intelligence been incorporated by marketing organi-

zations?

RQ4: To which extent can Generative Artificial Intelligence be used to assist the marketeer in their

everyday work tasks?

1.3 Correlation between research questions

The main purpose of the following project is to uncover knowledge in the specific areas of genera-
tive Al and its implications for marketers and marketing agencies. While recognizing the enormous
potential and technological complexity of general Al models in general, the following will project
will mostly describe features of generative Al from a practical point-of-view. I as a researcher be-
lieve it is important to provide the reader with a basic understanding of Al and generative Al, but I
also believe that there are far more qualified research papers that have already covered the techni-
cally complex areas of Al better than what I can with my credentials. Furthermore, while recogniz-
ing that generative Al can be used to generate content in many different situations, contexts, and
across different industries, this paper exclusively focuses on the usage for practical marketing tasks.
A further discussion of to what extent the project findings are transferrable will be further described
in in chapter 6.0 of the project. I as a researcher am highly aware the marketing industry is highly
complex, and that the area of generative Al is widely complex as well. However, my belief as a re-
searcher is that the established project scope in this section and with the RQs (see section 1.2) has

been narrowed to a sufficient extent for this paper to provide knowledge within these areas.
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1.4 Research scope and limitations

The main purpose of the following project is to uncover knowledge in the specific areas of genera-
tive Al and its implications on the marketer and marketing agencies. While recognizing the enor-
mous potential and technological complexity of general Al models in general, the following will
project will mostly describe features of generative Al from a practical point-of-view. I as a re-
searcher believe it is important to provide the reader with a basic understanding of Al and genera-
tive Al but I also believe that there are far more qualified research papers that have already covered
the technically complex areas of Al better than what I can with my credentials. Furthermore, while
recognizing that generative Al can be used to generate content in many different situations, con-
texts, and across different industries, this paper exclusively focuses on the usage for practical mar-
keting tasks. A further discussion of to what extent the project findings are transferrable can be
found in section 6.1; reflections on validity. While the broad industry of marketing and the com-
plexity of the term generative Al still forms a broad research scope, it is my professional belief that
the established RQs (see section 1.2) has been narrowed to a sufficient extent for this paper to pro-

vide meaningful knowledge.

1.5 Abbreviations

In the following project, I will be using complex abbreviations, that will have a slightly subjective
meaning in the respective context that they are being used. Therefore, the following abbreviations
are provided for a better understanding when reading the following research paper. The terms listed

for abbreviations below should not be viewed as universally defined terms in general research.

e Al - Artificial intelligence

e AIM — Artificial intelligence marketing

e General marketing tasks — Any task that can be categorized as a typical everyday task being performed at a
marketing agency.

e Generative AI — Generative artificial intelligence

e Generative Al systems — Generative Al software such as Chat GPT and Mid Journey.

e  Prompts — Instructions by the user to the system when generating content.
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2.0 Literature review

According to Bryman a research project should be initiated with a literature review that ensures that
the research team is aware of the existing findings in the area of the proposed research questions
(Bryman, 2012, p. 98). A literature review is defined by Cronin et al. as: “[...] an objective, thor-
ough summary and critical analysis of the relevant available research and non-research literature on
the topic being studied” (Cronin et al., 2008, p. 38). When conducting a literature review the re-
search team should gather information from multiple sources and produce an unbiased summary of
the body of literature findings (Cronin et al., 2008, p. 38). The literature review is also where the
research team establishes credibility by presenting the work of others in the field. Through this pro-
cess, the research team also becomes aware of the significance of their own research scope and how

it contributes to the broader research (Bryman, 2012, p. 98).

While there exist multiple approaches for conducting a literature review Cronin et al. argue that a
literature review generally follows the five steps of 1) Selecting a review topic, 2) searching for lit-
erature, 3) Gathering, reading, and analyzing the literature, 4) writing the review and 5) referencing
(Cronin et al., 2008, p. 39). In the following project, I will adapt the proposed five steps approach
by Cronin et al. along with the PQRS-method which will be elaborated throughout.

2.1 Literature search

When approaching step one of Cronin et al. five recommended steps for undertaking a literature re-

view I first considered relevant topics and concepts in relation to the project scope (see section 1.4).
This process led me to select a total of two concepts to uncover 1) artificial intelligence (Al) in gen-
eral, 2) the utilization of Al and generative Al in marketing. The purpose of searching for literature

within the two concepts is to uncover general knowledge about Al and generative Al, and then

specifying the use of Al and generative Al in the context of marketing. Having decided on the two

10
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concepts mentioned above reflecting the project scope (see section 1.4) I then proceeded to the sec-

ond step of Cronin et al. recommendations: Searching for literature.

When searching for literature Cronin et al. suggest that the research team should form a search strat-
egy that includes producing a list of keywords and then using a combination of these to search for
literature within multiple electronic databases (Cronin et al., 2008, p. 40). When establishing a list
of keywords concerning the two chosen review topics, Cronin et al. state that: “It is a good idea to
consider alternative keywords with similar meanings that might elicit further information” (Cronin
et al., 2008, p. 40). In alignment with Cronin et al. guidelines for establishing keywords to search

for literature, I came up with the following list of keywords.

Artificial intelligence (AI) in | Utilizing AI in marketing:
general:

Artificial intelligence in Artificial intelligence
general marketing

Artificial intelligence Artificial intelligence in the
definition marketing industry
Generative artificial Artificial intelligence in
intelligence marketing agencies
Generative artificial Generative artificial
intelligence systems intelligence marketing
Generative artificial Generative artificial
intelligence usage intelligence in marketing

Figure 1: An overview of the primary keywords used to perform a literature search in the project on the three selected

review areas.

The keyword list above was used in multiple search engines such as Google Scholar, Aalborg Uni-
versity Library (AUB), and Academic Search Premier. However, it is important to note that part of

the literature review concerning included aspects of previously acquired literature through work and

11
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my research knowledge acquired at Aalborg University. Cronin et al. state that: “Existing literature
reviews and systematic reviews can also be important sources of data” (Cronin et al., 2008, p. 40).
Having conducted an extensive literature search I then proceeded to step three of Cronin et al. steps

to undertaking a literature review: Gathering, reading, and analyzing the literature.

2.2 Literature selection

Once an extensive literature search has been completed the research team can initiate a strategy for
selecting and sorting the literature sources (Cronin et al., 2008, p. 40). A common approach is the
PQRS-system where literature is previewed, questioned, read, and summarized. The system keeps
the researcher “[...] focused and consistent but ultimately facilitates easy identification and retrieval
of material particularly if a large number of publications are being reviewed” (Cronin et al., 2008, p.
41). I as a researcher find the PQRS-system especially useful for literature selection in the following
project as I have conducted a large body of existing literature that should be questioned based on its
relevance to the project scope (see section 1.4). Having completed the preview-phase where I read
the abstract of each paper in the literature search phase (see section 2.1) I then proceeded directly to
the question-stage. “In the question stage, questions are asked of each publication.” (Cronin et al.,
2008, p. 41). Questions may come in the form of comments, notes, or reflections regarding the rele-
vance of the paper for the project scope along with standardized quality criteria for each article

(Cronin et al., 2008, p. 41-42).

When questioning a large amount of acquired literature I set up the following three quality criteria:
1) The literature should ideally be peer-reviewed and/or published in a recognized research portal to
ensure an increased research validity, 2) the literature should ideally be as recent as possible due to
the rapid development of generative Al and 3) the findings of the paper should relate to one or pref-
erably all of the areas of project research scope (see section 1.4). Through an iterative process of
questioning the relevance of the body of literature, I proceeded to the last two phases of the PQRS-
system: the reading-stage that ultimately led me to the writing of the following review in the sum-
marization-stage. Cronin et al. also refer to the summarization stage as step four in their recommen-

dations for undertaking a literature review: Writing the review (Cronin et al., 2008, p. 41-42).

12
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2.3 Reviewing the Literature

The following sections include the summarization of the acquired literature within the two areas of
1) artificial intelligence in general, and 2) artificial intelligence and generative Al marketing. While
I strongly believe the following content will provide the reader with fundamental knowledge on
these research topics, it is important to note that exist a lot more literature on generative than what
is being covered here. Furthermore, new research on Al and Al marketing is constantly produced so
certain limitations described in literature as of 2023 might not apply in a few years when reading

this paper.

2.4 Artificial intelligence (AI) in general

The following section of the literature review provides the reader with central knowledge about
what characterizes Al in general, the characteristics of generative Al, which types of generative Al
tools exist, and how they work. Following the project scope (see section 1.4) the intent of the fol-
lowing literature section is not to provide the reader with an extensive theoretical explanation of
how AI modeling works through complex machine learning structures and programming. Instead,
this section intends to provide the reader with a fundamental understanding of Al, generative Al,

and the practical applications of use that generative Al software have made possible for humans.

2.4.1 Al — A brief history and definition

The field of Al can be traced back to when the researcher Alan Turing in the paper Computing Ma-
chinery and Intelligence (1950) first questioned what conditions that should be in place for a ma-
chine to be considered intelligent (Mccarthy, 2007, p. 4). A few years later the word ‘Al’ was then
used for the first time by Stanford University professor John Mccarthy in 1956 when he described
Al as: “The science and engineering of making intelligent machines" (Stanford University, 2023).

The term artificial intelligence was then elaborated over the decades by many different researchers,

13
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but still without a decisive universal agreement on the limitations of the term (Lucci & Kopec,

2016; Wang, 2008, p. 362; Mccarthy, 2007).

As of 2023 artificial Intelligence is defined in the Oxford English Dictionary as: “The theory and
development of computer systems able to perform tasks normally requiring human intelligence,
such as visual perception, speech recognition, decision-making, and translation between languages”
(Oxford, 2023). While there exist many other formal definitions of Al, the Oxford definition of Al
is the one I will be referring to throughout the following project. This is due to the definition being
the most present, and in my professional opinion, a very complete definition that suitably covers all

the most vital aspects of Al described in this project.

2.4.2 Recognizing features of Artificial Intelligence

Lucci and Kopec in their book Artificial Intelligence in the 2 1st century. A living introduc-

tion (2016) claim that there is no singular universally agreed view of exactly what Al is (Lucci &
Kopec, 2016, p. 4). The authors state that Al can mean different things to different people, based on
their ability to recognize the concept of ‘intelligence’ in machines (Lucci & Kopec, 2016). Some
people choose to recognize Al as any form of intelligence shown by nonliving systems, while others
choose to only recognize the Al systems that can mimic part of human intelligence (Lucci & Kopec,
2016). The authors suggest that the concept of AI comprises a mixture of people, ideas, methods,
machines, and outcomes. It is the people with ideas that apply methods to represent those ideas
through the utilization of algorithms, heuristics, procedures, and system programming which in the
end can lead to the creation of an artificially intelligent machine system outcome (Lucci & Kopec,

2016, p. 4).

In another research paper, What do you mean by “AIl”? (2008) the author outlined five typical
views of describing Al based on: Structure, behavior, capability, function, and principle (Wang,
2008, p. 2). By structure it is suggested that machine intelligence is dependent on a machine's abil-
ity to be modelly structured similarly to the human brain (Wang, 2008, p. 2-3). Behavior refers to

the idea of recognizing a machine's intelligence based on its ability to replicate human behavior and
14
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the human mind (Wang, 2008, p. 3). Al can also be viewed based on its capability to solve hard
problems, similar to the way that human intelligence is being evaluated (Wang, 2008, p. 4). Another
view by Al researchers is to recognize Al by its function, meaning as an agent with the intelligent
ability of mapping inputs and provide output solutions for a given purpose (Wang, 2008, p. 5).
Lastly, there is the principle way of viewing Al, where the intelligence of a machine is viewed both
in terms of its ability to fulfill a function and its ability to replicate the human mind and to process

the best solutions with the available knowledge (Wang, 2008, p. 5-6).

The author states that: “The above five definitions of Al are all legitimate research goals, which are
different from each other” (Wang, 2008, p. 2008). In the following project, I will primarily examine
the function capability of Al, and to what extent the technology can provide useful output solutions
for marketers when doing their marketing tasks. This view is especially important for the evaluation

of the effectiveness of Al concerning marketing which is further discussed in chapter 5.0.

2.4.3 Defining Generative Al

The term generative Al can be defined as an “[...] Al system that uses existing media to create new,
plausible media” (Morris et al., 2023). According to statements from various research papers, it is
suggested that the new emerging technology of generative Al is among one of the most significant
advances in machine learning in recent years (Morris et al., 2023; Muller et al., 2022; Mariani et al.,
2021; Cao et al., 2023). In the paper Generative AI and HCI (2022) the authors describe that: “Un-
like Al systems that produce decisions or descriptions, generative Al systems can produce new and
creative content that can include images, texts, music, video, and other forms of design” (Muller et
al., 2022, p. 1). Similarly, it is described in the research paper The Design Space of Generative Al
Models (2023) that generative Al has the ability to produce novel text, imagery, and other forms of
media that are indistinguishable in quality from human-created content (Morris et al., 2023, p. 1). In
another paper by Cao et al.fff the authors concluded that artificially intelligent generated content
has emerged to a level where it can enhance the efficiency and accessibility of the general content

production process (Cao et al., 2023). While there exist many different forms of generative Al

15
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software, the authors state that generative Al software such as Chat GPT, Dall-E-2, and Codex has

become widely popular in society as widely accessable generative Al tools (Cao et al., 2023, p. 1).

2.4.3.1 Chat GPT

According to Cao et al. (2023) ChatGPT can be defined as: “[...] a language model developed by
OpenAl for building conversational Al systems which can efficiently understand and respond to hu-
man language inputs in a meaningful way (Cao et al., 2023, p. 2). The owning company OpenAl,
states on its website that the software of ChatGPT was optimized for dialogue as a multi-purpose
language model to produce text (OpenAl, 2023). It is stated that the models forming ChatGPT were
specifically trained “[...] on vast amounts of data from the internet written by humans, including
conversations, so the responses it provides may sound human-like” (OpenAl, 2023; ChatGPT).
When entering the free function of ChatGPT the viewer will be met with a standard chat function,
and with the following examples of use, capabilities, and limitations of the Chat GPT software

(OpenAl, 2023; ChatGPT).

-0~ 4 VAN
Examples Capabilities Limitations

"Explain quantum computing in Remembers what user said May occasionally generate

simple terms" - earlier in the conversation incorrect information
"Got any creative ideas for a 10 Allows user to provide follow-up May occasionally produce

year old’s birthday?" - corrections harmful instructions or biased
content
"How do | make an HTTP request Trained to decline inappropriate
in Javascript?" - requests Limited knowledge of world and

events after 2021

Send a message

Free Research Preview. ChatGPT may produce inaccurate information about people, places, or facts. ChatGPT May, 12 Version

Figure 2: Showing an overview of the user interface in Chat GPT and the ‘examples’, ‘capabilities’, and ‘limitations’

that the company OpenAl describes the software by.
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In the paper Chatting about ChatGPT: How may Al and GPT impact academia and librar-

ies (2023), the authors describe that ChatGPT is a sophisticated chatbot that can answer anything
from simple questions to completing more complex tasks for the user (Lund & Wang, 2023, p. 3).
Similar statements were made in other research papers where the authors found that ChatGPT could
be used in a variety of contexts such as assisting in answering public health questions (Biswas,
2023), to solving programming bugs (Surameery & Shakor, 2023) to being applied by marketers
(see section 4.2). The features of Chat GPT will be subject for analysis in various way throughout

the mathematical analysis of the project in section 4.2.1 and 4.2.2.

2.4.3.2 DALL-E 2

According to Cao et al. (2023) DALL-E-2 is: “[...] another state-of-the-art GAI model also devel-
oped by OpenAl, which is capable of creating unique and high-quality images from textual descrip-
tion in a few minutes” (Cao et al., 2023, p. 2). On OpenAl’s website, they refer to DALL-E-2 as an
Al system that creates realistic images, illustrations, and art based on user-inserted instructions
(OpenAl, 2023; DALL-E-2). When entering the DALL-E-2 webpage the user will be met with a
chat bar, and a section of artificial intelligently generated images (OpenAl, 2023; DALL-E-2).
Through the user's descriptive text inputs the DALL-E-2 system can generate original synthetic im-

agery or edit existing imagery uploaded by the user (Marcus, Davis & Garrison, 2022, p. 1).
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twith a detalled description  Surprise me

Generate
r, upload an image to edit

Mo

Buy credits

Learn more about credits

Figure 3: Showing an overview of the user interface in DALL-E and the chat-function, and examples of artificially

generated images. The following overview is of the un-paid version of the software, as no credits were bought.

In the paper A very preliminary analysis of DALL-E-2 the researchers performed 14 highly complex
requests to the DALL-E-2 system to examine the extent of its capabilities (Marcus, Davis & Garri-
son). Based on the evaluation of the system outputs the authors described the DALL-E-2 software
as particularly useful for generating candidate imagery that a graphical artist could choose from.
However, the authors also concluded that a much higher standard must be applied before applying
artificial intelligently generated imagery in safety-critical applications. The software would some-
times lack in quality when illustrating humans and human faces (Marcus, Davis & Garrison, 2022).
A similar view on DALL-E-2 is described in the research paper The Ethical Implications of DALL-
E: Opportunities and Challenges (2023). In the paper, the author described the software as having

exciting opportunities for creativity and innovation but also pointed out the ethical implications
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such as bias, discrimination, and other unintended consequences related to generative Al imagery

software (Zhou & Nabus, 2023, p. 17).

2.4.3.3 Codex

Codex is being described by the owning company of OpenAl, as an Al system that translates natu-
ral language into code (OpenAl, 2023; Codex). The generative Al software allows the user to gen-
erate complex codes from scratch into multiple coding languages based on the user's natural lan-
guage text inputs (Cao et al., 2023). When entering the Codex Al the viewer will be presented with
an introductory page explaining instructions and possibilities of the software (OpenAl, 2023; Co-
dex).

Introduction

The Codex model series is a descendant of our GPT-3 series that's been trained on both natural
language and billions of lines of code. It's most capable in Python and proficient in over a dozen
languages including JavaScript, Go, Perl, PHP, Ruby, Swift, TypeScript, SQL, and even Shell. During this
initial limited beta period, Codex usage is free. Learn more.

You can use Codex for a variety of tasks including

* Turn comments into code

« Complete your next line or function in context

* Bring knowledge to you, such as finding a useful library or API call for an application
* Add comments

* Rewrite code for efficiency

To see Codex in action, check out our demo videos.

Quickstart
To start using Codex yourself, try opening these examples in the Playground.
Saying "Hello" (Python)

Ask the user for their name and say "Hello

Open in Playground 7

Create random names (Python)

Create ¢

Combine t

a list of 108 full names

Open in Playground 7

Figure 4: Showing an overview of the user interface in Codex and the examples of usage provided by OpenAl. If the

user clicks ‘Open in Playground’ they user will have the options to write instructions that can be turned into codes.
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According to the introductory page provided by OpenAl, Codex can be used for turning comments
into codes, completing coding lines and functions, rewriting code, and providing general coding
knowledge. In the paper Automated Repair of Programs from Large Language Models (2023) the
authors conclude that Codex has the capability to produce codes for simple tasks, but that the suc-
cess rate generally decreases as the complexity of the coding tasks goes up. An issue that the au-
thors suggest may be diminished in the future, as automated Al coding software gets more training

(Fan et al., 2023).

2.5 Utilizing artificial intelligence in marketing

The following section of the literature review provides the reader with central knowledge about the
utilization of artificial intelligence in the field of marketing. This section introduces the term Artifi-
cial Intelligence Marketing (AIM), how Al can be used in marketing practices, along with a general
coverage of the benefits, possibilities, and limitations of utilizing Al in the marketing industry as of
2023. The goal of the following section is not to provide the reader with unique knowledge about
general marketing as there are far more credential research papers that have done this before (see
section 1.4 project scope). Instead, the intent of the following section is to provide the reader with
specific knowledge about how the emergence of Al and generative Al has affected the marketing
industry, and how generative Al might continue to enforce significant changes in the field of mar-

keting in the future.

2.5.1 Artificial Intelligence Marketing (AIM) — Definition and importance

Over the last couple of years, Al has become a significant and highly popular trend in the marketing
industry (Vlacic et al., 2021, p. 1; Jarek & Mazurek, 2019, p. 46; Huang & Rust, 2022, p. 209). The
term Artificial Intelligence Marketing (AIM) can be defined as: “[...] the development of artificial
agents that, given the information they have about consumers, competitors, and the focal company,
suggest and/or take marketing actions to achieve the best marketing outcome (Vlacic et al., 2021,
p.2; Overgoor et al., 2019, p. 2). AIM is generally considered an approach for utilizing technology

in the form of Al to assist in general marketing tasks involving communication, creation, and
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delivery of offerings to clients, partners, customers, and consumers (Jain & Aggarwall, 2020). The
definition of AIM proposed by Vlacic et al. (2021) generally leans towards the area capability and
function view of determining Al (see section 2.4.2). When adopting this perception of generative
Al, the efficiency and intelligence of Al are primarily judged based on its ability to produce intelli-
gent outcomes (see section. This view is also a central aspect of the criteria determining the effec-

tiveness of Al marketers that will be evaluated in the project findings (see chapter 5.0).

In the paper The Evolving Role of Artificial Intelligence In Marketing A Review and Research
Agenda (2021) the authors systematically reviewed 164 articles related to the adoption, use, and ac-
ceptance of Al in the marketing industry. Based on the body of literature the authors stated: “An in-
creasing amount of research on Intelligent Systems/Artificial Intelligence (Al) in marketing has
shown that Al is capable of mimicking humans and performing activities in an ‘intelligent’ manner
(Vlacic et al., 2021, p. 1). The authors state that Al has become particularly important in strategic
marketing, where enormous tech companies such as Google, Spotify, and Under Armor have
adopted Al-based platforms to enhance their performance, aspects of their customer interaction, and
general market forecasting. Examples of globally successful Al-based systems are Google Assis-
tant, Microsoft Cognitive Services, and Amazon Lex (Vlacic et al., 2021, p. 2; Tractica, 2020). It is
estimated that the use of Al in business will grow from a 10 billion dollar industry to a 126 billion
dollar industry by 2025 (Vlscic et al., 2021, p. 3). Furthermore, it is estimated in the literature that
up to 60% of American companies are expected to have implemented Al into their sales and mar-

keting strategy by 2022 (Vlacic et al., 2021, p. 3).

2.5.2 AD’s contributions to the marketer — A framework

In the paper Marketing Intelligence and Artificial Intelligence (2019) the authors conclude that Al
has contributed to commercial solutions for companies in five areas: Image recognition, text recog-
nition, decision-making, voice recognition, and autonomous robots and vehicles (Jarek & Mazurek,
2019). The first three areas concerning the handling of image, text, and decision-making are applied
extensively in the marketing industry while the ladder two of voice recognition and autonomous ro-

bots are mostly applied by larger tech companies (Jarek & Mazurek, 2019, p. 3).
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In another paper Transforming Marketing with Artificial Intelligence (2020) the authors reviewed
the whole concept of Al utilization in the marketing industry. The authors concluded that AIM had
transformed traditional and automated marketing techniques, and instead enabled that “[...] person-
alization, speech and image recognitions, chatbots, churn predictions, dynamic pricing and cus-
tomer insights came into the vision” (Jain & Aggarwall, 2020, p. 3975). The authors furthermore,

proposed a concrete framework that stated the benefits of implementing Al for both marketers and

customers (Jain & Aggarwall, 2020, p. 3965).
“ Availability of Customized

Customers

Figure 5: Jain & Aggarwall’s illustration of benefits for marketers and customers when utilizing AI marketing prac-

Healthy Customer
Relationship

Tracking Customer's
Purchase Pattern

Marketers

Creation of Personalized
Advertisment

tices. The illustration was provided in the open-access research paper by Jain & Aggarwall (2020) and I do in no way

intend to be responsible for creating it.

The diagram above is a framework proposed by the authors, outlining general benefits for marketers
when implementing features of Al into their work (Jain & Aggarwall, 2020). The figure illustrated
by Jain & Aggarwall enlightens some of the many benefits of AIM that can occur for both market-
ers and the consumers (Jain & Aggarwall, 2020, p. 3965). The benefits presented by the authors di-
rectly inspired aspects of the projects and illustrated the tailored framework of implementing gener-

ative Al into the work practices of marketers (see figure 7).
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2.5.3 AIM benefits — Big data, machine learning and powerful solutions

In the paper Artificial Intelligence and Marketing (2018) the authors conclude that the three main
significantly beneficial concepts of applying Al for marketers are: Big data, machine learning, and

powerful solutions (Dimitrieska et al., 2018, p. 298).

Big data refer to the concept of the large and diverse amount of quantitative data inputs that compa-
nies experience through posts, comments, social networks, digital images and videos, reports, con-
sumer transactions, and other diverse data sources (Dimitrieska et al., 2018, p. 300). The handling
of big data can become an issue for companies when encountering the need to act on the volume,
variety, and velocity of data (Dimitrieska et al., 2018, p. 300). However, through tailored Al sys-
tems the marketer now has an increased ability to aggregate and segment large amounts of data
while minimizing the amount of manual work needed. The data would additionally ensure that the
marketer has a better understanding of how to deliver the right message, to the right people, via the
right marketing platform (Dimitrieska et al., 2018, p. 298). To the best of my knowledge, I as a re-
searcher will argue that similar benefits such as ‘performance and ROI booster’ and ‘minimal man-
ual work’ shown in figure 5 is a direct result of AI’s ability to handle big data for marketers. Sug-

gesting an general agreement of benefits in the literature.

The second concept of machine learning is described by the authors as: “[...] an advanced area of
artificial intelligence that allows programs to absorb large amounts of data and create predictable
algorithms that improve over time” (Dimitrieska et al., 2018, p. 301). The benefits of machine
learning for marketers are that Al systems can help them provide customized content to consumers,
suggest products based on consumer interactions, and overall enhance the possibilities to provide
personalized marketing (Dimitrieska et al., 2018, p. 301). The marketer can utilize machine learning
for assisting in predicting consumption trends, tracking consumer purchases, and predicting future
consumer behavior (Dimitrieska et al., 2018, p. 298). The authors argue that the main feature of ma-
chine learning in marketing practices is its ability to: [...] obtain experience data by applying algo-

rithms that rely on computer vision, artificial intelligence and data mining” (Dimitrieska et al.,
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2018, p. 301). To the best of my knowledge, I as a researcher will argue that similar benefits such as
‘tracking customer’s purchase pattern’ and ‘creation of personalized advertisement’ shown in figure

5 is due to the increased ability of marketers to utilize the machine learning algorithm aspect of Al.

The third concept of powerful solutions refers to increased assistance and ability in the process for
marketers when encountering the need for decision-making. The authors Dimitrieska et al. (2018)
argue that machines today can easily identify concepts and themes across large data sets, interpret
emotions and human interactions, and generate adequate responses to consumers based on these
data inputs (Dimitrieska et al., 2018, p. 298). It is argued that the concept of powerful solutions is
the benefit of tailored Al systems' ability to simplify datasets and minimize unnecessary complex
data structures (Dimitrieska et al., 2018, p. 301Stone et al., 2020). This process results in giving the
marketer a more efficient, accurate, and understandable foundation of data to make decisions from
(Dimitrieska et al., 2018, p. 301-302). To the best of my knowledge, I as a researcher will argue that
similar benefits such as ‘promotion of brand image’ and the maintaining of ‘healthy customer rela-
tionship’ shown in figure 5 can be partly due to the marketers' ability to utilize Al in the decision-
making process. The concept of utilizing Al as a general research tool to gain marketing insights

proved to be a vital topic in the thematic analysis of the project (see chapter 4).
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3.0 Methodology

In the following chapter, the research approach, research design, and the underlying research meth-
ods used to acquire and analyze knowledge about Al in marketing practices are described. Firstly,
the chosen ontological and epistemological views adopted in the project are described in the context
of the project's general philosophy of science. Then the project's research design framework is out-
lined and lastly, a description of the chosen research methods used to collect data is provided. The
following section was formed based on knowledge acquired through the third part of the literature

review, emphasizing how AIM can be approached from a research perspective.

3.1 Research approach: Pragmatism

When approaching the area of Al use during marketing practices from a research perspective I first
considered the three fundamental questions of research: Ontology, epistemology, and methodol-
ogy. According to Guba & Lincoln (1994) ontology concerns the question of what can be perceived
as real and what knowledge can be acquired about the field of inquiry (Guba & Lincoln, 1994, p.
108). Epistemology concerns the question of how fundamental knowledge about the world can be
understood and recognized. Methodology concerns the methodological approach to how fundamen-
tal knowledge best can be acquired (Guba & Lincoln, 1994, p. 108-109). According to Guba & Lin-
coln (1994) the choice of methodology should reflect in the researcher's answers to the ontological

and epistemological beliefs (Guba & Lincoln, 1994, p. 108).

When reassessing the research scope (see section 1.4) and the emphasis on producing knowledge
that can be utilized in the real world by marketing companies I was inspired by views within

the pragmatic paradigm. Within pragmatism, the researcher is concerned with solving practical
problems and producing knowledge that can be applied to enforce change in the world (Goldkuhl,
2012, p. 7; Brinkmann, 2010). During the following investigation of Al use in marketing practices

by marketers, [ intend to acquire knowledge that can lead to concrete suggestions on how Al can —
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and cannot — influence the work practices of marketers. The ontological belief of pragmatism is that
knowledge about humans only can be obtained through interactions and engagement with humans
in practice (Brinkmann, 2016). Epistemological assumptions of pragmatism are that knowledge
much be recognized through practical actions and doing. Therefore, methodological choices within
pragmatism should reflect the desire to acquire knowledge practical knowledge of human interac-

tions in the real world (Brinkmann, 2016).

The ontological and epistemological assumptions within pragmatism inspired the following re-
search design and choice of research methods. Meaning that I adopted and utilized the following
research methods based on the intent, to produce concrete knowledge that would be applicable for

other marketers and marketing agencies to act upon.

3.2 Research design: Utilizing the quasi-experimental research design

A research design can be defined as “[...] a plan for collecting and analyzing evidence that wil
make it possible for the investigator to answer whatever question he or she has posed.” (Priya,
2021, p. 98). According to Bryman a research design provides the researcher with a structured
framework on how to execute research methods and how to analyze the subsequent data (Bryman,
2012, p. 45). When structuring a qualitative research design, one should be aware of how choices
will affect the research team's ability to describe a social phenomenon, determine casual correla-
tions within the data, and to what extent the findings can be generalized towards larger groups of

individuals than those who are taking part in the study (Bryman, 2012, p. 46).

In the following project, I will adopt the core principles of the Quasi-experimental design. The
quasi-experimental research design evaluates an intervention of a variable but does not utilize ran-
domized trials (Bryman, 2012). Due to the limitations in available participants for sampling, I
adopted the quasi-experimental research design, and specifically sampled expert participants
through professional connections in the area of marketing. The studied intervention variable in the

following project is the generative Al technology, and the studied participants are experienced
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marketers that has performed average marketing tasks long before the emergence of generative Al

technology.

Concerning the sampling strategy of the project, one should be aware of the chosen stake-holders,
meaning the people pr organization who is affected by the intervention or outcome (Dix et al., 2004;
Schmeer, 2000). Throughout this project, I will be using aspects of convenience sampling and pur-
posive sampling of marketers who’s work has been directly influenced by generative Al. Conven-
ience sampling refer to the selection of participants based on accessibility, while purposive sam-
pling refer to the selection of participants based on specific criteria’s (Bryman, 2012). In the follow-
ing project I utilized convenient business-connections through work, but I also tried to select partic-
ipants with high expertise in the marketing industry. The limitations and realiability of the chosen

sampling strategy is further discussed in chapter 6.0.

3.3 Research methods: Contextual Inquiry

When seeking to understand the complexity of the marketer’s work practices and how they use Al
to assist everyday marketing tasks I decided to adopt the use of the research method of contextual
inquiry. Contextual inquiry is a qualitative field research method that is useful for conducting data
and insights about the needs, issues, and concerns that the examined audience experience when per-
forming tasks in their natural work environment (Holtzblatt & Beyer, 2014). A contextual inquiry is
typically performed by the research team with the ulterior goal of minimizing the obstacles and en-
hancing the work practices of the target audience (Holtzblatt & Beyer, 2014). In the following pro-
ject, the use of contextual inquiry is applied to get a better understanding of to what extent market-

ers are affected in their everyday marketing tasks by the emergence of generative Al

When performing a contextual inquiry, the research team should be aware of the different types of
research possibilities and how they might affect the data outcome. Researchers Raven & Flanders
(1996) distinguish between two types of contextual inquiry: Work-based interviews, and post-obser-
vation inquiry. The work-based interview is where the research team observes and asks the partici-

pants questions during the performance of their work tasks to gain an immediate understanding of
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their thoughts during their work (Raven & Flanders, 1996). In contrast the post-observation in-
quiry, the research teams observe the participant performing work tasks and wait with asking fol-
low-up questions till afterward to avoid unnatural interruptions throughout (Raven & Flanders,
1996). In the following project, I will employ post-observation inquiry where I watch the marketers
throughout an average workday, and ask follow-up questions through a semi-structured interview at

the end.

3.4 Semi-structured Interviews with marketing experts

In continuation of the contextual inquiry method, a set of semi-structured interviews was conducted
to acquire further information about the marketers and their use of Al during their everyday work
practices. According to Bryman et al. (2021) the interview method is useful for acquiring qualitative
information about an individual or multiple individuals' thoughts, feelings, and experiences regard-
ing the investigated research topic (Bryman, 2012, p. 466). When choosing to utilize the interview
method one should also distinguish between qualitative or quantitative interviewing as well as the
structure of the interviewing. Bryman states that qualitative interviewing generally emphasizes
open-ended questions with a semi-structured or unstructured approach allowing the interviewees
more freedom of expression. On the contrary, the quantitative style of interviewing emphasizes
fixed questions with the purpose of maximizing validity and reliability by asking each participant
the exact same set of questions (Bryman, 2012, p. 466-467). It is also important to consider the par-
ticipant, the settings, and the general research context that the interview takes place in (Kvale &

Brinkmann, 2008; Lazar et al., 2017).

Based on the aim of understanding how marketers interact and utilize generative Al in their every-
day work practices (see project scope 1.4) I decided to adopt the qualitative semi-structured inter-
view approach. Bryman states that the semi-structured interview approach is particularly useful for
conducting information about a specific research topic while still allowing for the exploration of

other topics that the participant might bring up (Bryman, 2012, p. 468).
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In the semi-structured interview, the research team typically constructs an interview guide, with
questions that guide the direction of the interview. While the guide is useful for providing an over-
view of the interview topics to be explored Bryman states that: “Questions may not be asked exactly
in the way outlined on the schedule.” (Bryman, 2012, 468). When conducting a semi-structured in-
terview, the interviewer should instead seek to ask follow-up questions based on the specific inter-
viewee’s answers (Bryman, 2012, 468; Lazar et al., 2008), When choosing the semi-structured in-
terview approach as opposed to the unstructured interview, it was due to the need for specificity in
relation to answering the research questions. Meaning that I as an interviewer wanted to explore
more specific uses of Al than the unstructured interview approach might have steered the interview
direction towards. On the contrary, I chose to utilize a qualitative research approach as the contex-

tual inquiry observations would significantly impact the questions that I would ask the participants.

The following interview guide was constructed following Bryman’s general suggestions for struc-
turing an interview guide in the semi-structured interview approach (Bryman, 2012, p. 468-469).
Questions were asked to the participants post the contextual inquiry. This helped me better under-
stand their thoughts and actions when having gone through specific work tasks with the assistance
of generative Al. The interview guide is listed on the following pages — one specific guide for a

marketing CEO and one for the two other general marketing specialists.

3.4.1 Interview guide for the marketing CEO:

e 1. How has the use of generative artificial intelligence (Al) been integrated into your organi-

zation so far?

e 2. Which generative Al software are you aware of that is being used by either you or your

employees during certain marketing tasks?

e 3. Can you provide specific examples of marketing work tasks where generative Al could

help enhance or assist the process?
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e 4. How do you evaluate the benefits of generative Al for your marketing bureau?

e 5. How do you see Al transforming the future of marketing in your industry or company?
Are there any marketing tasks where generative AI might dominate or replace the need for

human employees?

3.4.2 Interview guide for the marketing CEO

e 1. To what extent have you incorporated or worked with features of generative Al in your

marketing tasks? (i.e. text-writing, content-production, writing e-mails)

e 2. Which generative Al software are you aware of that is being used by either you or your

department? (i.e. Chat GPT, Midjourney)

e 3. Can you provide specific examples of work tasks where you have used generative Al in
the process? (i.e. responding to e-mails, creating marketing texts, generating ideas, creating

or reformulation marketing content

e 4. How do you evaluate the effectiveness and performance of generative Al for assisting in

your general work tasks? (i.e. is it useful, potentially useful or useless)

e 5. How do you see Al transforming your marketing work tasks in the future? And how do

you ensure that you stay updated with the latest advancements of AI?

Having chosen an exclusively qualititative to approach I want to express awareness of methods such
as usability-testing and eye-tracking to supplement interviewing. It can be argued that eye-tracking
and userbility testing have certain benefits for exmining participants that interviewing method alone
do not (Bergstrom & Schall, 2014). These methods and the limitations of why I did not adopt them

in the following project are further discussed in chapter 6.0
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3.5 Approach to analysis: Thematic analysis

Having conducted a vast amount of empirical data about the participants' use of Al during market-
ing practices I decided to adopt Braun & Clarke’s (2006) six-step approach to performing a the-
matic analysis for the coding process and the structure of the analysis. During the six-step approach,
the research team should become familiar with the data, code, generate themes, review the chosen
themes, and finally summarize the themes in the writing of the analysis (Braun & Clarke, 2006, p.

35).

Table 1: Phases of Thematic Analysis

Phase Description of the process

1. Familiarising yourself with your data: Transcribing data (if necessary), reading and re-
reading the data, noting down initial ideas.

2. Generating initial codes: Coding interesting features of the data in a
systematic fashion across the entire data set,

collating data relevant to each code.

3. Searching for themes: Collating codes into potential themes, gathering all

data relevant to each potential theme.

4. Reviewing themes: Checking in the themes work in relation to the coded
extracts (Level 1) and the entire data set (Level 2),

generating a thematic ‘map’ of the analysis.

5. Defining and naming themes: Ongoing analysis to refine the specifics of each
theme, and the overall story the analysis tells;
generating clear definitions and names for each
theme.

6. Producing the report: The final opportunity for analysis. Selection of vivid,
compelling extract examples, final analysis of
selected extracts, relating back of the analysis to the
research question and literature, producing a

scholarly report of the analysis.

Figure 6: Presenting Braun & Clarke’s six-step approach to performing a thematic analysis retrieved from an open-

access research rticle (Braun & Clarke, 2006, p. 35).

3.5.1 Familiarization with empirical data
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In accordance with Braun and Clarke's (2006) recommendations, the research team should initiate
the first phase of the thematic analysis process by familiarizing themselves with the data through
activities such as transcribing, reading, and potentially re-reading the empirical data to identify pre-
liminary coding patterns (Braun & Clarke, 2006, p. 16-17). During this phase, I first transcribed the
data from the interviews and then went through all the three transcripts looking for initial patterns in
relation to project RQ’s (see section 1.2). All the transcripts can be found in appendix 3, 4 and 5,

and will be referred to several times throughout the analysis as: A(x), time stamp.

3.4.2 Generating initial codes

Braun & Clarke states that once the research team has become familiar with the data, the coding
process can be initiated. During this phase, the research team should identify meaningful coding
patterns based on either a theory or a data-driven approach (Braun & Clarke, 2006, p. 18). The cod-
ing process can be performed by taking notes in the transcripts, colorizing with pens, or by using
physical posters (Braun & Clarke, 2006, p. 19). Having gone through the transcripts I started gener-
ating initial codes that I perceived as meaningful for providing knowledge in relation to the investi-
gation of the research questions in section 1.2. All paragraphs selected were initially marked with
the same color and later divided into concrete themes. During this step, I also made the decision to
perform a data-driven coding approach due to the pragmatic research emphasis of the project (see

section 1.4).

3.4.3 Searching for themes.

Having established a long list of initial codes, I proceeded to step three of Braun & Clarke’s six-step
approach to performing a thematic analysis: searching for themes. “This phase, which re-focuses
the analysis at the broader level of themes, rather than codes, involves sorting the different codes
into potential themes, and collating all the relevant coded data extracts within the identified themes”
(Braun & Clarke, 2006, p. 19). The criteria that I set up for each of theme was that the theme should

serve the purpose of categorizing codes into an area of how Al was — or was not — used by the
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Inbound CPH employees. During this iterative process, I navigated between the search phase and

the reviewing phase of Braun & Clarke’s guide multiple times.

3.4.4 Reviewing and defining themes.

During the reviewing of themes phase the research team should revise, question, and seek to legiti-
mize the chosen themes from the previous phase. Through this process, the finalized themes can be
defined and named for the writing of the analysis (Braun & Clarke, 2006, p. 20). Braun & Clarke
also states that the research team should provide transparency during this process, to increase relia-
bility and ensure that both the researcher and reader will understand what each theme contains
(Braun & Clarke, 2006, p. 22). Having reviewed and revised themes based on their ability to pro-
vide knowledge about the project RQ’s (see section 1.2) I ended up with the following themes be-
low, with the bold themes categorized as main themes, and the non-bold themes as the content
wihtin the main themes. Each theme will be analyzed in chronological order in the last step of

Braun & Clarke’s six-step approach to performing a thematic analysis: Producing the report.

Name of themes Description of codes

Codes concerning the participants initial
General awareness of Al thoughts on the introduction of generative Al in

marketing.

Impact of generative AI on marketers

Generative Al for insights Codes concerning participants use of genera-

tive Al for acquiring knowledge or insights.

Generative Al for text production Codes concerning participants' use of genera-

tive Al in text production

Generative Al for production of imagery Codes concerning participants' use of genera-

tive Al for production of Al imagery.

Impact of generative AI on marketers
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Education of generative Al Codes concerning the organizational education

of marketers in generative Al

Using generative Al in teams Codes concerning the use of generative Al in

agency teams.

The future of generative Al for agencies Codes concerning the participants statements of

future generative Al use in their agency.
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4.0 Analysis

The following section contains the project analysis of the conducted empirical data deriving from
the contextual inquiry and the three post-inquiry semi-structured interviews (see section 3.2 & 3.3).
Throughout the literature deriving from section 2.4 and 2.5, the participant statements, participant
quotes, re-constructions of work-related screenshots will be analyzed thematically for the reader.
The points that are being extracted in the analysis will ultimately form the substance for the conclu-
sions drawn in the project findings chapter 5.0. The following illustrations summarizes the main
points deriving from the analysis, each circle of the illustration will be uncovered throughout the

analysis.

Saving cognitive
energy

Improving client Improving
presentations formulations

GENERATIVE Al
IN MARKETING

Increasing
marketing
research insights

Enhancing quality in
content production

Figure 7: Visualizing the overall benefits of utilizing generative Al for marketers and marketing agency in their every-
day work tasks, uncovered through analysis of participants statements and inquiries. The bullet-points of model are a

simplification of the detailed project findings covered in chapter 5.0.
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4.1 The participants general awareness of Al in marketing

Throughout the semi-structured group interviews, it became evident that all of the three marketer
participants were aware of Al being used in marketing and that they themselves, had used it to a

certain extent to perform some of their daily marketing practices (A3, 00:45; A4, 02:46; AS, 01:05).

One participant had been aware of Al for a couple of years but had especially begun to implement it
in business-related terms over the last 12 months due to the development of generative Al features
(A3, 00:45; 01:45). Similar experience derived from another participant stating that he had adopted
generative Al into his digital marketing agency as he had viewed the emergence of Chat GPT back
in late 2022 as business-critical for his digital marketing (A5, 02:46). The third participant had in-
troduced generative Al rather recently and was exclusively using features of Chat GPT due to a lack
of knowledge on how she could apply it further (A4, 01:56). Statements from all the participants
indicated that they all used generative Al and that they all were aware of the emergence of genera-
tive Al in organizations. This broad awareness of generative Al as having recently emerged into
marketing industry generally aligned with the research done by Cao et al. (2023) suggesting a mar-

keting trend of generative Al (see section 2.4.3).

When questioned about the difficulty of implementing the new technology of generative Al into the
participant's general marketing tasks they all had different perceptions of the new technology. One
participant had experienced rather immediate benefits with the new technology helping him in the
content production and research process (A3, 01:45). Another participant similarly found generative
Al to be extremely useful from the start but stated that some of his employees had viewed the
change in technology as an obstacle and a potential threat to their jobs (A5, 04:09). The third partic-
ipant was at the belief that generative Al had been helpful to her but that the learning curve had
been quite difficult and that it made her refrain from using certain generative Al features (A4,
07:12; 10:59; 12:25). In general all of the participants agreed that the implementation of Al had
brought significant possible changes to their marketing personal work practices (elaborated in sec-

tion 4.2.1 and 4.2.2).
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For two participants they argued that only creativity set the limits of their use as Al as it required no
education to get started (A3, 23:43; A5, 12:27). The third participant argued that the complexity of
learning how to utilize the technology was rather high, indicating that generative Al required some
skills to implement in marketing practices (A4, 10:59; 12:25). The organizational implementations,
and how the experienced had learned to utilize the technology is further elaborated in section 4.3.1
and 4.3.2. In the following parts of the analysis, I will thematically uncover to what extent each of
the participants had experienced benefits, limitations, opportunities, and obstacles when utilizing
generative Al features to perform AIM tasks. The thematical structure takes basis in two main parts:
The generative Al implications on marketers, and secondly the generative Al implications on mar-

keting agencies.

4.2 The impact of generative Al for marketers

When asked about the participant's use of generative Al for concrete marketing tasks, it became evi-
dent that all the participants utilized Al to assist them in general tasks that they previously would
have had to do manually (A3, 01:45; A4, 01:05; AS, 08:07). Primary marketing tasks where the par-
ticipants all unambiguously utilized generative Al was in the areas of performing marketing re-

search, text-production, and production of imagery.

4.2.1 Utilizing generative Al for marketing-research

When asked about the impact of generative Al the participants all mentioned that it had been signif-
icantly useful for them as a market research tool to simplify knowledge, saving them both time and
brain-power (A3, 02:03; A4, 05:23; A5, 07:20). One participant utilized Chat GPT regularly to do
marketing research where she would ask the Al questions about information about general traits of
the consumer targeting group to understand them better (A4, 07:20). In the following re-created il-
lustration deriving from the contextual inquiry, the participant demonstrated that Chat GPT has

helped her when understanding the general consumer humor in Finland:
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m | a marketer dealing with an issue of understanding the humor of Finland and how | can best
advise my client to best market their travelling offers in Finland. Can you give me some
information about the general humor of Finland and the consumer group that might be
interested in booking a vacation?

Certainly! Understanding the humor of a particular culture is essential for effective
marketing. Finland has its unique brand of humor, which is often characterized as subtle, dry,
and sometimes even self-deprecating. Finnish humor tends to rely on wordplay, irony,

sarcasm, and understatement rather than slapstick or overtly exaggerated comedy.

Here are some key aspects to consider when advising your client on marketing their travel
offers in Finland:

1. Embrace the Finnish Sense of Sisu: Sisu is a Finnish concept that represents resilience,
perseverance, and determination. Incorporating elements of sisu in your marketing
messages can resonate with Finnish consumers who appreciate a touch of resilience and
strength in their humor.

2. Wit and Wordplay: Finns enjoy clever wordplay, puns, and linguistic nuances.
Incorporating these elements in your marketing materials, slogans, or social media posts
can capture their attention. Keep in mind that the humor should be subtle and intelligent
rather than slapstick or obvious.

3. Dry and Understated Humor: Finns often appreciate understated humor that relies on
subtle delivery and timing. Deadpan delivery, where humor is expressed with a straight
face, can be quite effective. Satirical or ironic content that challenges stereotypes or
pokes fun at everyday situations can also work well.

4. Self-Deprecating Humor: Finns are known for their ability to laugh at themselves.
Incorporating self-deprecating humor can be a good approach, as long as it is done
respectfully and in good taste. It allows you to connect with the Finnish audience by
acknowledging and embracing their quirks and idiosyncrasies.

5. Nature and the Finnish Way of Life: Finland's pristine nature, beautiful landscapes, and
unique cultural experiences are often sources of humor. Highlighting the contrast
between urban and rural lifestyles or emphasizing the Finnish love for nature and outdoor

activities can add a touch of humor to your marketing campaigns.

Figure 8: A re-construction of the question a participant asked Chat GPT to generate an answer for during the contex-
tual inquiry observation. Please not that demonstration above is not the exact illustration as specific client names were

incorporated.

While recognizing the need to severe double-checking of facts provided by Chat GPT in sensitive
areas (A4, 07:58) the participant argued that Chat GPT allowed her to get an initial understanding
of consumer markets extremely fast compared to the time it would take her to scroll through
Google’s results manually (A4, 05:02). Similar views were expressed by the two other participants
that both described Chat GPT as a jump-starter that would allow them for an easy start into con-
sumer and market research (A3, 07:51; A5, 06:45). One participant described the knowledge-base
of Chat GPT as a stress-reliever that had allowed both him and his co-workers to easier initiate
complex tasks that before Al would normally be put aside for later (A5, 07:00). An example oc-

curred doing the contextual inquiry where the same participant had to create a complex presentation
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for why a client should renew their contract with the marketing agency. Here, the participant asked

for ideas on how to structure the presentation for the existing client:

Certainly! Here's a presentation structure that you can use to explain to a client why they

should renew their contract with your company:

1. Introduction
* Start by greeting the client and expressing your gratitude for their partnership.
* Briefly recap the history of your relationship and the key milestones you have achieved

together.

N

. Client Objectives and Challenges
* Demonstrate your understanding of the client's objectives and challenges.
* Highlight the goals they initially had when entering the contract.

w

. Recap of Previous Successes
* Showcase the achievements and positive outcomes you have delivered during the
current contract period.
* Provide specific examples of how your company's products or services have helped
the client overcome challenges and achieve their objectives.
* Include quantitative data, such as increased revenue, cost savings, improved

efficiency, or customer satisfaction metrics.

S

. Testimonials and Case Studies
* Share testimonials or feedback from satisfied clients who have had positive
experiences with your company.
* Present case studies that demonstrate successful outcomes and highlight how your

solutions have addressed similar challenges faced by the client.

3}

. Value Proposition
* Clearly articulate the unique value proposition your company offers.
* Explain how your products or services differentiate from competitors and provide a
competitive advantage.
* Emphasize the specific benefits the client has gained by working with your company,

such as cost-effectiveness, innovation, expertise, or reliability.

[}

. Future Roadmap
* Present your vision and plans for the future.
* Outline upcoming product/service enhancements, innovations, or expansions that will
continue to benefit the client.
* Describe how your company will adapt to evolving market trends and address any new

challenges that may arise.

Figure 9: Illustrating a participant's usage of Chat GPT to generate ideas on how to structure a client presentation with

the purpose of getting the client to renew their contract with the agency.

The participant stated that he felt that Chat GPT was like having an expert next to him at all times,
and that manual work tasks like the one above use to take him a lot more time (A5, 07:20, 08:07).
Similar success with utilizing Chat GPT for the structuring of content and ideas was expressed by
another participant, stating that it was easy and efficient (A3, 07:21). When asked further into the
use of Chat GPT and client interactions, it became evident that one of the participants also had used
quite extensively to provide research on consumer target groups, their needs, goals, behavior. He
had then went on with this information and presented it for clients of his agency with great success
(A5, 08:20). However, it was noted by the same participant that if Chat GPT was utilized for factual

research sparring that the information should be double-checked as the limitations of Al was that it
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would sometimes make up answers due to a lack of knowledge in complex areas (AS, 18:02). But
the pro’s of utilizing generative Al as an expert in most areas was much more present for the partic-

ipant, stating that the Al was performing tasks better than what even he was able to manually (AS,

07:25).

Furthermore, it was shown through the contextual inquiry that the participants would also utilize
features of generative Al for more advanced marketing research tasks. One participant stated that he
even used Chat GPT for research in competitor analysis and strategy suggestions (A3, 02:26). The
following example was observed during the contextual inquiry where the participant gathered initial

information about competitors in the field of car leasing:

m I am looking for information to be aware of when performing an competitor analysis of the
largest car-leasing companies in Denmark. Can you give me some bullet points?

Certainly! Here are some key points to consider when performing a competitor analysis of

the largest car-leasing companies in Denmark:

1. Market Share: Determine the market share of each major car-leasing company in
Denmark to understand their relative positions and dominance in the market.

2. Financial Performance: Assess the financial health and performance of each company by
analyzing their annual reports, revenue growth, profitability, and other relevant financial

indicators.

w

. Product and Service Offerings: Evaluate the range of car-leasing services offered by each
company, such as short-term leases, long-term leases, business leases, and specialized
leasing options. Consider the diversity of vehicle models and brands available.

4. Pricing and Contracts: Analyze the pricing structure, leasing terms, and conditions
offered by each company. Look for any unique features or competitive advantages, such
as flexible contract lengths, mileage allowances, or inclusive maintenance services.

5. Customer Base: Understand the target customer segments and identify any specific

industries or demographics that each company focuses on. Assess the size and loyalty of

their customer base and evaluate customer satisfaction levels through online reviews and

ratings.

Geographic Presence: Determine the geographical reach of each car-leasing company,
including the number of physical locations and coverage across different regions in
Denmark. Consider the accessibility and convenience of their branches or online
platforms.

7. Technology and Innovation: Assess the technological capabilities and digital platforms
offered by each company. Look for features such as online booking systems, mobile
applications, customer portals, and integration with other transportation services.

8. Partnerships and Alliances: Identify any strategic partnerships or alliances that the car-

leasing companies have established with automotive manufacturers, financial

institutions, insurance providers, or other industry stakeholders. Such collaborations can

provide a competitive advantage and access to exclusive benefits.

Figure 10: Illustrations of a participant’s utilization of Chat GPT to perform initial research on the market for a poten-

tial new client in the car-leasing business.
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The participant had experienced significant benefits with the use of generative Al, leading him to
predict that a lot of the future brainstorming in marketing would be replaced with Al research meth-
ods (A3, 18:41). In general, all of the participants had experienced immense time-saving on manual
research tasks with the help of Al-based research within Chat GPT (A3, 15:19; A4, 10:15; AS;
08:20, 17:47). Some participants even suggested an increase in the quality of the knowledge and in-
sights gained in certain areas (A3, 18:41; A5, 08:08) but at the same time, concerns were expressed
for utilizing Al in contexts where facts were of extra importance, and the participants believed in
always double-checking the generated texts (A4, 07:58; AS, 18:02). This section inspired the over-
all circle of ‘saving cognitive energy’, and the circle of ‘increased marketing research insights’ il-

lustrated in figure 7.

4.2.2 Utilizing Al for production of text.

Another area where all the participants utilized generative Al to minimize the manual work required
in their daily marketing practices was to produce text in the forms of articles, blog posts, answering
e-mails, and more (A3, 05:23; A4, 01:05; A5, 07:41). Multiple participants described the text pro-
duction feature as their most used generative Al feature by far, allowing them to save time and pro-
duce high-quality texts almost automatically (A3, 06:00, 10:28; A4, 05:47, 14:27). The way the par-
ticipants would produce texts is typically through what is called a prompt (A3, 05:31; AS, 05:29). A
prompt was described by one participant as the specifying instruction of to the tool (Chat GPT for
instance) where the human describes the criteria of what should be produced to the Al (A3, 03:00).
The same participant stated that technology had reached a point where he felt that with the right
prompts of Chat GPT he could write articles and blog posts for clients much faster, and of a super
high quality (A3, 15:19, 16:11). During the contextual inquiry he provided the following example
for what it might look like:
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m Can you write me a short article about the benefits of buying an electric car? The article
must include bullet points of benefits.

Title: Embrace the Future: The Benefits of Buying an Electric Car

Introduction:
As the world gradually moves towards a more sustainable future, electric cars have emerged
as arevolutionary solution to combat climate change and reduce our reliance on fossil fuels.

The benefits of owning an electric car extend beyond environmental considerations,

various for both and society as a whole. In this article,
we delve into the remarkable benefits of embracing electric cars as our primary mode of

transportation.

Benefits of Buying an Electric Car:

1. Environmental Friendliness:
* Zero Emissions: Electric vehicles produce zero tailpipe emissions, reducing air
pollution and combating climate change.

* Lower Carbon Footprint: By using electricity as their primary energy source, electric

cars contribute sig less to gas compared to
internal combustion engine vehicles.

* Renewable Energy Integration: Electric cars can be charged using renewable energy
sources like solar or wind power, enabling a greener energy ecosystem.

2. Cost Savings:

* Reduced Fuel Costs: Electric cars are considerably cheaper to fuel compared to
gasoline or diesel vehicles, translating into significant savings over time.

* Maintenance Savings: Electric vehicles have fewer moving parts and don't require oil
changes, resulting in lower maintenance and servicing costs.

* Government Incentives: Many governments offer tax credits, grants, or subsidies to
promote the adoption of electric vehicles, making them more affordable.

3. Energy Efficiency:

* Regenerative Braking: Electric cars utilize regenerative braking technology,
converting kinetic energy into electric energy while decelerating, thereby improving
overall energy efficiency.

* Higher Efficiency Ratings: Electric motors are more efficient than internal combustion
engines, allowing electric cars to convert a higher percentage of energy from the

battery into forward motion.

Figure 11: Illustration of a participant's use of Chat GPT to generate the body of text for an article on electric cars.

The usage of Chat GPT for text production was described as of very high quality by the participant
(A3, 06:00). However, the participant did mention that he typically would spend a little extra time
on editing the Al generated text results to ensure that facts were correct, and feelings were incorpo-
rated in a way that he believed Al sometimes did not (A3, 15:49). Similar usage of Al to produce
text for clients was described by another participant, stating that there was an immense difference in
the time it would take to edit a text compared to having to generate it from scratch (A4, 14:27). She
would mainly use Chat GPT brain-power when having to explain marketing concepts for clients
that she already knew, but that could take time her plenty of time to formulate properly (A4, 03:32,
07:12). When observing her during the contextual inquiry the participant demonstrated the follow-

ing example:
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Formulate me a short e-mail describing the term cost-per-cost to a customer that do not
know why it is important

Subject: Understanding the Significance of Cost-per-Cost
Dear [Customer's Name],

| hope this email finds you well. | wanted to take a moment to discuss an important concept

in business that can greatly impact your decision-making process: cost-per-cost.

Cost-per-cost refers to the ratio that compares the cost of a product or service to its overall
quality or value. It goes beyond simply considering the initial price tag and takes into

account the long-term expenses and benefits associated with a particular choice.

While it may be tempting to focus solely on the upfront cost of a product or service,
understanding the concept of cost-per-cost allows you to make more informed decisions.

Here's why it's important:

1. Total Cost of Ownership: Cost-per-cost helps you evaluate the total cost of owning or
using a product over its lifespan. This includes factors such as maintenance, repairs,
upgrades, and even disposal costs. By considering these factors upfront, you can avoid
unexpected expenses down the line and make a more accurate assessment of the true

value of your investment.

N

. Quality and Durability: Cost-per-cost takes into account the quality and durability of a
product or service. While something may appear cheaper initially, it might have a shorter
lifespan or require frequent repairs, leading to higher overall costs. Evaluating the cost-
per-cost allows you to choose products or services that offer better value in terms of

longevity and reliability.

w

. Efficiency and Performance: Cost-per-cost considers the efficiency and performance of a
product or service. A higher-priced option might offer improved performance, energy
efficiency, or productivity gains, which can result in significant long-term savings or
enhanced benefits. By examining the cost-per-cost ratio, you can identify options that

provide the best balance between price and performance.

S

. Comparison and Decision Making: By analyzing the cost-per-cost of different options,
you can make more informed comparisons and decisions. It helps you objectively weigh
the advantages and disadvantages of various choices, allowing you to select the most

cost-effective solution that aligns with your needs and budget.

Figure 12: Illustrating a participant's utilization of Chat GPT to easily produce a formulation of a marketing term to a

client, that she could simply fact check and pass on.

The participant would typically have all the knowledge needed to describe the term but she experi-
enced that Chat GPT as very helpful to use feeling tired or overwhelmed by many marketing tasks
at once (A4, 04:06, 07:12, 14:27). Similar statements were made by another participant describing
that Chat GPT helped him save cognitive energy doing the content production process (A5, 06:45).
The same participant also described that the whole marketing department within his organization
had started to utilize generative Al in the writing process when creating newsletters, content on their

website and posts across different marketing channels (A5, 13:44).

All of the participants in general used the features of Chat GPT to generate content in the form of

text to a rather large extent indicating the importance of the generative Al’s ability to produce for
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them, and minimizing the manual writing process. Examples of text genres generated by the partici-
pants doing the contextual inquiry ranged from articles, blog posts, newsletters, social media posts,
and client e-mails (A3, 15:19; A4, A5, 13:44). However, choosing the right prompts was important
for some of the participants when ensuring originality and quality in generated Al texts, indicating
the continous need to have some knowledge about the topic that is being written about for it to be
great (A3, 05:23; AS, 18:02). This section inspired the overall circles in figure 7 of ‘enhancing qual-

ity in content production’, ‘saving time’, and improving formulations’.

4.2.3 Utilizing Al for production of imagery

When questioned about the participants' use of generative Al to produce imagery, the participants
had slightly conflicting experiences with generative Al imagery software. One participant found it
very interesting and innovative but had used it very sparingly for his clients up until this point (A3,
11:40). Another participant stated that the marketing department had used it quite experimentally,
but that that is was mostly for templates (A5, 14:00). The third participant had used it very mini-
mally due to a lack of skills in the technology but was optimistic that it could minimize manual

work drastically for her team in the future (A4, 07:20, 15:20).

During the semi-structured interviews, a participant stated that he had seen and used features of
DALL-E and Mid Journey, and that he had seen some fine demonstrations of use within marketing
(A3, 10:03). The participant stated that he found the generative Al valuable for generating content
that could be used as display banners and background photos, but that the technology was lacking in
quality when generating humans and human faces (A3, 10:28, 16:36). Doing the contextual inquiry,
the participant demonstrated the following two examples of a human on the left and a landscape on

the right to illustrate his view on Al imagery:
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=

Figure 13: A participants illustrating two pictures generated by the Al imagery software of Mid Journey, arguing that

Al imagery is better for generating landscapes that human beings.

In general, the participant questioned the current technology’s ability to produce high enough qual-
ity content that their clients would really enjoy using for their brand (A3, 16:59). However, he did
believe that the benefits of being able to generate copyright-free pictures at a fast rate would signifi-
cantly change content-production in the future and put the need for stock photo databases under
pressure (A3, 04:52, 17:26). Another participant described a similar excitement about generative
Al’s ability to generate imagery in the future, stating that it would greatly decrease the time being
used in her team to generate content (A4, 15:20). The participant had found the generative Al soft-
ware Mid Journey rather difficult to use for business-purposes. However, doing the semi-structured
interview she argued that she was already using a form of generative Al within Microsoft Power-
point to assist her in creating templates for client presentations (A4, 06:11). To demonstrate her
point doing the contextual inquiry the participant opened an empty PowerPoint presentation and

showed the following example on her screen:
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Figure 14: Illustrating the ‘designer’ feature in Powerpoint, that automatically generates layout-suggestions based on

the user’s inserted content.

The process of creating client presentations was a very time-consuming process for her team, so the
participant would look into utilizing generative Al imagery software’s much more in the future (A4,
06:11, 15:20). In general all of the participants was aware of generative Al software’s such as Mid
Journey and DALL-E. However, the semi-structured interviews and inquiries revealed that the for-
mer two areas of Al research and Al text-production was perceived as much more important by the
participants at the current moment to minimalize the amount of manual marketing work for them
(A3, 10:35, A4, 07:20, A5, 14:00). This knowledge general aligns with existed literature on Al im-
agery (see section 4.2.3), suggesting limitations in the use of Al imagery at the current moment of

the technological development.
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4.3 The impact of generative Al for marketing organizations

When asked about the participants experience of generative Al being implemented into their mar-
keting organization it became evident that all the participants had experienced changes in their or-
ganization over the last year. Primary effects on marketing agencies had been the education of how
to use generative Al, the new team-work practices, and future considerations of how the participants

are benefitting and limited in their use of Al in marketing.

4.3.1 Education of generative Al in marketing

Through data analysis of semi-structured interview data, it became clear that all the three partici-
pants had undergone an introduction to the use of Generative Al rather recently (A3, 00:45; A4,
02:46; AS, 01:05). When asked initially if it required any form of education to start utilizing genera-
tive Al, one participant answered close to none (A3, 23:41), another participant answered some ed-
ucation (A5, 18:02), and a third participant believed it required quite a bit of knowledge (A4,
10:59).

The participant who answered that the implementation of generative Al almost required no educa-
tion at all, had utilized the technology in about a year, allowing him to complete marketing tasks
such as content production much faster (A3, 00:45). The participant was primarily self-taught but
had learned through trial and error within his marketing company. While the participant believed
absolutely every marketeer could benefit from generative Al, the participant also emphasized the

importance of employees being able to use prompts and think creatively (A3, 05:23, 22:29).

Another participant answered that the use of generative Al required a certain amount of education
and that he had been the first self-taught in his marketing agency to implement features of Genera-
tive Al (A5, 02:46, 03:13). The participant had been educating his employees through workshops,
and on-going lectures, believing that it would benefit the organization as a total (AS, 12:53). The

participant had viewed the trait of being able to utilize Al as business-critical, and he had insisted
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on his employees adopting it (A5, 17:47). The workshops would take place with a few employee’s
being ‘super-users’ that would be educated to help their co-workers implement features of genera-

tive Al as well (AS, 12:53).

In general, he experienced that his employees initially felt concerned about the new technology and
that they had been reluctant to utilize it, as they viewed generative Al as a threat to their job (A5,
04:09). However, the agency had now reached a point where every employee in the marketing de-
partment was using generative Al such as Chat GPT to perform daily marketeering work tasks, sav-
ing the agency a vast amount of resources (A5, 13:44, 17:47). The participant argued that it would
always be business-critical for a digital marketing agency to stay up to date with the new emerging
generative Al technology (AS, 02:52). He did however, emphasize the need for still having the best

marketing humans in order to produce the results generative Al marketing content (A5, 19:00).

The third participant who stated that the emergence of generative Al features had been challenging,
stated that she had been introduced to generative Al through workshops at her workplace. However,
she still felt that the technology was rather challenging and that the accessibility, and her lack of ed-
ucation generative Al were holding her back from utilizing it more (A4, 10:59). However, the par-
ticipant mentioned during the semi. structured interview that she was planning to invest more time
in learning generative Al, so her organizational department would utilize it more (A4, 12:09, 12:25

15:17).

4.3.2 Collaboratory use of generative Al in marketing

During the contextual inquiry, one of the participants revealed that he a had developed a tool for his
co-workers to utilize the generative Al features of Chat GPT in teams when working on content
production for clients (A5, 09:39). The participant described this tool as Work GPT, a Google
Chrome plug-in that would allow the employees to save prompts, share prompts, and categorize
prompts for different clients of the agency (A5, 08:53). This process allowed the co-workers to en-
hance the quality, and enhance efficiency of work when having to produce text in the client’s tone-

of-voice across different marketing channels (A5, 10:28).
48




Aalborg University Utilizing Generative Al in Marketing Marcus Nygaard Skaaning

The participant stated that the collaboratory use of Work GPT had benefitted his organization, al-
lowing employees to easily create and share generative Al prompts for clients (A5, 10:02, 10:28).
The tool had even been so successful that the participant has begun to offer it as an extra service to
clients, providing them with an understanding of his digital marketing agency as generative Al ex-
perts (A5, 11:13). While none of the two other participants indicated that they had used generative
Al in team-working practices, one other participant did mention had he believed that marketing
agencies in the future probably would incorporate a structured prompt approach for their clients

(A3, 19:26).

4.3.3 The future of generative Al for marketing agencies

When questioned about the future of generative Al in marketing practices, all of the participants
stated unambiguously that they believed Al to be an increasingly important tool within marketing
(A3, 29:14; A4, 12:09; AS, 19:32). The participants specifically commented on three areas: Genera-
tive Al’s impact on marketing jobs, generative Al’s impact on agency clients, and the development

of generative Al marketing features in the future.

4.3.3.1 Generative Al’s impact of marketeering jobs

Two of the participants taking who had the role of CFO and CEO in their marketing organizations,
both stated that they did not believe that generative Al had or would have the ability to replace the
jobs performed by human marketers (A3, 26:49; A5, 19:00). One participant stated that he believed
that marketeers would learn to challenge the prompts of generative Al, and indicated that the tech-
nology always would require a creative human brain in order to perform well in marketing (A3,
20:38). Another participant similarly stated the importance of having the best human marketing em-
ployees, and that he believed that his employees could even learn to sell aspects of the technology
to clients (A5, 16:14). However, it was suggested that generative Al ultimately would become a dis-

cipline that marketing agencies would have to know to stay competitive in the field (A5, 19:00).
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4.3.3.2 Generative Al’s impact on agency clients

When questioned about the clients continuous need to hire external marketing organizations for
their tasks, the participants did not express any significant worry (A3, 26:49; AS, 19:12). One par-
ticipant argued that clients always had have the same technology available as the marketing agen-
cies but had refrained to use it due to difficulty and complexity. The participant viewed the genera-
tive Al technology as a rather similar situation (A3, 26:33). Another participant similarly suggested
that there always would be a need for marketing specialists and that strategic and operational mar-
keting generative tasks always would have a complexity about them that generative Al alone could
not solve. However, one participant did say that the client’s ability to generate text, articles, and

blog posts easily could put marketing agencies under pressure (A3, 26:26).

4.3.3.3 Generative Al'’s impact on marketing practices in the future

When analyzing the semi-structure interviews, it became evident that all the participants had certain
expectations for how generative Al would help them in future marketing, primarily in relation to the

obstacles the participants currently had.

Multiple of the participants predicted that marketers would have to improve in their prompting
skills in the future, making generative Al a vital tool to save time and resources within a digital
marketing agency (A3, 15:19; A5, 17:47). One participant predicted that Chat GPT only would get
better with the new development in technology and that it would provide more opportunities for the
marketers to utilize in their work (A5, 16:20). Similar views were expressed by another participant,
stating that generative Al most likely would transform the needs for traditional brain-storming prac-

tices (A3, 18:41).

Multiple participants expressed a desire for Al imagery software’s such as Mid Journey and DALL-
E to improve, leading them to better use of Al imagery in marketing with a higher quality of photos,
videos, and client presentations (A3, 11:40; A4, 15:20). One participant predicted specifically that

generative Al would become increasingly useful for client presentations, stating that companies
50




Aalborg University Utilizing Generative Al in Marketing Marcus Nygaard Skaaning

such as Google Workspace already were looking into automatization features (A4, 15:32). Another
participant argued that Al imagery could replace the need for photo stock databases, but that the
quality of the imagery would have to be improved when constructing humans, human faces, and

videos in general (A3, 21:08).

In general, observations from the contextual inquiry along with the participant predictions of Al in
the future of marking, indicated that there still are very present limitations in the current generative
Al software available to marketers. While generative Al software’s such as Chat GPT, Mid Jour-
ney, and DALL-E allowed the participants to save time, and brain-power, and increase quality in
certain areas of marketing, there was still a clear need for human marketers to tailor and double-
check the Al-generated content. In general, these points align with the presented literature, describ-
ing generative Al as an extremely effective tool for producing content - but only if utilized in ac-

cordance by humans.
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5.0 Results & conclusion

In the following section, the project findings are presented in relation to each of the four RQs pre-
sented in section 1.2. Throughout this chapter key findings deriving from literature review (see sec-
tion 2.4 & 2.5) and thematical analysis (see chapter 4) are summarized for the reader, ultimately
forming the project conclusion and the content of the project abstract. All the project findings below

will be subject to further discussion in terms of validity, reliability, and transferability in chapter 6.0

RQ1: What characterizes Generative Artificial Intelligence, and how does

it work?

Based on knowledge deriving from the conducted literature review examining the area of Al in gen-
eral and generative Al, the study concludes that generative Al is a form of artificial intelligence that
has the specific ability to produce novel text, imagery, and other forms of media. Generative Al can
be characterized by its ability to imitate human behavior in conversations and through content pro-
duction, where the technology will allow the user to produce text and media outputs. Common ex-
amples of generative Al technology are in the popular generative Al software such as Chat GPT,
Mid Journey, and DALL-E. Through the chat function within this generative Al software, the user
can instruct the technology with instructive prompts, allowing the user to generate fast and specifi-
cally tailored text and imagery outputs. Furthermore, it is concluded within the literature review that
generative Al has recently become a widely popular and accessible tool, that can be utilized in all

industries to enhance aspects of content production.

RQ2: How do marketers utilize Generative Artificial Intelligence in their

main marketing practices?

Based on knowledge acquired through the literature view and thematical analysis, the study con-

cludes that marketers utilize generative Al features in the gathering of marketing insights, in the
52




Aalborg University Utilizing Generative Al in Marketing Marcus Nygaard Skaaning

producing of various genres of text, and partly when creating client presentaions. Through a set of
inquiries, and a set of semi-structured interviews, it was revealed that all of the participants would
use Chat GPT in their daily work to generate marketing insights when having to do: Competitor
analysis, consumer-analysis, persona-analysis and when seeking a better understanding of consum-
ers and characteristics of foreign markets. The participants would interact with Chat GPT, asking
the generative Al software questions, and using the generated outputs to proceed with their every-
day marketing task. Results deriving from participant statement and actions shows that marketers
can utilize generative Al to improve their efficiency when doing marketing searching, allowing

them to gain quality insights, and save time while also saving cognitive energy in the process.

In conjunction with findings from RQ2, it is concluded that marketers utilized Chat GPT regularly
in their marketing practices to produce different genres of texts in their everyday marketing tasks
such as Articles, blog posts, social media posts, e-mails, and general website-content. The partici-
pants would utilize specific prompts in Chat GPT to generate marketing headlines, and structures of
texts, and to reformulate examples of existing text and marketing terms to clients. Based on partici-
pant actions and statements described in the thematical analysis, it is concluded that text production
had been one of the most influential areas for marketers when performing daily marketing practices.
Especially the use of Chat GPT to get started in the writing process was utilized regularly by the
marketers, allowing them to save time, and cognitive energy, and enhance aspects of work quality

and creativity.

Furthermore, based on the thematical analysis results it is concluded that none of the participants
utilized generative Al imagery software such as Mid Journey and DALL-E-2 to any significant ex-
tent. While the participants stated that generative Al could significantly reduce time spent in their
daily marketing work, the marketers currently did not utilize generative Al imagery in their work

due to the difficulty of use and a lack of quality outputs.

RQ3: To what extent has Generative Artificial Intelligence been incorpo-

rated by marketing organizations?
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Based on results deriving from thematical analysis, I conclude that certain marketing organizations
utilized workshops, lectures, and team-working tools to ensure the incorporation of generative Al
software such as Chat GPT into their marketing agency. The value of generative Al was viewed as
of high importance, and it was a priority to ensure that employees were educated on how to use the
technology in their daily tasks. Furthermore, results from the thematical analysis revealed that mul-
tiple participants expected that generative Al would eventually become a marketing discipline that
digital marketing agencies would have to master for them to stay competitive. Based on inquiries
and thematical analysis, it is concluded that while generative Al had been an impacting factor on
the efficiency, and resource management in marketing organizations, the technology had not

reached an extent where it made marketing employees redundant for agencies in any way.

RQ4: To which extent can Generative Artificial Intelligence be used to as-

sist the marketeer in their everyday work tasks?

Based on the literature review and results from the thematic analysis, I conclude that generative Al
had have a considerable positive impact on the marketeer’s ability to save time, save cognitive en-
ergy, generate insights, and enhance the quality of content in the marketer's everyday tasks. Further-
more, it is concluded that the generative Al software Chat GPT had the ability to assist marketers
when performing marketing research, during content production, and in general client communica-
tion tasks. However, results deriving from the thematical analysis did in no way indicate that the
generative Al technology had the capable skills to replace the need for human marketing employees
or down-scale marketing departments. The extent of the marketer’s usage of generative Al was
fairly limited in areas such as creating Al imagery, creating client presentations, and when perform-
ing factual research. Lastly, it is concluded that the extent of the marketer’s usage of generative Al
also depended on the marketer’s knowledge of how to utilize the technology. Findings based on lit-
erature and theatrical analysis suggest, that the future of generative Al in marketing would be de-
pendent on two things: 1) The development of generative Al technology itself, and 2) the marketing

employee’s ability to utilize the features of generative Al in accordance with everyday work tasks.
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6.0 Discussion of results

In the following section, the validity, reliability, and transferability of the project results are dis-
cussed and reflected upon. This chapter includes final thoughts on the project findings, as well as
limitations in findings, and the opportunity to build on the project findings in future research.

Lastly, a discussion of how the project results contribute to the general research is provided.
6.1 Validity of findings

The term internal validity refers to the extent that the research team can ensure a cause-and-effect
relationship in the research design and findings, while the term external validity refers to the extent
of how the study results can be generalized to other contexts (Bryman, 2012, p. 363). When reflect-
ing on the internal and external validity of project findings, I particularly find three areas worth dis-
cussing: 1) Research design and research methods, 2) participants and resources, and 3) the differ-

ence in general marketing practices.

When reflecting on the chosen research design, I initially tried to ensure that the research design
would adequately cover each of the RQ’s presented in section 1.2. On one hand, it can be argued
that the chosen design allowed for detailed observations and conversations with the participants,
specifically outlining where generative Al made had an impact on their work. On the contrary, it
can be argued that the very low sample size, combined with the broad research scope, and no struc-
tured marketing tasks, makes it increasingly hard to justify a strong cause-and-effect relationship
within the main project findings. However, while recognizing the obstacles of choosing a broad re-
search scope with few methods and a small sample size of participants, I would still argue that the
chosen research design allowed for adequate examination of a cause-and-effect relationship be-
tween marketers and their use of generative Al. Meaning that the emphasis of the study never was
to compare specific marketing tasks with and without the use of generative Al in a laboratory set-
ting. Instead, the research scope was meant to investigate the overall impact of implementing gener-

ative Al in marketing work tasks and to indicate if there would be reasons for conducting further
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research into this area. Based on these research goals I would argue that the internal validity of the
study can be considered fairly good. However, I as a researcher highly recognize limitations in the
study’s ability to prove a direct correlation between exclusively the generative Al technology and

the marketer's experience of enhanced efficiency.

When reflecting on the topics of participants and sample size, I recognize fair criticism of the
study’s external validity, and the finding's ability to be referred across different marketing organiza-
tions with different marketing tasks. Meaning, that only three participants were selected for the
study, and that their marketing tasks were specifically related to content production which genera-
tive Al excels in. On one side, it can be argued the study should specify that results of generative Al
usage mostly apply to specific organizations which specific needs for content-production. On an-
other hand, it can be argued that the study findings are still applicable to all marketing agencies, as
the listed effects of generative Al have reached an extent where it is affecting the marketing indus-
try as a whole. Indicating that while the participants' specific experiences with generative Al cannot
be transferred onto the experiences of different marketing agencies, the benefits of utilizing genera-

tive Al for universally required marketing tasks still can.

6.2 Reliability of findings

The term intern reliability refers to the accuracy of data instruments leading to the project findings,
while external reliability characterizes the to which extent the study can be replicated (Bryman,
2012, p. 363). When reflecting on the reliability of the project findings I specifically find it relevant
to discuss the following areas: 1) transparency in research methods, 2) accessibility of resources,

and 3) replicability of research.

Concerning the topic of transparency in research methods, I would argue that the study can be sub-
ject to severe criticism due to the contextual inquiry videos not being available to the public. On one
hand, it can be argued the vast amount of video data encountered in the contextual inquiry, making
it impossible for other researchers to know the exact contexts of the analysis illustrations, and being

able to replicate similar usage of inquiry. On the contrary, it can be argued that the set-up of
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contextual inquiry was described in detail and that the inquiries did not contain any unique circum-
stances that differentiated them from typical marketing agencies. I would also argue that the inter-
view guide is freely available, along with all the transcripts from the semi-structured interviews be-

ing available for other researchers to utilize for research purposes.

When reflecting on the overall project reliability, I will argue that the study can be subject to a fair
amount of criticism in its general external reliability. Meaning, that better transparency could have
taken place in providing the full literature search log, and sharing the full videos of the performed
inquiries. While I will strongly argue that these factors did not influence the overall project find-
ings, I am aware that the research design is hard to replicate for others as it often is in qualitative
research. The best explanations for my research choices in these areas are sensitive organizational
GDPR, a pressured research timeframe, and a lack of resources as a solo researcher. It is my strong
belief that the project findings are still a result of highly internally reliable research and that the pro-
ject findings reflect the best of my unbiased and objectively based interpreted knowledge.

6.3 Contribution to the research field

Based on the project scope (see section 1.4) and overall project findings I will argue that this project
contributes to the practical understanding of how generative Al can be implemented in marketing
practices. The project provides a pragmatic, and specific understanding angle of how generative Al
features can be utilized by marketers to enhance aspects of universally performed marketing tasks. I
as an author hope that this paper inspires other researchers to investigate further into the usage of
generative Al in research practices. While recognizing the project findings as a glimpse in time due
to the rapid development of technology, I hope that the project findings outline the current benefits
of utilizing generative Al in the marketing industry. While recognizing the project findings as a
glimpse in time due to the rapid development of technology, I hope that the project findings outline

the current benefits of utilizing generative Al in the marketing industry.
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