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Abstract 

Artificial intelligence has influenced the marketing landscape and is becoming an integrated part of 

marketing communication for many competitive corporations. Specifically, the implementation of 

generative AI has become a race for corporations to implement these new technologies into their 

strategies and marketing communication. Employing AI into marketing communication has been 

met with questions and assessments of authenticity, emphasising the extent to which a brand is 

faithful and true towards itself. The brand authenticity, as well as the brand voice, are critical 

elements when maintaining and upholding brand credibility and trust in the eyes of the consumers. 

The implementation of the new technologies has visualised a gap, through which application of 

theory and practice can contribute to an understanding of the consumer perceptions related to AI 

marketing communication. Through this gap, an understanding of the consumer perceptions can 

provide and contribute with relevant knowledge to the co-creation processes of marketing 

communication. 

Through the philosophical foundation of pragmatism, this project seeks to investigate how the 

consumer perceptions of AI marketing communication evaluate brand authenticity and credibility, 

and how the perceptions can be interpreted through human-AI co-creation. Through the theoretical 

framework of Human-AI Co-Creation (HAICC) and Source Credibility Theory, this project aims to 

answer the problem statement through qualitative thematic analysis and discourse analysis of data, 

which focuses on the AI marketing communication of Coca-Cola from 2025. The empirical data, 

which is applied for analysis, revolves around comments that have been extracted from the social 

media forum, Reddit, which deal with different perceptions of the topic-related discussion. 

The findings suggest that perceptions of AI marketing communication evaluate credibility through 

HAICC elements, such as moral responsibility. Credibility is evaluated based on the responsibility 

towards society, in which perceptions interpret that AI has been prioritised over humans in co-

creation processes. Perceptions of AI marketing communication also evaluate credibility through 

the results of a failed integration and training of the AI. This evaluates credibility through the values 

of outcomes perceived. Perceptions of AI marketing communication also evaluates credibility 

through the effect of low persuasiveness, acceptance, and accuracy of the source.  

The findings also suggest that perceptions of AI marketing communication evaluate authenticity 

through elements, such as efficiency, through previous and recent marketing communication of the 

brand. In terms of HAICC, this is interpreted through the implementation of AI into co-creation 
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processes. In these processes, a brand who moves away from its brand voice, in terms of the 

perceived processes of establishing brand voice, creates an interpretation of separation within the 

brand. This separation is determined on the back of the perceived lack of creativity and 

effectiveness. This is interpreted from the AI marketing communication and the perceived processes 

of producing content. Through comparison of previous and recent marketing communication, 

perceptions also evaluate authenticity by interpreting the brand, and how it differentiates, in terms 

of its perceived values of authenticity.  
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1. Introduction and problem statement 

 

1.1. Introduction 

In the recent age of generative artificial intelligence, also known as generative AI, companies have 

started a competitive race to outdo each other in employing the new generative technologies into 

their strategies. Companies use AI tools to generate advertising material or content, such as videos, 

texts, images, and campaigns for social media and much more (Yahoo 2024 in Kirk and Givi 2024). 

Generative AI covers the range of tasks that are usually performed by humans, whereas the term 

‘predictive AI’, refers to the use of algorithms to predict data-based consumer behaviour and 

choices (Hermann and Puntoni 2024 in Kirk and Givi 2024). 

Companies use generative AI in co-creations between humans and AI to be effective and efficient. 

Being effective means that someone is ‘adequate to accomplish a purpose (…) producing the 

intended or expected result’ (Patel 2021, 34; Kirkby et al. 2025, 387). Effectiveness is measured by 

looking at how well a job is performed, in terms of how it is required to be performed. If someone is 

effective, efficiency can emerge as the definition of the monetary and human cost and benefit ratio 

behind the effectiveness (Patel 2021, 34; Kirk and Givi 2024; Lemel 2021). 

Companies use generative AI with communicative purposes to demonstrate a mark of status and 

innovation, while others are met with legislative measures, requiring communication made by AI to 

be designated accordingly. These requirements have been imposed because of the result of ethical 

questions and assessments of authenticity (Kirk and Givi 2024, 1). Authenticity, also referred to as 

brand authenticity, is important for brands that aims to influence trust and loyalty in consumer 

experience. Brand authenticity is the extent to which a brand is perceived as faithful and true 

towards itself (Södergren 2021, 645-647). Brand authenticity is a crucial element for consumers, an 

area of interest in consumer behaviour research, as well as an essential part of present-day 

marketing (Kirk and Givi 2024; Kirby et al. 2023). Authenticity and AI are also crucial parts of a 

company’s brand voice, which is the ‘projected and ultimately perceived (…) attitude, tone of 

voice, choice of language and typography’ (Kohli and Yen 2020, 116 in Kirkby et al. 2023). If the 

brand voice is generated by AI, it must create a connection between the brand and consumer that 

resonates with the brand essence and identity to uphold credibility (Kirkby et al. 2023). When the 
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brand voice is perceived as authentic, positive effects and impacts would also be expected for the 

brand (Kirkby et al. 2023).  

The adoption of these recent technologies visualises a juncture for the application of theory and 

practice, which contributes to an understanding of the implications of consumer behaviour and the 

effectiveness and efficiency of the advertisement material (Kirk and Givi 2024, 1). A rich body of 

research has examined consumer perceptions of predictive AI. However, research about generative 

AI is at its starting point. This gap presents an opportunity to expand the theoretical understanding 

of the consumer perceptions of AI-generated marketing communication. In the new age of 

technological advancement, the gap between innovation and perceptions suggests urgent need for 

further empirical research. This research should aim to guide the marketing strategies and co-

creation, specifically in relation to brand voice, authenticity, and credibility of marketing 

communication (Kirkby et al. 2023).  

Therefore, this project seeks to investigate how the consumer perceptions of AI marketing 

communication evaluate brand credibility and authenticity, and how perceptions can be interpreted 

through human-AI co-creation. By examining this junction between AI-generated content, brand 

authenticity, and consumer perceptions, this project seeks to obtain a deeper understanding of the 

perceptual challenges and problems associated with AI-generated marketing communication. 

 

 

 

 

 

 

 

1.2. Problem statement 

How do consumer perceptions of AI marketing communication evaluate brand credibility and 

authenticity, and how can perceptions be interpreted through human-AI co-creation? 
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2. Philosophy of science and research design 

This chapter seeks to elaborate on the philosophical foundation that will guide the work with this 

project. Additionally, this chapter will deal with the philosophical understanding of knowledge and 

reality, which will be used in the theoretical and methodological approaches. This chapter will help 

outline the assumptions that influence how the empirical data will be perceived and interpreted 

later. This chapter will also present epistemological and ontological assumptions that influence and 

inform the further work with this project and problem statement. 

 

2.1. Philosophy of science  

Philosophy of science is a way of thinking about and making sense of real-world complexities 

(Patton 2022, 69 in Walsh and Kaushik 2019, 1). In philosophy of science, reality and knowledge 

are terms discussed by communities of specialists with their own specific worldview, which is also 

known as paradigms. Examples of this could be constructivism and pragmatism that consist of 

philosophical assumptions about the nature of reality (ontology) and about how one gains 

knowledge or sees the world (epistemology) (Walsh and Kaushik 2019, 1). Philosophy of science 

also encompasses assumptions about the methodologies, which determine the best methods for 

gaining knowledge about the world. In terms of the work with this project, this will be 

contextualised in the project later (Walsh and Kaushik 2019, 1).  

As mentioned as one of the paradigms, pragmatism focuses on the researchers employing the 

philosophical and methodological approaches that works best in terms of the problem statement. 

Pragmatism embodies multiple realities and an objective reality apart from human experiences. 

However, the objective reality can only be encountered in the environment of human experience, 

making knowledge socially constructed (Morgan 2014 in Walsh and Kaushik 2019, 1-3). Therefore, 

the pragmatic focus is not to uncover the objective truth, but to obtain experiences through different 

and relevant approaches and methods (Yardley and Bishop 2017).  

According to pragmatism, ontology cannot be determined as objective, but as a concept of reality, 

being portrayed in what works. Therefore, knowledge is not abstracted entirely from beliefs and 

experiences. In pragmatism, knowledge, reality, and truth are functional, meaning they follow a 

contextualised goal, and not an objective truth (Yardley and Bishop 2017). 
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In pragmatism, epistemology focuses on experience-based knowledge. Researcher perceptions are 

influenced by social experiences in which knowledge is socially shared (Walsh and Kaushik 2019, 

4). In pragmatism, knowledge is constructed to improve problematic situations (Goldkuhl 2012; 

Ormerod 2006 in Walsh and Kaushik 2019, 5). Drawing on American philosopher, John Dewey, 

theory of inquiry is about experience that resolves uncertainties and supports action (Walsh and 

Kaushik 2019, 5). This helps researchers gain control over the actions and consequences, which 

enable planning and directing the actions to achieve a desired consequence (Walsh and Kaushik 

2019, 5). Here, evaluating the consequences and whether they would match or differ from the 

research goals are part of a decision-making process. In this process, the researcher uses their own 

beliefs and experiences, about the consequences of choices, related to the project (Walsh and 

Kaushik 2019, 5).  

Here, challenges lie in whether the philosophical assumptions and the obtained information are 

useful in producing a desired problem-related result. These challenges emerge from pragmatism 

placing problem statements above the philosophical assumptions (Walsh and Kaushik 2019, 5). 

However, working methodologically combines philosophical issues with methods, which enable 

researchers to gather thoughts about knowledge from efforts into production. The researcher decides 

what methodology is appropriate for conducting the project, which is influenced by researcher 

interactions and beliefs (Walsh and Kaushik 2019, 5-6).  

In pragmatism, acquiring knowledge is a continuum in which pragmatism includes flexible and 

reflexive approaches to the research design. The researcher selects both methodology and research 

design that appropriately address the problem statement (Walsh and Kaushik 2019, 6). According to 

Dewey, pragmatists identify legitimate problems as being part of social situations addressed through 

inquiry. Then, the researcher investigates the problem from several perspectives, depending on the 

project aim (Walsh and Kaushik 2019, 6-7). If a problem has different perspectives, the researcher 

must observe or measure all perspectives.  
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2.2. Research design  

To incorporate pragmatism into the work with this project, pragmatism will be applied to respect the 

problem statement and its different perspectives of inquiry. The problem statement given in 1.2 

revolves around a social situation, because of the assessments of authenticity and ethical questions 

around AI marketing communication, which have gained increased consumer attention (Kirk and 

Givi 2024, 1; Kirkby et al. 2023; Walsh and Kaushik 2019, 4-8). The knowledge of this topic is 

constructed through earlier experiences, which refer to the content mentioned in the introduction. 

This content refers to the reality of the world, which can be improved and supported (Goldkuhl 

2012; Ormerod 2006 in Walsh and Kaushik 2019, 5). 

This project will seek to answer the problem statement in a way that can resolve similar problematic 

situations in the real world. In terms of research design, researcher beliefs and experiences are used 

to make specific choices, which are relevant to how the researcher plans and directs actions to 

achieve desired consequences. Therefore, these consequences, as well as their relevance or 

differentiation to the problem statement, will be evaluated based on experiences and beliefs (Walsh 

and Kaushik 2019, 5-8). This will enable the researcher to be flexible in terms of the choices made, 

related to methodological research. This will include choices of methods and data, which are not 

bound to specific theoretical frameworks or philosophical foundations, but choices that will be 

deemed flexible and relevant to the different perspectives of the problem statement (Walsh and 

Kaushik 2019, 6-7). In accordance with the problem statement and the multiple realities of 

pragmatism, this will include implementing mixed methods, which will be established later. These 

considerations will also be used in terms of selecting theoretical frameworks and collecting 

empirical data, which will be used for analysis in chapter seven (Walsh and Kaushik 2019, 5-8). In 

working with this project, the pragmatic goal is to understand the practical problem of how 

consumer perceptions of AI marketing communication evaluate brand authenticity and credibility, 

and how perceptions can be interpreted through human-AI co-creation (Walsh and Kaushik 2019, 

4).  

To establish the philosophical foundation of the further work with this project, the next chapter will 

explain and elaborate the literature review. In this review, the inclusions of literature will, through 

the philosophical foundation, be evaluated in terms of their ability to contribute to the problem 

statement. 
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3. Literature review 

This chapter will deal with the existing and relevant literature, which is relevant to the problem 

statement and topic. This chapter covers the literature review, which seeks to establish preliminary 

research to the theoretical framework and further work. The purpose of this chapter is to identify 

concepts, theoretical frameworks, and empirical research related to AI marketing communication, 

brand voice, authenticity, and consumer perceptions of authenticity and credibility. By reviewing 

these pieces of literature, this chapter will help outline the existing and prior knowledge, as well as 

current research gaps relevant for further research. Therefore, this literature review contextualises 

this project in a broader academic context, and it provides the relevant selection criteria of the 

upcoming theoretical and methodological approaches within the philosophical foundation. 

 

3.1. Applied marketing communication 

The concept of marketing is central to the concept of exchange (Varey 2002, 12). The 

communicative aspect of marketing is a transactional process between parties, through which 

meaning is exchanged through the use of symbols (Engel et al. 1994 in Varey 2002, 12). Here, in 

alignment with Sheth et al., marketing theories can be classified into dimensions, of which the 

interactive dimension focuses on the ‘interdependent exchange relationships’ of relations and effects 

(Sheth et al. 1998 in Varey 2002, 12). Schultz and Schultz further emphasise the need for 

integration, as a possible solution, in how marketing and communication is implemented and 

developed (Schultz and Schultz 1998, 10). Kitchen and Pelsmacker further elaborates on the 

integration through Integrated Marketing Communications (IMC), being a product of the late 

twentieth century (Kitchen and Pelsmacker 2004, 6). IMC, according to Kitchen and Pelsmacker, 

can be traced back to advertising and public relations practices in the late 1980s (Kitchen and 

Pelsmacker 2004, 6). McGrath states that the term ‘integrated marketing communications’, 

regardless of its history, has been incorporated as a better way of ‘managing the growing range of 

marketing communications choices’ (McGrath 2005, 191). According to McGrath, this indicates the 

relevance of the internet and consumer databases as available options (McGrath 2005, 191).  

Processes of marketing communication have become relevant to Integrated Marketing 

Communication (Mulder 2022, 220). Underlying the communicative aspect, Mulder states that 

knowledge about the evolution of marketing communication is important to understand the effective 

application of integrated communication. Mulder deems this relevant, as it encompasses IMC, 
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which is important for a company’s success (Mulder 2022, 220). In theory, John Egan further 

categorises IMC as a process of using promotional tools, to create constructive collaborations of 

communication (Egan 2023, 36). IMC also drives organisational considerations and marketing 

planning, as communication can influence stages of buying processes, as well as force 

considerations of the impact of communication activities (Egan 2023, 36). The integration process 

means that organisational actions are aligned and should seek to construct relations with customers 

(Mulder 2022, 231).  

The future of effective organisations relies heavily on integrated communication that can be brought 

together in a complete strategy, which enhances the need for facilitating customer relationships that 

applies to the promotion and advertising mediums (Mulder 2022, 235). This emphasises the need to 

shift from production to connection. This is proposed by Mader and Semenchuk, as companies and 

their efforts will be defined in their connection with customer preferences, not in their product 

categories (Mulder 2022, 235). This is also proposed by Egan, when discussing a new perspective 

on marketing with growing factors that are based on relationships. This indicates the withdrawal 

from the ‘domination of consumer goods marketing’ (Egan 2023, 37). As brought up by Egan, from 

this connection to ‘the relationship marketing perspective’, Mulder elaborates on the popularity of 

CRM, which is an abbreviation for customer relationship management (Egan 2023, 37; Mulder 

2022, 232).  

According to Mulder, companies seek to incorporate CRM to build strong relationships, which is 

largely performed through software and technology.  These can be used to create ‘customer data 

collection and analysis infrastructures’ that facilitate relationships between parts (Mulder 2022, 

232). Additionally, Perez-Vega et al. propose that modern perspectives of CRM showcase the 

application of technologies, such as social media, in new measures of achieving customer 

engagement. According to Perez-Vega et al., this emphasises social customer relationship 

management (Perez-Vega et al. 2022).  

According to Mulder, CRM is not a technology, but a part of the corporate strategies and objectives, 

to learn about and serve customer needs in a productive format (Mulder 2022, 232). Because of this, 

relationships will be the ‘glue for bonding loyalty’, as perceptions of customers are the reality of 

marketing (Mulder 2022, 232). To respect the customer needs, all people involved in integrated 

communication must create correct expectations to what is being communicated to the customer, 

which emphasises the efficiency and effectiveness of developing close bonds to customers (Cross 
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2001, 53 in Mulder 2022, 232). A lack of integrated and coordinated communication can risk 

customers not receiving the same message, which can result in negative credibility and reputational 

attitudes (Mulder 2022, 231). According to Mulder, implementing integrated marketing and 

strategies should be employed to upgrade corporate capabilities, which can satisfy needs (Mulder 

2022, 231-233). 

According to Clemons and Hughes, informed employees can do their jobs more effectively, as they 

understand their company better (Clemons and Hughes 2003, 46 in Mulder 2022, 232). According 

to Egan, this could create problems because public relations are seen to be less controllable, because 

of human inconsistencies. Here, Perez-Vega et al. highlight the lack of control as a shift in power 

balance towards the customer, which provides insights about the need for improving CRM 

capabilities (Egan 2023, 44-45; Perez-Vega et al. 2022).  

Perez-Vega et al.’s study, which focuses on social media and its evolution with the concept of CRM, 

conceptualised as social CRM, focuses on some relevant literary findings. These findings identify 

research that emphasises ‘implications for consumer research’ (Perez-Vega et al. 2022). In 

alignment with the descriptions of CRM and social CRM, Perez-Vega et al. say companies must 

engage in interactions with customers collaboratively and transparently through social media 

(Perez-Vega et al. 2022). In the adaptation of evolving needs, and in alignment with Perez-Vega et 

al.’s study, social CRM represents Dynamic Capability Theory, which enables companies to adjust 

resources and respond to changing environments (Kwon et al. 2025, 485). Through this theory, 

companies also gain capabilities to exploit opportunities, while maintaining an internal and external 

alignment, which can make the performance vary over time (Perez-Vega et al. 2022; Teese 2025, 1).  

According to Kwon et al.’s study, Dynamic Capability Theory proposes that social CRM 

capabilities enhance the performance through innovation and operational efficiency. Examples of 

this are the optimisation of organisational processes to be more efficient, and innovation such as 

developing new processes (Kwon et al. 2025, 485). This can also be performed by combining 

available resources creatively (Peres-Vega et al. 2022). In addition to this, implementing strategy 

studies for organisational choices are fundamental in this theory, and in the evolution of competitive 

environments (Liboni et al. 2022, 864). In terms of application, it can help assess the development 

of capabilities in responding to achieved information from customer interactions on social media, 

which can increase engagement and performance interactively (Peres-Vega et al. 2022).  
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Although previous studies have investigated social CRM in profit-driven organisations, there is a 

need to understand how the implementation of social CRM can impact relational outcomes, beside 

the focus of resources for and strategies in applying CRM tools (Doherty et al. 2014 in Kwon et al. 

2025, 490). Given the continued usage of technology by firms and customers, and an underexplored 

dimension of consumer perspectives in social CRM, this creates a need to explore perception 

processes. This is relevant in qualitative research and case studies, as they can explore experiences 

and relationships of using social media, as well as managing the channels of communication (Perez-

Vega et al. 2022). In alignment with pragmatism, case studies embody an account of real-world and 

social phenomena from non-academic sources, examined by qualitative or mixed methods that 

provide human insights and understanding (Walsh and Kaushik 2019, 5-8; Lim 2024; Greenhalgh 

2025). 

This brings up technologies such as AI, that can automate processes of selecting and deselecting 

customers. Peres-Vega et al. emphasise the need for further research of impact on consumers, which 

can influence future social CRM strategies, also elaborating on the relevance of consumer 

perceptions (Perez-Vega et al. 2022).  

 

3.2. Artificial intelligence in marketing communication 

CRM has actively included the collection and usage of data with support from technology, to 

enhance customer relationships, to generate marketing responses and ideas, and to gain a 

competitive advantage (Ledro et al. 2022, 48). Earlier empirical studies show the application of 

social media in improving the performance and relationship, which has created a shift from profit-

orientation to a relationship-oriented perspective (Doherty et al. 2014 in Kwon et al. 490; Benslama 

2025, 48). Conventional approaches to social CRM have focused more on measuring customer 

perceptions, rather than converting measurements into strategies (Benslama 2025, 48; Ledro et al. 

2022, 48), which could provide enhanced consumer communication (Perez-Vega et al. 2022). In a 

digital world, the amount of data and capacities have led to new technologies, including artificial 

intelligence. Artificial intelligence can use machine learning and natural language processing of 

data to learn and achieve goals (Perez-Vega et al. 2022; Ledro et al. 2022; Benslama 2025, 48). The 

advanced artificial intelligence systems have provided support in using the mentioned data in CRM 

features, such as programmatic advertising, as well as in the coordination of consumer experiences 

within organisations (Benslama 2025, 48; Ledro et al. 2022, 48). However, as the needs of the 
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customer evolve, and because of the increasing interactions, CRM systems and companies need to 

be more dynamic and flexible, as generative AI implementation enhances interactions between 

companies and customers (Perez-Vega et al. 2022; Cosper 2023, 1). These interactions can also be 

relevant in terms of examples such as credibility assessments. This is because of sources or 

companies being perceived as credible are more prone to communicate credibly (Scharrer et al. 

2025). 

Little insights have been provided in terms of AI. Most of it is about computer science and 

operations, examining tasks of machines and tasks reserved for humans (Ledro et al. 2022, 49). 

Siemon has provided a study that elaborates on the use of AI in everyday work, as well as the 

organisational effect and functions of joint work with AI (Siemon 2022, 871-882). Ledro et al. 

further emphasise the need to include these concepts for future research. More specifically, the 

interaction between humans and AI, as well as their designated tasks, are relevant areas for further 

research (Ledro et al. 2022, 58). Because of the rising generative AI technologies, and because of 

companies deploying them for marketing purposes, the concept of human and AI collaboration 

provides limited research (Madathil 2025). Kirk and Givi also emphasise the use of predictive AI as 

an area of rich research, specifically in consumer response research (Kirk and Givi 2024, 1). In 

alignment with Ledro et al.’s proposition, the joint work of AI and humans aims to reach specific 

goals (Perez-Vega et al. 2022; Ledro et al. 2022; Benslama 2025, 48). According to Siemon, 

reaching specific goals depends on the collaborative situations and efforts made towards the goal. 

Siemon and Madathil state that these goals could be productivity or cost reductions (Siemon 2022, 

876; Madathil 2025).  

In alignment with the introduction, generative AI and its lack of research present the application of 

language models, such as ChatGPT, which can be used for generating content (Kirk and Givi 2024, 

1). According to Madathil, generative AI implementation into corporate marketing strategies is of 

limited research, and it creates relevant areas for further research. This is because of its disruptive 

impact on advertising or communication (Madathil 2025; Perez-Vega et al. 2022). Examples of this, 

drawn from Madathil’s study, which focuses on AI-generated video advertisements, are Coca-Cola 

and Google, who sparked backlash on social media (Business Standard 2024 in Madathil 2025).  

In alignment with pragmatism, the relevance of addressing different perspectives of a problem 

could apply to this, as it highlights achieving knowledge about a problematic situation (Goldkuhl 

2012; Ormerod 2006 in Walsh and Kaushik 2019, 5). With relevance to the cases of Coca-Cola or 



20213517 Aalborg University 01-06-2026 

 
11 

 

Google, conducting qualitative research to explore the relationships in social media could provide 

human understanding and experiences to the problematic situation. Here, human understanding and 

experiences could be portrayed in how perceptions of AI marketing communication influence 

responses (Walsh and Kaushik 2019, 5-8; Lim 2024; Greenhalgh 2025). Siemon emphasises that 

research is needed to investigate the individual aspects and roles in collaborative and perceptual 

factors. Here, Siemon indicates including the human roles in combination with the AI team roles 

(Siemon 2022). Charan et al. suggest that the collaborative effectiveness is about balancing the 

strengths and weaknesses of participants, but also about the way of solving issues of AI 

implementation (Charan et al. 2025, 424). Siemon’s study emphasises some of the issues through 

Media Equation Theory and Social Response Theory. When AI gets equipped with human-like 

capabilities, such as authoring content or creating images and videos, customers tend to respond as 

it was a human sender, applying social rules and expectations to AI or computers (Siemon 2022; 

Kirk and Givi 2024, 1). 

 

3.3. Brand voice and authenticity in AI marketing communication 

Implementing technologies with human-like capabilities creates vast implications and opportunities 

(Charan et al. 2025, 424). An effective partnership can contribute with problem-solving capabilities 

and personalised content, which are useful in social CRM (Perez-Vega et al. 2022; Charan et al. 

2025, 424). However, as AI challenges the marketing and content landscape (Madathil 2025), AI 

also becomes more advanced in its innovative solutions to complex challenges, which also apply to 

issues of authorship and originality (Charan et al. 2025, 424). Relationships between humans and 

technology become more complicated, because generative AI is implemented in how people think 

and solve problems. Relationships also become complicated because of humans and technology 

being communicatively indistinguishable from each other (Boyd and Markowitz 2026; Charan et al. 

2025, 424). The human and AI joint work can create new possibilities and outcomes, also requiring 

considerations of ethical and social implications (Charan et al. 2025, 424). In communication, the 

possibilities and outcomes also require considerations of conceptual tensions between efficiency 

and consumer expectations of originality (Neneng 2026, 43). Some of the ethical implications 

mentioned above could be disclosure and transparency, which enhance credibility and trust (Neneng 

2026, 43).  
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In contrast to consumer perception research, such as authenticity perceptions (Nizar et al. 2026, 

2800), Kirk and Givi has conducted research of AI disclosure, which emphasises helping brands 

navigate the complex concepts of trust and authenticity in AI usage (Kirk and Givi 2024, 1). 

However, some of the research regarding AI-generated content focuses on perceptions regarding AI 

disclosure, such as the one of Kirk and Givi. However, despite a body of research, attention to 

authenticity remain limited (Kirk and Givi 2024, 1; Neneng 2026, 43; Nizar et al. 2026, 2800). 

Kirkby et al. also state the importance of AI in trust and commitment (Kirkby et al. 2023). The use 

of AI transforms the way brands and companies communicate, which raises the concerns of brand 

authenticity and consumer perceptions (Neneng 2026, 42). Brand authenticity presents a significant 

gap, as it is a central factor of consumer behaviour. From this, Kirkby asks if the perceived brand 

authenticity will be influenced by the disclosing of the source (Neneng 2026, 43; Kirkby et al. 

2023). Neneng’s study seeks to examine the effects of AI disclosure on brand authenticity and brand 

attitude (Neneng 2026, 42). Kirkby’s study seeks to explore it similarly (Kirkby et al. 2023).  

Through Processing Fluency Theory, Neneng seeks to understand the consumer responses to AI-

generated brand voice, by moving beyond the disclosure element, enabling an understanding of 

communication ‘in the age of artificial intelligence (Neneng 2026, 44-50). However, Neneng’s 

study fails to address real life cases. As mentioned in Neneng’s stimulus development, the focus on 

fictitious brand names could reduce the generalisability to real-world findings (Neneng 2026, 50). 

Also, Neneng employs quantitative experimental design, which is relevant for examining effects, 

but undermines the relevance of qualitative research and case studies to this project (Neneng 2026, 

44; Lim 2024; Greenhalgh 2025). This undermines the relevance of Neneng’s study to this project, 

because this project seeks to achieve knowledge about real-world examples, which can apply 

knowledge to social and problematic situations (Walsh and Kaushik 2019, 5-8). Specifically, the 

knowledge that this project seeks to obtain is guided by multiple perspectives, which will be 

established in 3.4. To answer the problem statement, relevant approaches require human insights, 

understanding, and experiences (Lim 2024; Greenhalgh 2025).  

For Kirkby’s study, an experimental design was also used, with the results of AI-generated and 

disclosed text not being perceived as less authentic. These results imposed no negative effects on 

brand voice authenticity and brand attitude (Kirkby et al. 2023). In Kirkby’s study, an online survey 

was conducted with 37 participants, who had to see a text and answer three questions on a five-

point Likert scale (Kirkby et al. 2023). Kirkby’s work also included Processing Fluency Theory.  

Kirkby’s study followed three levels of emotionality displayed in three texts: ‘specification (lower 
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emotionality), product description (medium emotionality) and chatbot (higher emotionality)’ 

(Kirkby et al. 2023). The Processing Fluency Theory focuses on how easy humans process 

information (Lee and Labroo 2004 in Kirkby et al. 2023). The texts were sourced from Adidas’ 

website, while being indistinguishable as AI or human text. The material did not include any images 

or logos to validate the source disclosure on authenticity. Measurements were also included by 

conducting and online survey, where participants answered questions about brand voice and 

authenticity, going from 1 (disagree) to 5 (agree) (Kirkby et al. 2023).  

With reference to Kirkby’s study, what is also relevant for the further work with this project is that 

research of AI-generated communication needs further work with written, visual, and interactive 

touchpoints (Kirkby et al. 2023). To highlight this, there should be a need to focus on how the 

organisation and consumers can use interaction (Perez-Vega et al. 2022), as it is an element that can 

affect authenticity.  

In accordance with the problem statement, Kirkby’s study highlights AI-disclosure effects, and not 

perceptions as communicative field (Kirkby et al. 2023; Perez-Vega et al. 2022). For this project, 

following pragmatism, including empirical data from real-world examples, and not surveys with 

participants, can help address a problematic situation of multiple realities through a case study 

(Walsh and Kaushik 2019, 5; Greenhalgh 2025). This is relevant for this project, as pragmatism and 

case studies enable investigating and evaluating consequences of social choices (Walsh and Kaushik 

2019, 5-8; Greenhalgh 2025). Through a case study, this project can provide real-world knowledge 

about the understanding and experiences obtained by qualitative data, which can be relevant to 

answer multiple inquiries of a problematic situation (Kirkby et al. 2023; Lim 2024; Greenhalgh 

2025; Walsh and Kaushik 2019; 5-8).  

The specific approach of how this literature review is going to be applied in the further work will be 

established in the next section. In this section, the research gaps that this project aims to address 

will also be elaborated.  
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3.4. Approach for further research 

To conclude this literature review, this section will cover the relevant considerations and research 

gaps, which are relevant for the further work and to the implementation of frameworks. This project 

seeks to obtain relevant ideas that can be used in improving future AI marketing communication, 

which means this project seeks to reach beyond the conventional approaches of social CRM 

(Benslama 2025, 48; Ledro et al. 2022, 48; Perez-Vega et al. 2022). Given the new age of AI, 

consumer perspectives and the shift towards consumer control are underexplored areas (Perez-Vega 

et al. 2022; Cosper 2023, 1; Neneng 2026). Additionally, as also established in the literature review, 

human-AI team roles and human-AI work provide limited research. The limited research of 

individual aspects and roles in collaborative and perceptual factors indicate a need to include human 

and AI team roles collaboratively (Siemon 2022). To move forward with this limited research, the 

upcoming framework will be chosen based on its ability to provide an understanding of the 

relational outcomes mentioned in the literature review. The outcomes mentioned go beyond 

understanding marketing strategies (Doherty et al. 2014 in Kwon et al. 2025). To address this, the 

upcoming framework will encompass perceptions of marketing communication, as well as 

interpretations of human-AI joint work, to establish sufficient research about individual roles of 

human-AI joint work and perception factors (Perez-Vega et al. 2022; Cosper 2023, 1; Neneg 2026). 

To address the limited research of authenticity, the upcoming framework will also seek to draw 

attention to brand authenticity and credibility, with corresponding interpretations of the human-AI 

work. This can provide relevant knowledge that can contribute to an understanding of how 

consumers perceive AI marketing communication, which can contribute to findings relevant to 

coordinating consumer experiences (Kirk and Givi 2024, 1; Neneg 2026; Kirkby et al. 2023; 

Mulder 2022, 232; Perez-Vega et al. 2022; Cosper 2023, 1). In addition to this, and through 

qualitative research, this can move the project beyond a quantitative approach of measuring effects 

of AI disclosure. Instead, this project aims to reveal the consumer experiences, perceptions, and 

insights about social phenomena, as well as relevant implications of solving issues of AI 

implementation in human-AI joint work (Charan et al. 2025; Greenhalgh 2025; Siemon 2022, 871-

882). In alignment with pragmatism, the problem statement, and the content mentioned before, the 

upcoming framework will, based on this literature review, be capable of providing relevant 

knowledge to address a problematic situation (Walsh and Kaushik 2019, 5-8). Working with the 

upcoming framework, based on the philosophical foundation, will not force a specific methodology 

to be applied. However, given the previous information in this section, this enables the project to 
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investigate the multiple realities of a problem. This proposes qualitative mixed methods that can be 

applied in a real-world case, which strengthens the problem-oriented aspect of pragmatism (Walsh 

and Kaushik 2019, 5-8; Lim 2024; Greenhalgh 2025).  

In summary, and in accordance with this literature review, the upcoming theoretical framework will 

encompass a framework that enables an understanding of the generation of AI marketing 

communication through human-AI joint work. The upcoming theoretical framework will also 

encompass a framework that enables qualitative research of perceptions of both authenticity and 

credibility, to achieve an understanding of phenomena through human insights, and how it can 

improve problematic situations (Walsh and Kaushik 2019, 5-8; Lim 2024; Greenhalgh 2025). 

 

4. Theoretical framework 

This chapter will present the theoretical framework that will guide the further work, to investigate 

how consumer perceptions of AI marketing communication evaluate credibility and authenticity. As 

the problem statement concerns both the human-AI joint work in marketing communication and 

how consumers evaluate the communication, this framework combines perspectives dealing with 

both of these elements. First, Human-AI Co-Creation will be described as theory for understanding 

the human-AI involvement in marketing communication. By focusing on the relational outcomes 

and on the attention to authenticity from the literature review, this theory will be applied 

interpretively to understand consumer perceptions of authenticity and co-creation, as mentioned in 

the problem statement (Charan et al. 2025). Second, Source Credibility Theory will be described as 

a framework for enabling interpretation of consumer perceptions, and how they evaluate the 

credibility of AI marketing communication. The last section in this chapter will cover the theoretical 

applications, and how this framework will be used for the further work.  

 

4.1. Human-AI Co-Creation 

AI has evolved to support the creative and collaborative efforts between human and artificial 

agents. This collaboration, which represents the effort of both agents towards a common and 

strategic goal, is known as Human-AI Co-Creation, which will be referred to as HAICC (Kirkby et 

al. 2025, 385).  
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Working with AI suggests expanded opportunities to work creatively with AI in creation of content 

and brand-related material (Kirkby et al. 2025, 385). The background for focusing on HAICC 

comes from brand voice, authenticity, efficiency, and effectiveness, which have been mentioned in 

the introduction and literature review (Kirkby et al. 2025; Cross 2001, 53 in Mulder 2022, 232). The 

creative brand voice covers the organisational AI-generated text, images, and videos. In accordance 

with the technological changes wrought by AI, this AI-generated content can display an 

augmentation of human creativity (Kirkby et al. 2025, 386). In addition to the introduction, and 

according to HAICC, brand voice represents a brand’s identity, authenticity, and personality through 

the choice of language, attitude, and content, which should serve as an interpretive lens for later 

(Kirkby et al. 2025, 385; Kirkby et al. 2023).  

In connection to the introduction, HAICC describes efficiency as the capacity to limit outputs, such 

as budgets that are allocated to brand awareness efforts. These efforts could be creation of content, 

while still maximising brand identity. With the assistance of AI, HAICC indicates the need for an 

enhanced and effective brand identity, while offering original content and remaining consistent to 

the existing brand. This is required, so the existing brand does not lose its positioning and 

recognition. Additionally, the brand effectiveness should also contribute to the organisational goals, 

which can be measured through customer behaviour and attitudes towards the brand (Kirkby et al. 

2025, 386). To maintain efficiency and effectiveness of HAICC, three different levels need to be 

considered. These are the individual, organisational, and societal levels. The upcoming sections will 

elaborate on the content and focus points of the different levels, starting off with the individual level 

(Kirkby et al. 2025, 386).  
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Figure 1 - Human-AI Co-Creation for Creative Brand Voice Framework (Kirkby et al. 2025, 388) 

 

4.1.1. Individual level 

The individual level focuses on factors that contribute to efficiency and effectiveness in the 

operational processes, such as planning or producing content collaboratively, between the brand 

professional and AI. The individual level consists of three factors: technological, human, and co-

creation teaming (Kirkby et al. 2025, 387). These three factors will be elaborated in the upcoming 

subsections.  

 

4.1.1.1. Technological factor  

The technological factor focuses on the allocation of AI task roles. These task roles facilitate task 

completion and individual performance, leading to group goals. Establishing roles for the 

collaborative team of AI and humans can reduce the ambiguity, negative expectations, and 

uncertainty, enhancing both the performance and commitment. This is performed by performing a 

creative process model, which encompasses preparation, incubation, illumination, and verification 

(Kirkby et al. 2025, 387-388). 
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In the preparation stage, AI facilitates human cognition in early stages by understanding questions 

and framing of ideas. In the preparation stage, this is vital for the coordinator and definer task roles. 

In a coordinator role, the AI can enhance efficiency by allocating resources (Kirkby et al. 2025, 

388). This process helps guide the creative process, as well as motivating and assigning tasks to the 

human brand professionals. The task delegation improves self-efficiency, but also task satisfaction 

and performance (Hemmer et al. 2023 in Kirkby et al. 2025, 388). In the role of the definer, an AI 

can set goals for the human before engaging in creative challenges, which can contribute to 

efficiency (Kirkby et al. 2025, 388). 

In terms of effectiveness, AI task roles include a creator and an expert consultant. The creator 

gathers information and provides ideas that can ignite the ideation process. This process revolves 

around the AI inconsistencies that can showcase strengths, because of the ability of the AI to 

provide diverse ideas (Kirkby et al. 2025, 388). In other words, the AI reduces the time, while 

producing unique content. The expert consultant can provide information about specific research 

tasks that emerge (Kirkby et al. 2025, 389). 

In the incubation stage, the generation of ideas often happens unwittingly. However, the generated 

ideas can be supported through dialogue with others (Hall et al. 2008 in Kirkby et al. 2025, 389). In 

terms of effectiveness, the AI can be used as a second opinion, which enables task execution and 

comparison of ideas simultaneously (Kirkby et al. 2025, 389). Additionally, the AI can support 

cognitive processes and create reflections in its role as a creator (Kirkby et al. 2025, 389). In the 

role as the creator, the AI assists in the ideation process through the exploration of more options that 

can build on the initial ideas or concepts, which the human brand professional introduces (Kirkby et 

al. 2025, 389).  

In the illumination stage, the AI can contribute to effectiveness by providing remarkable results 

and/or outcomes, such as evaluations of concepts, as an evaluator, who checks for inconsistencies, 

improvement areas, or refinement areas (Kirkby et al. 2025, 389). If ideas that need more work are 

found, the AI creator can offer relevant and similar alternatives, which can lead to effectiveness 

gains (Hartmann et al. 2024 in Kirkby et al. 2025, 389). 

In the verification stage, the AI can possess three roles that help increase effectiveness. As the 

expert consultant, the AI can analyse ideas and expand them to provide greater detail to them. As an 

automator, the AI can execute human-like tasks quickly and find optimal solutions. As a doer, the 
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AI can bring the ideas to life or implement them in the world, which then reduces time and human 

effort (Kirkby et al. 2025, 389).  

 

4.1.1.2. Human factor  

The second factor at the individual level focuses on the human employee, who is also referred to as 

the human brand professional in the section before (Kirkby et al. 2025, 387-389). The framework 

behind the human factor provides a categorisation of the technical, human, and conceptual skills 

obtained within the collaboration between AI and human agents.  

The technical skills are defined as competencies involved in IT literacy, as well as proficiency when 

using AI tools. The human skills are defined in managing people to share the knowledge and 

information obtained to negotiate. The conceptual skills are defined in people finding solutions by 

working with topics and ideas (Kirkby et al. 2025, 389). These skills reflect the need for brand 

professionals to uncover trends and relationships, which the AI cannot identify.  

To achieve efficiency for creative brand voice when achieving technical skills, there is a minimum 

of skill required, because of the need to use AI tools and platforms, understand their functions, and 

navigate the interfaces. The conceptual skills are important to every team, as they need domain-

related expertise related to the design, strategy, and established brand voice (Kirkby et al. 2025, 

389). Here, the ability to guide and control AI in accordance with these elements is critical to the 

creative process and project success (Turchi et al. 2023 in Kirkby et al. 2025, 389). One of the 

abilities required is to prompt the AI, which requires communicating key needs, leading to results 

aligning with the established brand voice. Another ability is to evaluate the AI outputs meaningfully 

to the brand and topic (Baumgarth et al. 2023 in Kirkby et al. 2025, 389-390).  

 

4.1.1.3. Co-creation teaming   

In the middle of AI and human brand professionals, when looking at the picture from section 4.1, 

the ‘Co-Creation Teaming’ is visualised. The teaming is modes of collaboration that integrate 

human and AI attributes, how they co-create, and most importantly, who takes the lead, and who has 

the power to intervene in a creative process. There are five teaming modes: teaming human, 

teaming human lead and AI assist, teaming hybrid human-AI, teaming AI lead and human assist, 

and teaming AI (Kirkby et al. 2025, 390). 
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In the teaming human mode, AI functions as a problem solver and as creative support in 

visualisation tasks. However, in the teaming human mode, AI is not fully integrated in the work. In 

other words, the AI does not contribute independently to the creative process (Davis et al. in Kirkby 

et al. 2025, 390). In this mode, the minimal use of AI could threaten the employee performance and 

effectiveness, in contrast to that achieved from two agents working together collaboratively. In 

contrast to the teaming human mode, the teaming AI mode focuses solely on the AI operation, 

without input or guidance from human agents. This can raise concerns about human activity being 

reduced, which could influence the consistency and compatibility of the material being produced 

(Kirkby et al. 2025, 390).  

In between these two modes, the modes that surround whether AI or human agents lead the creative 

process are located. The teaming AI lead and human assist mode involves the brand professionals 

monitoring the task execution performed by AI. This mode is efficient if the brand professional can 

supervise and monitor several systems, as well as intervene when necessary to address failures 

(Methani et al. 2021 in Kirkby et al. 2025, 390). As the AI leads the process, the humans are 

responsible for gathering input from AI and human members, to address gaps and points for 

improvement. Although the AI surpasses human agents in terms of generating brand images and 

texts, the brand professionals must make sure that the brand voice remains the same and displays 

the relevant brand identity (Kirkby et al. 2025, 390). On the one hand, if there is too much trust in 

the AI systems, the creativity can be harmed. On the other hand, if the AI cannot be trusted, and the 

human brand professional intervenes too frequently, the effectiveness can be harmed (Kirkby et al. 

2025, 390).  

In the teaming human lead and AI assist mode, the human brand professionals influence the 

decisions made in the process, focusing on making the AI more efficient and accurate. In complex 

situations that require perfect execution, this mode is deemed as the most effective (Kirkby et al. 

2025, 390). Such situations are frequently external to the brand, which means that the brand 

interacts with consumers beyond the internal team. Here, the brand professional is responsible for 

training the AI while improving the process (Kirkby et al. 2025, 390).  

In the teaming hybrid human-AI mode, the AI and human actors are in tight collaborative mode. 

Here, they both generate and adjust creative outputs in collaboration with each other (Kirkby et al. 

2025, 390). In this mode of collaboration and during jobs, such as coordinatiom, the human agent 

begins the process from which the AI learns. As a response to this, they both create content, and the 
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human selects afterwards. During this process, after the AI has been trained more, the AI achieves a 

greater lead in the creative brand voice process (Kirkby et al. 2025, 390).  

In the context of creative brand voice, leaving out the role of the AI might lead to a lack of 

competitiveness, which makes HAICC relevant to organisations attempting to utilise the advantages 

of combining efforts of AI and human agents effectively and efficiently. However, it also demands 

that the brand voice is, even after all collaborative efforts, still recognisable for both employees and 

consumers (Kirkby et al. 2025, 391). In terms of this project, this addresses the need for managing 

and navigating the human-AI collaboration, given the organisational goals, to be on top of the 

strategic and competitive race (Yahoo 2024 in Kirk and Givi 2024, 1; Kirkby et al. 2025, 385). 

 

4.1.2. Organisational level 

At the organisational level, efficiency and effectiveness are created through the management 

capabilities that facilitate, organise, and manage HAICC for creative brand voice (Kirkby et al. 

2025, 391). This covers technological skills that can be obtained through a brand voice database and 

infrastructure, as well as facilitating human capabilities by allowing co-creation through 

socialisation with AI tools and platforms (Kirkby et al. 2025, 390). These elements will be covered 

in the upcoming subsections 

 

4.1.2.1. Infrastructure and brand voice database 

Infrastructure is what provides the AI systems with the required and technological structures (Cao et 

al. 2021 in Kirkby et al. 2025, 391). One of the types of infrastructure is the IT infrastructure, which 

focuses on hardware, software, storage, etc., that make the AI systems operational (Kirkby et al. 

2025, 391). If the infrastructure is updated to match the brand voice, companies can reduce wasted 

time used in fixing errors later. Another element of infrastructure is the integration complexity. This 

element focuses on the existing systems and how they communicate and integrate with other AI 

systems, from which scalable and flexible systems are important for data conversion. In terms of 

efficiency, the systems that can work with existing systems will reduce the time and effort used, to 

ensure the quality of input in the new system (Kirkby et al. 2025, 391). In terms of effectiveness, 

integrating and training the AI with brand voice-related data can lead to valuable outcomes. A 

scalable system also ensures better data conversion for future situations, which is relevant because 
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of the speed of developments in technology and trends (Kirkby et al. 2025, 391). In regard to 

accuracy of data input, data issues can happen, which requires avoiding the output that is incorrect 

or inaccurate (Kirkby et al. 2025, 391).  

The infrastructure is relevant in maintaining the AI systems, as it is important not to rely on 

inaccurate data to produce the outcomes. This misleads the display of brand voice, which can result 

in a lack of brand recognition, as well as harm to the brand. This can influence the perception of the 

brand negatively (Kirkby et al. 2025, 391). Because of this, the AI tools must be selected based on 

their capabilities to reflect brand voice as it should be reflected, as the selection of tools can 

influence performance strongly (Kirkby et al. 2025, 391-392).   

 

4.1.2.2. Socialisation   

AI and humans become implemented in socialisation stages in which the human learning increases, 

which leads to enhanced productivity and competitive advantage (Yahoo 2024 in Kirk and Givi 

2024, 1; Kirkby et al. 2025, 385-392). The familiarisation with AI tools helps brand professionals to 

understand the applications, such as in navigating uncertainties and retrieving information. As an 

example, onboarding plans can increase people’s awareness of the roles that the AI can possess, as 

well as knowing the capabilities of creating transparent communication and understanding the 

ethical boundaries of applying AI. This familiarisation happens in the sensing phase of socialisation. 

In the comprehension and action phases, the interaction between AI and human brand professionals 

focuses on clarifying the factors that influence change and trust. In HAICC, the sensing phase is 

seen as important because of its ability to reduce time, while creating better results. To achieve 

efficiency and effectiveness in HAICC, human resource management must be incorporated into the 

process to ensure socialisation with AI early in the process. This also requires a clear set of goals 

and expectations in the management process (Kirkby et al. 2025, 392). 

 

4.1.3. Societal level 

At the societal level, the relevant factors revolve around questions of how to manage HAICC 

outputs while complying with legal and social norms. These social norms could be the need for 

corporate digital responsibility, as well as values and norms that reflect public opinions and 

legalities of organisations. For context, corporate digital responsibility is a set of values and norms 
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that guide organisational operations within digital technology (Lobschat et al. 2021). This is an 

ethical perspective that is critical in the AI context. Relevant factors within this level are brand 

management, with the focus of responsibility, accountability, and AI transparency, which will be 

covered in the upcoming subsections. While focusing on this level of HAICC, the brand voice must 

be respected (Kirkby et al. 2025, 392). 

Brand voice copyright is also a part of the societal level. Given its problematic and comprehensive 

focus on copyright law and protection in regard to AI-generated content, this factor of the societal 

level is not deemed relevant in terms of answering the problem statement. This is performed on the 

back of the ability of the researcher to plan and direct actions to match the research goals and 

problem statement. For this part of the societal level, moving forward with the project without 

implementing this has been a part of the decision-making process (Walsh and Kaushik 2019, 5). 

 

4.1.3.1. Responsibility and accountability 

The responsibility of HAICC falls upon the duty to perform a task or comply with rules. The 

accountability focuses on the ability to provide explanations of authority, as well as legal and moral 

responsibility (Kirkby et al. 2025, 392).  

One of the responsibilities is to pertain an ethical and moral responsibility towards society, which 

prioritises humans over AI. Another responsibility focuses on incorporating AI systems by ensuring 

that algorithms lack objective and ethical errors (Kirkby et al. 2025, 392-393). Avoiding objective 

errors can be performed through software development practices, which also focus on guaranteeing 

that systematic mechanisms can trace the decisions made by AI. In alignment with these errors, AI 

must adhere to human values, as well as demonstrate ethical behaviour and morally justifiable 

decisions (Methnani et al. 2021 in Kirkby et al. 2025, 392-393). As an example, the AI must avoid 

elements, such as biases, ‘favouritism, hate speech, or stereotyping’, that can emerge from failed 

training (Kirkby et al. 2025, 393). Avoiding these errors can lead to better brand safety and brand 

reputation.  

In alignment with accountability, people such as policy makers can promote algorithmic 

accountability by ‘shaping policies, offering guidance, establishing regulations, and developing 

legal frameworks for AI adoption’ (Zirar et al. 2023 in Kirkby et al. 2025, 393). New regulations 

made by the European Commission Artificial Intelligence Act represents new laws and regulations, 
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which will be used to govern the use of artificial intelligence. The use of AI to be governed aims at 

ensuring that AI systems obey principles of safety, transparency, etc. (European Parliament 2023 in 

Kirkby et al. 2025, 393). These new regulations impede the frameworks and practices of brands to 

make sure that they ensure accountability. This makes it highly relevant to keep up with legislation, 

and to make sure that the management and systems are on board with it (Kirkby et al. 2025, 393). 

In HAICC, responsibility and accountability emerge in three phases. These are during data training, 

during co-creation, and during evaluation of the output. When training AI systems and tools to 

create content adhering to the brand voice, the data must be trained and coded to follow value and 

language features established by the brand voice (Kirkby et al. 2025, 393). In the beginning stages, 

where the AI is already trained with pre-existing data of biases and opinions, biases can still emerge 

from the output. This can be solved by determining ownership of the data, training AI to allocate 

responsibility (Kirkby et al. 2025, 393).  

During co-creation, both agents are responsible for keeping an error-free brand voice, which should 

be guided by clear codes of handling. To avoid the errors, brand management must take on the 

responsibility of limiting the extent to which AI is relied on (Kirkby et al. 2025, 393). Here, 

accountability will exist within an AI cycle, such as tasks focusing on maintaining AI to follow 

specific rules that are consistent with brand values (Kirkby et al. 2025, 393).  

In the evaluation process, monitoring with feedback loops must be performed for the co-created 

output. To achieve efficiency and effectiveness, co-creation must follow outlined rules of handling, 

as well as protocols for processes and decisions, which can result in upholding brand safety features 

that influence the consumer perceptions of the brand (Kirkby et al. 2025, 393).  

 

4.1.3.2. AI transparency 

AI transparency is interpreted as the verifiability, fairness, contestability, and trust (Kirkby et al. 

2025, 393). Trust implies the behaviour of agents when interacting with wide environments. Trust 

can be enhanced by presenting transparent information, as it helps refine mental models. 

Verifiability involves being able to trace and maintain record of ‘decision-related information’ 

(Kirkby et al. 2025, 393). Fairness refers to decision-making by algorithms, as well as the data used 

to train machine learning programs that can mimic a social bias. Contestability is about reflecting 
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the socio-legal context in which a decision is articulated (Kirkby et al. 2025, 393). Elements from 

this subsection will be further contextualised in 4.2.1.  

Transparency is beneficial to trust, as a lack of transparency contributes to negative perceptions of 

the agents (Musick et al. 2021 in Kirkby et al. 2025, 393-394). Explanations of AI decision-making 

can clarify an underlying justification of how algorithms function and decide. However, these 

explanations should not be included in every step of the AI process, but only in specific cases that 

require compliance, and when they can inform fairness evaluations (Kirkby et al. 2025, 394).  

Transparency in fairness, contestability, and verifiability are also relevant for creative brand voice, 

considering the legal developments. As an example, rules on transparency have demanded that 

brands comply with requirements for ‘disclosing AI-generated content’ to prevent illegal content 

generation in co-creative training processes (Kirkby et al. 2025, 394). Studies find that AI 

disclosure suggests no negative perceptions of authenticity. With relevance to social media, 

platforms, such as Meta and Instagram can be used to create images and videos with AI tools. This 

content will be labelled with an AI watermark, ensuring transparency in using AI (Kirkby et al. 

2025, 394). 

 

4.2. Source Credibility Theory 

Source Credibility Theory is used to understand the believability and persuasiveness of a sender of 

communication. Source Credibility Theory considers the subjective perceptions people develop on 

the back of their judgements of the agent (Khan and Mishra 2023, 68-75).  

With relevance to AI, Source Credibility Theory conceptualises the consumer responses to AI and 

human agents (Cao and Wang 2025, 3). As a theory that is widely applied in communication 

research, Source Credibility Theory explains that the credibility of information sources influences 

the effectiveness of communication. Therefore, the persuasive effect of a message is determined by 

the perceived credibility of the source, as it influences the attitudes and the level of acceptance 

towards the message (Cao and Wang 2025, 7). In Source Credibility Theory, there are three 

dimensions: attractiveness, expertise, and trustworthiness, which are important for the involvement 

of communication (Serman and Sims 2022, 2319). However, when AI-influenced material is 

included, trustworthiness and expertise are, and can be perceived as, the two main components of 
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perceived credibility. These two dimensions, and their relevance to be included in the project, will 

be elaborated in the upcoming subsection (Khan and Mishra 2023, 75). 

 

4.2.1. Trustworthiness and expertise 

One of the key factors that shapes consumer behaviour is trust, which is defined as the believability 

of a source of communication. It is referred to as the degree of credibility in the senders’ intention 

to communicate what they consider true (Serman and Sims 2022, 2320). In credibility in AI, 

trustworthiness focuses on the perceived morality of the agent (Fogg 2003 in Khan and Mishra 

2023, 75). This means that an AI portraying these aspects would be perceived as ‘fair, unbiased, 

truthful, honest, sincere, decent (…)’ (Khan and Mishra 2023, 75). In terms of evaluating 

trustworthiness in AI, elements of traditional trustworthiness, such as honesty or sincerity, might not 

fully reflect AI trustworthiness (Khan and Mishra 2023, 75). However, in addition to what was 

covered in section 4.1.3.1 and 4.1.3.2, consumers focus on perceiving AI trustworthiness through 

mentioned characteristics, such as fairness, accountability, and transparency, also referred to as FAT. 

According to Khan and Mishra, fairness, accountability, and transparency are the critical 

components of trustworthiness in AI (Khan and Mishra 2023, 75).  

Fairness focuses on the consumer perceptions of the non-discriminatory and non-biased outputs, as 

well as appropriately handled data. In alignment with the previous section, accountability involves 

the perceptions of the responsible source. As an example, accountability determines who is to blame 

if the AI makes errors or underperforms. Transparency focuses on the consumer perceptions of the 

AI operating criteria, and if they are available and understandable to the public. This can enhance 

consumer confidence (Khan and Mishra 2023, 75). An AI that is considered to possess high FAT 

may also be perceived as trustworthy.  

Another factor of the AI credibility is the expertise, which focuses on the consumer perceptions of 

the ‘knowledge, skills, experience, competency, accuracy, and ability to deliver’ of the AI (Khan 

and Mishra 2023, 75). This is a factor of AI credibility that is perceived as critical, as an AI will be 

perceived to be less likely to perform as expected (Khan and Mishra 2023, 75). Expertise is also 

defined as the quality of the source, in the light of knowledge and skills it possesses to make certain 

claims about a subject (Serman and Sims 2022, 2318-2320).  
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These two theories, HAICC and Source Credibility Theory, are the foundation of this theoretical 

framework. The use of this theoretical framework, as well as its relevance to the further work, will 

be contextualised within the pragmatic philosophy of science in the next section.  

 

4.3. Applying the theoretical framework  

This theoretical framework encompasses the view of HAICC and Source Credibility Theory to 

discuss and analyse findings, to highlight user interactions with AI-generated content, and to 

understand how perceptions and evaluations of credibility and authenticity are formed.  

From HAICC, the collaboration between human and AI agents, in a co-creative production process, 

will be applied as an interpretive lens to understand how consumer perceptions evaluate authenticity 

of AI marketing communication (Khan and Mishra 2023, 75; Siemon 2022; Kirkby et al. 2025). 

Therefore, HAICC will not be applied in collection and analysis of organisational data or content. 

This is because HAICC, in this project, seeks to function as an interpretive lens through which 

consumers can articulate responses. Through this, the project addresses the area of limited research, 

such as consumer perspectives, which can contribute with practical knowledge to solving issues of 

human-AI joint work, such as authenticity assessments and social implications (Kirkby et al. 2025; 

Kirkby et al. 2023; Siemon 2022, 871-882; Charan et al. 2025). Here, this is a consequence of 

planning actions within the project to match the problem statement, which is mentioned in the 

philosophy of science (Walsh and Kaushik 2019). 

From Source Credibility Theory, complementing perspectives to HAICC, such as FAT, will provide 

insights about how users perceive AI-generated communication through the relevant theoretical 

cues mentioned in the section. In alignment with the problem statement, this theory will be applied 

to provide assessments of the credibility and expertise of the content produced and the source of 

communication. In accordance with the literature review proposing gaps of research regarding 

consumer perspectives, as well as confirmations about perceptions being important in marketing, 

HAICC and Source Credibility Theory will be a part of the upcoming criteria for the collection 

method (Khan and Mishra 2023; Kirkby et al. 2025, 392-393; Perez-Vega et al. 2022).  

The application of the overall framework will contribute to analytical and collection methods that 

support interpretation and perception of qualitative data, which have been contextualised in the 

literature review. As elaborated, qualitative data should enable a level of findings within a case 



20213517 Aalborg University 01-06-2026 

 
28 

 

study, which can provide different perspectives and knowledge, working as solutions to a 

problematic situation. This enables understanding qualitative experience and insights about the 

interactions between consumers and organisations (Walsh and Kaushik 2019, 7-8; Lim 2024; 

Greenhalgh 2025).  

The next chapter will outline the type of empirical data that is going to be analysed and discussed in 

chapter seven. The next chapter will also elaborate on the alignment of the empirical data to the 

philosophical foundation. After this chapter, the relevance of the theoretical framework in collecting 

the data will be contextualised. 

 

5. Empirical data 

This chapter will outline the type of data collected, which is going to be used for analysis. This 

chapter will explain what the data consists of, and how the content can be used for analysis within a 

pragmatic philosophy of science. 

The data collected revolves around the case of Coca-Cola, who faced backlash for advertisements 

posted on November 2024 and November 2025 (Beasley 2025; Williams 2025). The data consists 

of consumer comments written on the social media forum, Reddit (Adams 2021). The various 

comments are dividedly written in discussion forums, that revolve around different topics of 

discussion (Appendix 1-21). An example of a discussion forum is given in Appendix 3 (Appendix 

3). 

This data is relevant when analysing within a pragmatic philosophy of science, because of the focus 

on multiple perspectives of a problem that can be obtained through human experience, which is 

proposed by pragmatism (Walsh and Kaushik 2019, 5-8). This can be relevant in terms of the 

multiple perceptions and discussions related to the case (Appendix 1-21). Additionally, by 

implementing the theoretical framework, which has been displayed in section 4.3, into the analysis 

and discussion of the findings later, this data will support providing perspectives and realities 

relevant to the problem (Walsh and Kaushik 2019, 4-8).  

To contextualise the collection of this empirical data, the methodological approaches regarding 

collection will be elaborated in the next chapter. In the next chapter, the methodological approaches 
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that is going to be used for analysis of the empirical data will also be contextualised within the 

philosophical foundation. 

 

6. Methodologies 

This chapter will outline the methodological approaches to analysing and collecting the empirical 

data from the fifth chapter, which is going to be used to investigate an answer to the problem 

statement. The first section within this chapter will cover the collection method and the specific 

considerations related to identifying and collecting the type of data. The second section will cover 

the two analytical methods, discourse analysis and thematic analysis, as well as their application 

and relevance to the purpose of this project. The last section will cover the coding process, which is 

conducted through thematic analysis of the collected data. In this chapter, the philosophical 

assumptions relevant to the selection and application criteria of the methodologies will also be 

elaborated. 

 

6.1. Collection method 

The considerations for the collection of data involve, among other things, research from the 

literature review. As briefly mentioned in the literature review, and in terms of pragmatism, 

implementing examples from the real world can help address problematic situations (Greenhalgh 

2025; Walsh and Kaushik 2019, 1-7). As also mentioned in the literature review, gaining 

understanding and insights about complex phenomena, in contrast to quantitative experiments that, 

as an example, measure effects of specific phenomena, makes this project more focused on the 

qualitative approaches to answering the problem statement (Siemon 2022, 883-892; Lim 2024).  

To respect the relevancy of case studies, as well as the philosophical foundation for this project, 

collection of data began by drawing on the relevant case of Coca-Cola, which was mentioned in the 

literature review. Drawing on Coca-Cola was performed because of its relevancy as a problematic 

situation (Walsh and Kaushik 2019, 5-8; Lim 2024; Greenhalgh 2025). This will be elaborated later. 

In terms of perceptions guided by the theoretical framework, the collection of this type of data was 

grounded in its contributions to interpretation insights of credibility, transparency, authenticity, and 

human-AI concepts that revolve around the case of Coca-Cola (Kirkby et al. 2025; Khan and 
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Mishra 2023). Here, the collected data was chosen on the back of their time stamp, which was 

relevant to the time of announcing the AI-generated content by Coca-Cola. This type of data was 

collected from relevant social media. Given the literature review and HAICC, the reason for this is 

because AI-generated content is exposed to consumers through, among others, social platforms 

(Kirkby et al. 2025, 394; Business Standard 2024 in Madathil 2025). To further validate the criteria 

for choosing social media data and the type of platform, from which data was drawn, the website 

Reddit functions as an open and online discussion forum for any topic. Here, users post about their 

raw and anonymous thoughts and opinions, providing ‘real world data’ (Adams 2021; Greenhalgh 

2025; Walsh and Kaushik 2019). With the focus on Reddit as the social media forum, this allowed 

the data to provide and capture raw thoughts and honest individual sharing, which could provide 

relevant perceptual data extracts around relevant topic discussions (Adams 2021; Peiries 2023). 

This is relevant to the philosophy of science, given the focus on pragmatic epistemology that 

enables the researcher to obtain social experience and knowledge, as well as enabling covering 

multiple realities of the problem (Walsh and Kaushik 2019, 4-8). 

The case study chosen focuses on Coca-Cola, who published a festive Christmas advertisement, 

‘Holidays are coming’, that was human-AI co-created and faced backlash on, among other social 

media platforms, Reddit (Williams 2025; Beasley 2025; Business Standard 2024 in Madathil 2025). 

The advertisement was published in the beginning of November 2025 (Ads of the World n.d.). 

Almost exactly a year ago before, Coca-Cola produced three different AI campaigns that faced 

backlash (Beasley 2025; Williams 2025). With the focus and criteria of the collection of data being 

covered earlier in this section, the time stamp of the data collected started from November 1, 2025 

(Williams 2025; Ads of the World n.d.) to December 24, 2025. This is performed to include the 

seasonal element of the advertisement, which is relevant to the instances where consumers could be 

exposed to the advertisements (Williams 2025). The same time span was applied for perceptions 

regarding the 2024 advertisements, as some of the Reddit threads chosen consists of discussions 

related to comparing the 2024 and 2025 advertisements. The comments written on these threads are 

also written within the mentioned time span. Therefore, the data collected visualises that they were 

written 5-6 months ago (Williams 2025; Ads of the World n.d.).  

The collection of data was conducted over various Reddit threads to include the element of various 

discussions, which will also be contextualised in the discourse analysis section later. This was also 

performed to respect the multiple realities and inquiries around a problem, which can be salient 

through different perspectives of different authors within threads (Walsh and Kaushik 2019, 4-8; 
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Williams 2025; Ads of the World n.d.). To provide social knowledge and solutions to a problematic 

situation, which has been contextualised in the philosophy of science, the collected data 

encompasses negative perceptions of authenticity, credibility, and human-AI collaboration, which 

have been displayed in the theoretical framework (Kirkby et al. 2025, 389-392; Khan and Mishra 

2023; Walsh and Kaushik 2019, 4-8).  

By including relevant consumer perception data relevant to the theoretical framework, the data 

collected seeks to provide relevant information that respects the different perspectives to a problem, 

which have been displayed in the philosophy of science. Doing this, it also enables the project to 

implement multiple methods to find a sufficient answer to the problem, which can be performed 

through understanding and gaining insights about complex phenomena, as well as through multiple 

perceptions of consumer realities (Walsh and Kaushik 2019, 6-7; Greenhalgh 2025; Lim 2024). 

These methods and the relevant descriptions about working with them, with this type of data, will 

be elaborated in the next section.  

 

6.2. Analytical method  

 

6.2.1. Discourse analysis 

The word ‘discourse’ refers to the language in use, which is not focused on the linguistic forms 

alone, but on the forms of linguistics used in specific and different contexts (Canning and Walker 

2024, 1). Language is an abstract set of patterns and rules that operate at different levels, and 

discourse refers to the incorporation of these patterns applied in contexts (Canning and Walker 

2024, 2). Discourse functions above grammar to capture what happens, when the forms mentioned, 

are articulated in different social arenas (Canning and Walker 2024, 2):  

Discourse analysis focuses on elements beyond the study of language rules, components, sentences, 

and structures. Discourse analysis focuses on ‘how language is used in real-life, everyday settings’ 

(Canning and Walker 2024, 3). Through this, discourse analysis aims to look at how meaning is 

conveyed in specific situations. In terms of this project and its purpose, discourse analysis should 

help reveal how consumers convey meaning of their perceptions regarding the elements established 

in the theoretical framework (Canning and Walker 2024, 3). In the analysis, discourse analysis will 
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be conducted following the identification of patterns of meaning, which will be established through 

the thematic analysis (Ahmed et al. 2025). 

Discourse analysis is also applied in the study of meaning, which is also described as ‘semantics’ 

(Canning and Walker 2024, 8-12). A semantic concept is denotation, or a denotive meaning, which 

covers the idea or concept that a word refers to, which is also called the literal meaning of a word 

(Canning and Walker 2024, 12). A denotive meaning can be triggered by surrounding co-text in 

which the word is produced, which is relevant given the empirical data being situated in discussion 

forums around a topic (Canning and Walker 2024, 12; Adams 2021; Peiries 2023). Words can also 

come with associated meanings that focus on feelings or connections that a word evokes (Canning 

and Walker 2024, 12-13). To elaborate on the relevance of discussion forums, discourse analysis 

also emphasises understanding context. Language is situated in different contexts, which cover the 

situational factors that correspond to the language, which collaboratively create meaning and 

influences the understanding of language (Canning and Walker 2024, 16-18).  

In terms of the social media, Reddit, this media can function as a ‘linguistic environment of an 

utterance’ in which a particular discourse can be influenced by the surrounding discourse (Adams 

2021; Peiries 2023; Canning and Walker 2024, 19). This is because of Reddit including comments 

related to topic discussions, which are divided into forums or threads (Adams 2021; Peiries 2023). 

By focusing on Reddit, the discussion of a topic can influence the associated and denotive 

meanings, making the interpretation of utterances relevant (Adams 2021; Peiries 2023; Canning and 

Walker 2024, 19). This will be included in the sections 7.2-7.6. 

This method will seek to understand the meanings of the language in use and semantics, within the 

empirical data situated in different contexts (Adams 2021; Peiries 2023; Canning and Walker 2024, 

19). This method will be applied to further understand the patterns of meaning, which the next 

section will establish. By applying discourse analysis in this project, it will enable interpretation and 

understanding of different insights, provided by the different comments. In alignment with the 

philosophy of science, discourse analysis will contribute with tools to understand the meaning of 

the various perspectives and expressions of knowledge, which are related to answering the problem 

statement (Walsh and Kaushik 2019, 4-8; Canning and Walker 2024, 18-19). This will also support 

the approach of achieving socially constructed knowledge, which is mentioned in the philosophy of 

science (Walsh and Kaushik 2019).  
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6.2.2. Thematic analysis 

The first method that is going to be used as the analytical method is thematic analysis. This is a 

utilised six-phased method, provided by Braun and Clarke, for analysing qualitative data, ‘offering 

a structured (…) framework for identifying, analyzing, and interpreting patterns of meaning within 

data-sets’ (Ahmed et al. 2025, 1). Thematic analysis proposes interpretive depth and researcher 

reflexivity. The six steps of thematic analysis, according to Braun and Clarke, are 1) familiarising 

yourself with the data, 2) generating initial codes, 3) searching for themes, 4) reviewing potential 

themes, 5) defining and naming themes, and 6) writing up (Braun and Clarke 2006 in Ahmed et al. 

2025, 1). Thematic analysis must be conducted with careful documentation of the interpretative 

decisions.  

The first phase is familiarising with the data. This foundational step focuses on the researcher 

gaining the initial understanding of the depth and patterns of a dataset (Ahmed et al. 2025, 2). It is a 

critical step to engage in a ‘intimate relationship’ with data, as this can provide meaningful insights 

later. After this, and according to Braun and Clarke, the researcher transcribes and conducts 

immersive reading, where the researcher notes expressions, preliminary observations, and repetition 

of ideas, while reflecting on potential bias (Ahmed et al. 2025, 2). Reflexivity can be performed by 

documenting personal assumptions or preconceptions, which can allow the researcher to engage 

with the interpretive lens in the process (Ahmed et al. 2025, 2). This first stage is iterative, meaning 

the researcher may return to earlier texts and refine the understanding repeatedly, to avoid 

superficiality and failure in capturing late meanings of the data. The familiarisation prepares the 

researcher for the following coding phase (Ahmed et al. 2025, 2).  

The second phase is generating initial codes, which is about the systematic identification of data 

(Ahmed et al. 2025, 3). In this phase, the researcher produces codes, or labels, which assess the 

important features, such as recurring patterns, of the data relevant to the problem statement. 

Generating codes is interpretive and iterative, meaning that the researcher should approach the data 

repeatedly and reflexively, to be able to categorise fragmented codes into analysable and 

meaningful ‘chunks’ (Ahmed et al. 2025, 3). These meaningful codes can be used for the 

development of themes later (Ahmed et al. 2025, 3). Codes should function as ‘descriptive or 

interpretive markers’ that either summarise explicitness in content, or dive into meanings and 

relations (Ahmed et al. 2025, 3). In this phase, reflexivity plays a key role in making the researcher 

aware of own biases and theoretical stances. This is relevant because of their ability to influence the 
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coding and interpretation process. Additionally, maintaining reflexivity provides transparency and 

reliability to the findings (Ahmed et al. 2025, 3). Using thematic analysis for qualitative data 

emphasises reviewing data systematically and repeatedly, with relevant sections assigned to the 

concise codes (Ahmed et al. 2025, 3). In repetition, writing about the decision-making processes 

during coding is relevant to maintain the alignment of decisions to the problem. Concise, robust, 

and well-defined codes function as the ‘foundation for constructing themes, enabling researchers to 

identify patters and relationships across the dataset’ (Ahmed et al. 2025, 3). Challenges to the phase 

include ‘overcoding’ and ‘undercoding’, which can either risk fragmenting, complicating 

overarching themes for the analysis, or risk superficiality in the analysis (Ahmed et al. 2025, 3).  

The third phase is searching for themes, which categorises the initial codes into broader patterns, or 

themes, of data (Ahmed et al. 2025, 3). The themes within sets of data portray the ‘patterns of 

significance derived from the codes’ that align with the problem statement. In this phase, the 

researcher gathers codes together to explore their contrast to or interaction with each other, enabling 

creativity and sense-making (Ahmed et al. 2025, 3). By searching for themes, the researcher moves 

beyond superficial meanings to go deeper into underlying patterns, which could tell a story about 

the data. Further elaborated by Braun and Clarke, themes are not summaries of codes, but themes 

should function as constructs of interpretations that capture meaning of the data (Ahmed et al. 2025, 

4). As also relevant in the phases before, searching for themes includes repetitive and dynamic 

processes, making the researcher prepared for revising or splitting themes, if incidents such as 

theoretical reflexivity, might influence the grouping of codes (Ahmed et al. 2025, 4). In this phase, 

maintaining ground that is not theoretically influenced or affected by bias is a crucial challenge 

(Ahmed et al. 2025, 4). In this phase, challenges also emerge when distinguishing between ‘themes, 

sub-themes, and overarching categories’, requiring documentation to keep clarity and coherence 

throughout the phase (Ahmed et al. 2025, 4).   

The fourth phase focuses on reviewing themes, which includes critical and repetitive evaluations of 

the themes. In this phase, the themes are evaluated in their relation to the codes and to the sets of 

data (Ahmed et al. 2025, 4). This phase focuses on making sure that the themes represent the data 

and portray meaningful stories or patterns related to the problem statement. In this phase, the 

important task is to assess theme relevancy to the coded data, determining consistency and 

distinctiveness. The data within each theme must fit together logically, while also being clearly 

distinct from other data (Ahmed et al. 2025, 4). During this phase, the researcher should make sure 

that the themes are distinct from one another, which is a result of the iterative reading processes 
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mentioned throughout this section. In this phase, discarding or merging themes also happen (Ahmed 

et al. 2025, 4). Additionally, in this phase, the reflexivity remains important and relevant as 

reflecting on the creation of thematic structures can help locate influential assumptions in the 

decisions made. This phase also comes with challenges in being cautious or attached to the initial 

themes, which can lead to early acceptance of ‘weak themes or endless revisions’ (Ahmed et al. 

2025, 4). To stay clear of this challenge, the researcher can define and evaluate themes in their 

ability to convey meaning, or in their relevance to the problem statement. Braun and Clarke further 

emphasise constructing themes through interpretation and reflection (Ahmed et al. 2025, 4). In the 

end of this phase, the researcher ends up with sets of themes and clear descriptions of their scope 

and relationship to each other (Ahmed et al. 2025, 4). 

The fifth phase focuses on defining and naming themes. In addition to the previous phase, this 

phase focuses entirely on creating definitions for each of the themes, along with names that tell a 

story of the essence of the data within the themes (Ahmed et al. 2025, 4). In this phase, the 

researcher goes into deeper analysis of the themes, their relationship to other themes, and how it 

contributes to the problem. This can be performed by writing summaries of the essence of each 

theme, diving into the interpretive dimensions (Ahmed et al. 2025, 4). The names should focus on 

the core essence of the theme, rather than vague or technical names. In this phase, reflexivity is 

important as the researcher must be transparent about the decision-making and the theoretical 

stances as mentioned before. This can document the rationale behind each choice in this process. In 

this phase, ensuring both depth and breadth is crucial in determining if the data is rich enough ‘to 

capture meaningful insights but not so broad that they become overly generic’ (Ahmed et al. 2025, 

4). In contrast, themes can also be too narrow, which can risk fragmenting the analysis (Ahmed et 

al. 2025, 4).  

The sixth phase focuses on writing the report in which the researcher translates the themes into a 

transparent narrative, which communicates and portrays the thematic analysis (Ahmed et al. 2025, 

5). In this phase, the themes are produced in their alignment to the problem statement and portray 

the ‘richness and complexity of the dataset’ (Ahmed et al. 2025, 5). This phase focuses on putting 

themes, data extracts, and insights into a narrative that provides explanations of how the themes 

were developed (Ahmed et al. 2025, 5). The report must provide insights into the thoughts and 

interpretation processes behind the construction of themes. Reflexivity also plays an important role 

in this phase, as the researcher must be transparent about how the assumptions and theoretical 

framework influence the final narrative (Ahmed et al. 2025, 5). The first part of the report will be 
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written in 6.2.3, which will include an introduction and descriptions of the methodological 

approaches to achieving the findings (Ahmed et al. 2025, 5). This part will outline the study of the 

data and its purpose to the project, as well as descriptions of the conducted thematic analysis 

through ‘reflexivity, coding strategies, and theme development’ (Ahmed et al. 2025, 5). The results 

section and the discussion section will present each theme, by illustrating data extracts and 

interpretation insights, as well as draw on the problem statement and theoretical framework to 

discuss the findings (Ahmed et al. 2025, 5). The results and the discussion will be displayed in the 

beginning of the chapter seven. 

Thematic analysis has its philosophical foundation in realism or constructivism. However, with its 

focus on patterns of meaning and interpretation, thematic analysis is also theoretically flexible 

(Ahmed et al. 2025, 1-3). This means that thematic analysis can be applied across disciplines and 

paradigms. Because of this, thematic analysis has been chosen because of its ability to identify and 

enable interpretation of patterns of meaning related to the problem. This has been part of a decision-

making process, guiding the actions of choosing thematic analysis as a part of this analytical 

method (Walsh and Kaushik 2019, 5-8). In accordance with this, thematic analysis can help 

contribute with relevant understanding of the different perspectives of the AI-generated marketing 

communication, which can provide various perspectives relevant to the problem (Ahmed et al. 

2025, 2; Walsh and Kaushik 2019, 5-7; Lim 2024). The next section will cover the coding process 

of the empirical data, which has been mentioned in chapter five. 

 

6.2.3. Coding 

Given the descriptions mentioned in 6.2.2, and in terms of this project, the type of coding that will 

be applied for the empirical data will be based on the thematic approach, proposed by thematic 

analysis (Ahmed et al. 2025). This section will describe the coding process for the collected data, as 

well as the methodological approach to writing the report.  

Following the collection method, the thematic analysis began with a familiarisation with the data, 

which is going to be used for analysis later. In the familiarisation process, initial ideas were written, 

to gain an understanding of the relevance of the individual data extracts to the topic and problem. 

Before this, immersive reading was performed to get an intimate relationship with the data (Ahmed 

et al. 2025, 2). Following the immersive reading, data extracts and shortened versions of longer data 

extracts were transcribed into a coding scheme (Appendix 22).  
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Following the familiarisation process, initial and manual coding began by analysing every piece of 

data to obtain an understanding of its key features. Here, both descriptive and interpretive 

approaches and markers were used to code data, which was inserted into the table mentioned 

(Appendix 22). When the data lacked context or information for interpretation, a more descriptive 

approach was applied (Ahmed et al. 2025, 3). Even though the collection method states reasons for 

choosing specific data in accordance with its relevance to the theoretical framework, the initial 

coding was performed without theoretical preconceptions or bias to obtain uninfluenced data 

(Ahmed et al. 2025, 3; Williams 2025; Ads of the World n.d.). This is performed to draw on 

essential features relevant to the raw data, which is present in Reddit comments (Adams 2021; 

Peiries 2024). Drawing on Braun and Clarke, this has also been applied to ensure coding reliability, 

providing objective and unbiased codes (Braun and Clarke 2020, 333). In the initial coding process, 

revisiting processes were also applied, to make sure that the key features of the codes aligned with 

the problem statement. An example of this is given in 4.5 (Appendix 22). Here, the initial code 

‘Worsening AI generation’ was generated into ‘Failed authenticity’, as this code served as an 

interpretive marker of the extract, as well as serving as a relevant description of a key feature, 

which was relevant to the problem statement (Appendix 22). 

Following the initial coding, the search for themes began by identifying patterns of underlying 

meaning that could align with the problem statement. The search for themes was not conducted 

based on the codes alone, but also on the data, to ensure coherency in the findings (Ahmed et al. 

2025, 3-4). This was performed to have the themes remain uninfluenced of theoretical assumptions, 

but more grounded in the data, making it a coherent and data-related transition into themes that 

could contribute to interpretive constructs (Ahmed et al. 2025, 3-4). In this phase, the codes were 

grouped together to explore interactions or contrasts with one another. Some challenges emerged 

when dealing with overarching categories, which was specifically present in the initial themes 

‘Content detail’ and ‘Company actions’, as well as the later themes, ‘Emotions, attitudes, and AI’ 

and ‘Inauthenticity’ (Appendix 22; Appendix 23). Data extracts with these overarching categories, 

such as 18.4 or 8.2 (Appendix 22), consisted of clusters of codes, which suggested they represented 

the data more logically as merged into a single theme (Ahmed et al. 2025, 4).  

After the search for themes, the initial themes were reviewed in terms of their relation to the sets of 

data, and in terms of their ability to tell a meaningful story about the problem statement (Ahmed et 

al. 2025, 4). The reviewing process was also performed by grounding the initial themes and codes 

to the data, ensuring that the themes represent the data, and that the themes are not influenced by 
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reflexivity principles mentioned in 6.2.2 (Ahmed et al. 2025, 4). In this process, given the 

overarching categories between the themes ‘Emotions, attitudes, and AI’ and ‘Inauthenticity’ 

(Appendix 22; Appendix 23), the coded extract 16.3 from the theme ‘Emotions, attitudes, and AI’ 

was moved to the theme ‘Inauthenticity’ (Appendix 22; Appendix 23). 

Bringing back the two themes from before, their corresponding clusters of codes, after reviewing 

them and their relation to the themes and data, interpretation of meaning suggested a better 

representation as a merged theme. This is displayed in the theme ‘Content production’ (Appendix 

23). This was performed to ensure that the themes were distinct from one another, but also to ensure 

that they fit together logically (Ahmed et al. 2025, 4). In addition to this, the codes given to extracts 

within the theme ‘Company actions’ were more logically fit and externally distinct, than those of 

‘Content detail’ (Appendix 22-23). This resulted in splitting the two themes, ‘Content details’ and 

‘Company actions’ into the theme ‘Content production’, which conveys more distinct meaning from 

its data (Appendix 23). Here, the theme ‘Company actions’ remained. The transfer of extract 16.3 to 

the new theme was also performed because of its interpreted key features being more aligned with 

the theme ‘Inauthenticity’ (Appendix 22; Appendix 23; Ahmed et al. 2025).  

In the fifth phase of defining and naming themes, a deeper analysis was conducted of each theme, to 

assess and consider what the theme represents, and how it contributes to answering the problem 

statement. In this phase, a few of the themes were revisited and revised to ensure that they did not 

describe the data they covered, but rather portrayed the underlying meanings of the data within 

them (Ahmed et al. 2025, 4-5). The focus of this stage was to name the themes meaningfully to 

capture their essence, while enabling them to tell a story, which will be contextualised further in 

section 7.1. The goal was also to make every theme internally consistent and externally distinctive, 

by also naming them in a way that captures their core essence (Ahmed et al. 2025, 4-5).  

In the sixth phase, the goal of writing the report was to translate the themes into transparent 

narratives that aligned with the problem statement and captured the richness of the data (Ahmed et 

al. 2025, 5). This report is written in section 7.1 as a structured narrative for the analysis (Ahmed et 

al. 2025, 5). In this report, the themes were displayed by highlighting their internal consistency and 

external distinctiveness. This was performed to portray the themes as elements that could provide 

individual insights into investigating an answer to the problem statement. This was also performed 

to incorporate the philosophical foundation of pragmatism, enabling different perspectives and 

patterns of meaning related to the problem, which will be visible in section 7.1 (Walsh and Kaushik 



20213517 Aalborg University 01-06-2026 

 
39 

 

2019, 4-8; Ahmed et al. 2025). The presentation of the themes was supported by relevant data 

extracts, which were incorporated on the back of their relevance to the problem statement. The 

extracts implemented into the report were chosen on the back of their ability to be theoretically 

contextualised, as well as their ability to allow interpretations. This was important when writing the 

narrative for the analysis, being able to ground the themes theoretically (Ahmed et al. 2025, 1-5). 

In terms of writing the report, the themes were presented, the extracts were theoretically and 

thematically grounded, and overarching categories were accounted for (Ahmed et al. 2025, 1-5). 

Interpreting the themes to highlight their relevancy to the theoretical framework and problem 

statement was approached through immersive reading and analysis, to determine how each 

description of an extract and theme could be internally consistent, externally distinctive, and 

theoretically grounded (Ahmed et al. 2025, 1-5). 

 

7. Analysis and discussion 

This chapter will cover the analytical findings that emerge from conducting both thematic analysis 

and discourse analysis. This analysis seeks to analyse the themes and patterns of meaning from 

thematic analysis, as well as the language in use and semantics from discourse analysis. The first 

part of the analysis will portray, describe, and interpret the relevant themes established. 

Additionally, the themes will be discussed through their relevancy to the theoretical framework and 

the problem statement. This part will guide the narrative of this analysis, to show how each theme is 

externally distinctive and internally consistent (Ahmed et al. 2025). The second part of the analysis 

will cover the analytical findings that emerge from discourse analysis, which will be conducted 

through the narrated themes and be theoretically discussed in the sections 7.2-7.6. 

 

7.1. Establishing the analytical narrative 

This first section of the analysis chapter will cover and interpret the themes contributing to the 

overall narrative of this analysis. The first theme provided by the thematic analysis is ‘Corporate 

behaviour’ (Appendix 23). This theme emerged from codes that aligned with the overall 

representation of meaning, relating to interpretations of corporate behaviour and human-AI co-

creation, without implying or enabling direct interpretations of financial elements.  
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Examples of codes that have supported this theme are ‘Generative procedure’, ‘Algorithm over 

artists’, ‘Worsening level of effort’, ‘Publicity is publicity’, and many more (Appendix 22).  

One of the extracts within this theme states: ‘Jump cut jump cut jump cut. If we jump cut enough 

times people won’t realise no actions take place in the scenes. JUMP CUT!’ (Appendix 4.1). In this 

extract, the interpretation is influenced by an understanding of the perceived human-AI co-creation 

processes (Appendix 4.1). This extract shows how an understanding of these processes has guided 

the interpretation, which can be further analysed and discussed when applying discourse analysis in 

section 7.2. This extract provided the code ‘Faking scenes’, which portrays an interpretation of the 

co-creation process being more about faking scenes, than about engaging in relevant co-creation 

teaming, implying the perceived relevance of enhancing effectiveness in the creative processes 

(Appendix 22; Kirkby et al. 2025, 390). This will be further analysed and discussed in section 7.2. 

Another extract that is a part of this theme states: ‘They’re worth hundreds of billions. Why can’t 

they make something good for us?’ (Appendix 17.1). This extract generated the code ‘Budget 

expectations’, which portrays an expectation within the interpretation, expecting allocating more 

money into production (Appendix 22; Appendix 17.1). In alignment with the theoretical framework, 

this interpretation could be guided by the request of the author of the extract, to expect Coca-Cola to 

use their budget capacity to put more resources into HAICC elements, such as technical or 

conceptual factors. This could be an interpretation of the elements of efficiency, not being allocated 

correctly into processes of effectiveness and creativity of brand voice. The interpretation of the 

technical and conceptual factors could focus on co-creation processes, which can improve the 

human-AI joint work with AI platforms. The interpretation could also focus on the domain-related 

expertise, which is related to elements such as brand voice and strategy (Kirkby et al. 2025, 388-

390). In the end, improving the domain-related expertise could help improve the project success and 

creative processes (Turchi et al. 2023 in Kirkby et al. 2025, 389).  

Another extract that is a part this theme states: ‘Coca-Cola needs to be have HUMAN work, not 

work from a machine’ (Appendix 20.1). This extract generated the code ‘Human work preference’ 

(Appendix 22). Within this theme, the extract and the code convey an underlying meaning and 

understanding of the supporting corporate behaviour and co-creation of the advertisement. Although 

the advertisement was human-AI co-created, the underlying meaning of the extract suggests it was 

made with AI alone. This is guided by the interpretation of the perceived approach to making the 

advertisement. This perception can be interpreted through HAICC, as requesting Coca-Cola to 
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move away from a perceived teaming AI approach, drawing on the co-creation teaming from the 

theoretical framework (Appendix 20.1; Kirkby et al. 2025, 390-391; Williams 2025; Beasley 2025). 

In accordance with a perceived teaming AI approach, this could reduce creativity in the co-creation 

process (Kirkby et al. 2025, 390). This creativity could also support the interpretation of the 

‘Human work preference’, as human involvement in HAICC enhances creativity and brand voice 

(Kirkby et al. 2025). Here, the interpretation of the extract could portray the author’s concerns about 

the compatibility between humans and AI in joint work, as well as the reduction of human activity 

in the process. The interpretation could also portray a requirement for Coca-Cola to pertain moral 

responsibility towards society, which prioritises humans over AI in the co-creation processes 

(Appendix 20.1; Kirkby et al. 2025, 390-393). 

The theme ‘Corporate behaviour’ covers relevant data that can convey understanding and insights 

about relevant corporate behaviour and co-creation processes. The extracts within this theme show 

relevant, interpretive data of both human-AI co-creation elements and corporate behaviour 

surrounding the advertisement, which can be applied in interpretations of elements of efficiency and 

effectiveness (Kirkby et al. 2025). These can contribute with insights into how the understanding 

guide the interpretation of the co-creation of the advertisement, and the perceived surrounding 

corporate factors that could influence co-creation, effectiveness, and efficiency. The theme 

‘Corporate behaviour’ relates to other themes in terms of overarching categories. However, this 

theme differs from the themes, ‘Financial factors’ and ‘Content production’, because of the 

differentiating elements, such as codes, that guide the respective interpretations (Appendix 22-23). 

In terms of the theme ‘Corporate behaviour’, perceptions are interpreted through communicated 

elements of corporate behaviour and co-creation processes, as exemplified earlier in this section 

(Appendix 23). In terms of the theme ‘Financial factors’, perceptions are interpreted through 

communicated elements of financial allocations and budget allocations. 

An extract from the theme ‘Financial factors’ is 7.2 (Appendix 7.2). This extract states: ‘One of the 

biggest corporations on the planet and they use AI crap to save a few bucks. Disgusting and very 

concerning for the future’ (Appendix 7.2). This extract generated the code ‘Financial allocations’, 

which indicates that the extract was interpreted through communicated financial allocations. More 

specifically, the extract was interpreted through the reduced financial allocations and budget 

allocations, while insufficient AI tools for production purposes were preferred (Appendix 7.2; 

Kirkby et al. 2025, 385-386). Here, as the key features, the extract was not interpreted through 

different types of communicated corporate behaviour or human-AI co-creation processes (Ahmed et 
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al. 2025). Instead, as the key features, the extract was interpreted through costs reductions and 

allocation of budgets, which has been wrongly utilised in the co-creation process (Ahmed et al. 

2025). In alignment with HAICC, this could discuss an interpretation of a requirement for Coca-

Cola to allocate the money differently, to ensure efficiency while enhancing the portrayed 

authenticity of brand voice through creative processes (Kirkby et al. 2025, 385-391).  

Another extract that is a part of the theme ‘Financial factors’ is extract 9.1 (Appendix 9.1). This 

extract states: ‘This is the face of late stage capitalism’ (Appendix 9.1). Here, the interpretation is 

guided by the term ‘capitalism’, which could portray an interpretation of Coca-Cola being more 

focused on profits, rather than focused on maintaining creative brand voice (Appendix 9.1). This 

could be discussed as being an evaluation of brand voice, which has lost its authenticity, because of 

the reflection of wrongly allocated resources into effective co-creation of brand voice (Kirkby et al. 

2025). This could be improved and interpreted through effective co-creation processes, where 

monetary resources were allocated accordingly (Kirkby et al. 2025; Liberto 2026). In alignment 

with this, extract 9.1 could portray a perception of Coca-Cola that portrays budget cuts and 

monetary resources, which have been removed from co-creation processes, which could be 

interpreted as more important towards improving the perception of the advertisement (Appendix 

9.1). Therefore, the lack of engaging in co-creation processes could be perceived as less favourable 

in the eyes of the author in extract 9.1. This is because the extract could highlight the relevance of 

the extract to corporate digital responsibility, which is mentioned in 4.1.3 (Kirkby et al. 2025, 385-

392; Liberto 2026; Lobschat et al. 2021). In addition to extract 9.1, the interpretation based on 

capitalism could be interpreted through HAICC. In alignment with this theory, the brand could be 

perceived as lacking in issuing enough monetary resources into their effective work with AI 

infrastructure. This could result in inaccurate data, influencing the production of the content, which 

could mislead the display of brand voice. This could guide the interpretations towards a profit-

oriented understanding rather than an interpretation of a correctly displayed brand voice (Kirkby et 

al. 2025, 391-392; Appendix 9.1). In alignment with the information mentioned above, this could 

influence the authenticity of the brand voice (Kirkby et al. 2025).  

The interpretation of extract 9.1 could also be interpreted through communicative elements of 

Source Credibility Theory. As Khan and Mishra state that trust is the perceived morality of the 

agent, extract 9.1 could be an interpretation guided by negative judgements of the agents (Khan and 

Mishra 2023, 68-75). Based on the findings from above, the misleading brand voice could influence 

the perception negatively, which could influence the effectiveness and credibility of communication 
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(Khan and Mishra 2023, 68-75; Kirkby et al. 2025, 391-392, Kirkby et al. 2023). The theme 

‘Financial factors’ will be further analysed and discussed in section 7.6. 

The themes ‘Corporate behaviour’ and ‘Financial factors’ possess overarching categories that are 

similar in their relation to the corporate field. However, the problem statement aims to understand, 

among other things, how perceptions can be interpreted through human-AI co-creation. Therefore, 

understanding and gaining insights about how extracts interpret the corporate area differently could 

provide relevant answers to problem statement. This can also be contextualised through observation 

of the different perspectives related to a problem, which is mentioned in the philosophy of science 

(Walsh and Kaushik 2019, 6-7).  

Another theme that shares overarching categories with the theme ‘Corporate behaviour’ is the 

theme ‘Content production’ (Appendix 23), which emerged from the theme ‘Content detail’ and the 

theme ‘Company actions’ (Ahmed et al. 2025, 3-4). This theme derived from different codes that 

highlighted key features of interpreted organisational behaviour, as well as key features of 

interpretations of content and its details (Ahmed et al. 2025; Appendix 22-23). Some of the codes 

that contributed to this theme are ‘Lack of production detail’, ‘Low quality production’, ‘Make it 

realistic’, and many more (Appendix 22). This theme seeks to uncover interpretations relevant to 

understanding how extracts are guided by interpretations of specific content, its details, and its 

production processes (Appendix 23). An extract within this theme states: ‘I am thankful AI is still so 

painfully obvious. I am scared at how quickly that’s becoming less true’ (Appendix 8.2).  

This extract shows both an interpretation guided by a perception related to the production of 

content, and an interpretation guided by a perception of the content itself (Ahmed et al. 2025, 3-4; 

Appendix 8.2). Here, the interpretation of content production revolves around the processes of 

creating the obvious AI content (Appendix 8.2). The interpretation of the content itself revolves 

around the content being perceived as obvious, which could reflect specific details of the content 

within the advertisement (Appendix 8.2). Through the theoretical framework, this portrays an 

interpretation of the lack of engagement into effective and creative co-creation processes (Kirkby et 

al. 2025). This can be interpreted through HAICC, focusing on the teaming human lead and AI 

assist, which executes production effectively and creatively towards consumers (Kirkby et al. 2025, 

390). This can also be interpreted through a perceived teaming AI lead of the advertisement, given 

the interpreted lack of creative focus of the advertisement (Kirkby et al. 2025).  
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To draw on Source Credibility Theory, the level of expertise and accuracy guiding this 

interpretation, emphasising the source’s ability to deliver and the accuracy of it, could portray a 

perceived lack of trust in the source (Khan and Mishra 75; Kirkby et al. 2025, 386-390). This could 

be interpreted through the extract, by focusing on the perceived accuracy of the ‘obvious’ AI 

content (Appendix 8.2). As the HAICC states that the AI portrays an augmentation of human 

creativity, the accuracy of the content mentioned in the extract could be an interpretation of a 

perceived lack of trust in the source (Khan and Mishra 75; Kirkby et al. 2025, 386-390; Appendix 

8.2).  

Furthermore, by referring to the specific content, the theoretical framework can be used to analyse 

and discuss the importance of updating infrastructure to match brand voice. This could be 

performed by providing AI with accurate data, so the brand voice can be displayed correctly and 

portray an augmentation of human creativity (Kirkby et al. 2025, 390-391). This could help 

improve the value of generated outcomes, which could also improve the accuracy of and ability to 

deliver accurate content, enhancing trust in the source (Kirkby et al. 2025, 390-391; Khan and 

Mishra 2023, 75).  

Another extract states: ‘Multibillion dollar company and still they choose to use an AI media 

generator that doesn’t know how to make an accurate 18 wheeler’ (Appendix 8.4). Here, the 

organisational behaviour is portrayed through: ‘use an AI media generator’, and the details of the 

content are portrayed through: ‘an accurate 18 wheeler’ (Appendix 8.4).  

Here, the first part of the extract signals an interpretation that is guided by an understanding of the 

co-creation processes of content (Appendix 8.4). However, in regard to the theoretical framework, 

this part of the extract could show that the author interprets the production of content to be made by 

AI alone, or with very low human involvement (Kirkby et al. 2025, 390-391). In alignment with the 

theoretical framework, this could be connected to the lack of creativity, as well as the emphasis on 

effectiveness and efficiency, imposed by an AI lead in production (Kirkby et al. 2025, 390). This 

can be interpreted comparatively to the teaming human lead and AI assist, which combines both 

effectiveness and creativity, targeting execution towards the consumers (Kirkby et al. 2025, 390).  

In terms of the second part of the extract, the perception of an accurate ’18 wheeler’ (Appendix 8.4) 

could indicate an interpretation of human-AI co-creative processes in which the AI was too reliable. 

This can happen during the co-creation process, which implements conveying an error-free brand 

voice, where both human and AI agents are responsible for the co-creation process (Kirkby et al. 
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2025, 390-391). In terms of the perception within this extract, the author of the comment could 

convey an attitude towards the creative co-creation process, being perceived as not being focused 

on the accuracy of the content, further emphasising the error-free brand voice from above (Kirkby 

et al. 2025, 389-393). This could influence the perceived credibility of the source, which is 

grounded in the expertise of producing accurate content (Khan and Mishra 2023, 75).  

There are some overarching categories between the theme ‘Content production’ and the theme 

‘Corporate behaviour’ (Appendix 23). However, the distinction lies, among other things, within the 

full extracts. As is the case with extract 8.4, the whole extract portrays a perception that is guided by 

an understanding of both the interpreted content and the interpreted corporate behaviour behind it. 

As is the case with the theme ‘Corporate behaviour’, the extracts 17.1 and 20.1, which was 

mentioned earlier in the analysis, portray a guided interpretation of the corporate behaviour 

surrounding the advertisement, without a direct interpreted meaning referring to the associated 

content or details (Appendix 17.1; Appendix 20.1). In terms of the theme ‘Corporate behaviour’, 

this distinction can support interpretation of how the guided perceptions indicate an alignment to the 

human-AI co-creation processes and surrounding corporate behaviour (Appendix 23). The 

surrounding corporate behaviour can be used for further discussion in regard to perceptions of its 

potential influence on the human-AI co-creation processes, which can be relevant to the problem 

statement (Ahmed et al. 2025). In terms of the theme ‘Content production’, this theme can support 

interpretation of how perceptions are concerned with the co-creation processes and the derived 

outputs (Appendix 23). In alignment with the theoretical framework, this theme can be more likely 

to incorporate elements of credibility and authenticity, given both the communicative and co-

creative focus on creative outputs and brand voice that this theme enables interpretations of (Kirkby 

et al. 2025, 387-390, Khan and Mishra 2023, 75; Cao and Wang 2025, 3-7).  

Another theme that is part of the narrative for this analysis is the theme ‘Emotions, attitudes, and 

AI’ (Appendix 23). Examples of codes within this theme are ‘Coke is not real’, ‘Bad 

advertisement’, ‘Change of emotional perceptions’, and many more (Appendix 22). This theme, as 

well as its corresponding extracts, convey underlying meanings that revolve around perceptions 

guided by interpreted attitudes and emotions towards both traditional advertisements and the AI 

advertisement by Coca-Cola (Appendix 22). The interpretations of the extracts within this theme 

convey this type of meaning, without indicating underlying authenticity perceptions, which will be 

elaborated when presenting the theme ‘Inauthenticity’. The extracts within the theme ‘Emotions, 
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attitudes, and AI’ articulate interpreted attitudes towards advertisements, but the perceptions are not 

focused on content details (Appendix 23).  

One of the extracts within this theme states: ‘It looks like absolute dogshit’ (Appendix 17.4). Here, 

the perception is not guided by specific human-AI co-creation elements towards the advertisement. 

However, it can be interpreted through Source Credibility Theory, because it conceptualises the fact 

that consumers respond to AI and human agents (Cao and Wang 2025, 3). In terms of this, by 

referring back to the content of extract 17.4, the perception could be guided by low credibility 

interpretations towards the communication source. In this case, effectiveness of communication is 

influenced by the credibility of the information source (Cao and Wang 2025, 3). In alignment with 

Khan and Mishra’s view, the perceptions are developed on the back of judgements of the agent. To 

contextualise this, the negative emotion of the extract could portray negative judgement, as well as 

a lack of believability and persuasiveness towards the brand (Khan and Mishra 2023, 68-75; Cao 

and Wang 2025, 3; Appendix 17.4). In terms of the expertise, this could also portray an 

interpretation of the accuracy and ability to deliver. As the extract portrays a negative attitude 

towards the advertisement (Appendix 17.4), this could highlight Khan and Mishra’s view, as the AI 

is perceived to be less likely to perform as expected (Khan and Mishra 2023, 75). 

Another extract that is a part of this theme states: ‘(…) Even if you try to ignore that it’s made by AI 

it STILL feels incredibly fake and lifeless’ (Appendix 1.7). This extract generated the code ‘AI feels 

fake and lifeless’, and can be analysed through Source Credibility Theory. Describing AI to make 

something feel fake and lifeless could be interpreted through Serman and Sims’ view on credibility 

(Serman and Sims 2022, 2320). In alignment with the extract, the sender’s intention to 

communicate what is true is guiding the perception towards an interpretation that signals a lack of 

trust in Coca-Cola (Appendix 1.7; Serman and Sims 2022, 2320). This could also result in the 

extract being a negative perception guided by judgements of the believability and persuasiveness of 

Coca-Cola (Appendix 1.7; Khan and Mishra 2023, 75). This theme is relevant to the problem 

statement, as it contributes with relevant insights about evaluations of credibility in the marketing 

communication. 

The last theme that is a part of the narrative for this analysis is the theme ‘Inauthenticity’ (Appendix 

23). Drawing on the description of authenticity from the introduction and HAICC, this theme 

focuses on perceptions that are guided by articulated interpretations of inauthenticity towards Coca-

Cola and the brand marketing communication. Therefore, this theme focuses on the perceptions that 
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are related to Coca-Cola being perceived as true towards itself, but also perceptions that address 

elements of brand voice, which can be drawn from HAICC (Kirkby et al. 2025, 390; Södergren 

2021, 645-647). In terms of the problem statement, analysing the theme ‘Inauthenticity’ can provide 

relevant insights about the perceived evaluations of brand authenticity through the content (Kirkby 

et al. 2025, 385). This theme derived from codes, such as ‘Inconsistent authenticity’, ‘Failed 

authenticity’, ‘Real magic being fake’, and many more (Appendix 22).  

An extract that is a part of this theme states: ‘Best pepsi commercial’ (Appendix 11.2). This extract 

generated the code ‘Inauthentic advertisement’, which in accordance with the content of the extract, 

could portray a perception of Coca-Cola not being perceived as true towards itself (Appendix 11.2; 

Appendix 22). By referring to a different brand, the extract could portray an interpretation of Coca-

Cola not being true to its authentic personality, which is visualised in the content being discussed in 

the forum (Appendix 11; Appendix 11.2; Kirkby et al. 2025). The context of the discussion forums 

will be covered when conducting the discourse analysis in the upcoming subsections (Canning and 

Walker 2024). Another extract that is a part of this theme is 13.7, which states: ‘It’s so meta cos 

these Ais must be drawing from old Coke ads that were made by actual artists’ (Appendix 13.7). 

This extract covers a perception revolving around older ads, which could be a reference towards 

Coca-Cola having a strong brand voice previously (Appendix 13.7). Therefore, compared to the 

recent advertisement, this perception could indicate that previous advertisements consisted of 

authentic representations of the brand through creative brand voice content, portraying an authentic 

personality and attitude of the Coca-Cola brand (Kirkby et al. 2025, 385). Given the full extract, this 

could also be further analysed and discussed in terms of human-AI co-creation processes, which 

will be covered in 7.4 (Appendix 13.7).  

This section of the analysis has provided a theoretically grounded narrative of the themes, which is 

going to be used for a further analysis and discussion. This section has proposed definitions of the 

themes through supporting data extracts, which can contribute to an understanding of the overall 

analytical narrative (Ahmed et al. 2025, 1-5). The definitions have provided internally consistent 

and externally distinctive descriptions of the different themes, establishing how each theme can 

contribute to investigating a theoretically grounded answer to the problem statement (Ahmed et al. 

2025, 1-5). The upcoming sections will deal with each theme, which has been established in this 

section. In the upcoming section, the narrative of the analysis will be the foundation for the 

upcoming discourse analysis and discussion for each corresponding theme.  
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7.2. Corporate behaviour 

This section will focus on the underlying meanings and discussions of the theme ‘Corporate 

behaviour’ (Appendix 23). This section should contribute with relevant analytical findings related to 

the perceptions of human-AI co-creation processes and the corporate behaviour surrounding the 

content, of which a further discussion can be applied.  

With reference to section 7.1, the first extract to be analysed and discussed is 4.1, which states: 

‘Jump cut jump cut jump cut. If we jump cut enough times people won’t realise no actions take 

place in the scenes. JUMP CUT!’ (Appendix 4.1). As mentioned in section 7.1, this extract portrays 

an interpretation of corporate behaviour and human-AI co-creation processes (Appendix 4.1; 

Kirkby et al. 2025, 385-390). Focusing on the discourse analysis, this extract conveys a meaning of 

the interpretation mentioned above, when articulated in social arenas (Canning and Walker 2024, 2). 

The Reddit thread in which the extract is located focuses on the comparison between the 2024 and 

2025 advertisement by Coca-Cola (Appendix 4). The thread consists of an attached video that 

depicts scene comparison between the two advertisements (Appendix 4).   

By the perception focusing on the repeated ‘Jump cut’ text, this could be an interpretation of 

denotive meaning that portrays an understanding of the process of making the advertisement 

(Canning and Walker 2024, 12; Appendix 4.1). This is interpreted through the surrounding 

discourse, portraying the two advertisements and the title of the thread (Appendix 4). This could 

give the two words ‘jump’ and ‘cut’ their denotive meaning, as they could also convey different 

meanings in other contexts (Canning and Walker 2024, 10-12).  

Given the Reddit thread in which the extract is located, this underscores the way that the consumer 

conveys meaning of the perception. Aligning it with the remaining extract: ‘If we jump cut enough 

times people won’t realise no actions take place in the scenes’, this could portray the code ‘Faking 

scenes’, which was mentioned earlier (Appendix 4.1). In accordance with the extract and code, this 

also conveys an associated meaning of the perceived human-AI co-creation process, which portrays 

deliberate corporate action of making the scene indistinguishable from the advertisements that 

portray scenes of realistic actions (Appendix 4.1; Appendix 4; Canning and Walker 2024, 8-12). 

This perception could convey the meaning of AI effectiveness being a dominant part of the co-

creation teaming, which undermines the human creativity that could be applied for scenes 

consisting of realistic actions (Appendix 4.1; Kirkby et al. 2025, 390-391). Drawing on 

responsibility and accountability from HAICC, this could also be interpreted through the underlying 
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meaning of reducing the extent to which an AI is relied on in the co-creation process (Kirkby et al. 

2025, 393).  

Additionally, drawing on elements of transparency mentioned in HAICC, this could also be further 

discussed by addressing the lack of creative brand voice material, which has been used for analysis 

in this project. As HAICC functions as an interpretive lens in this project, explanations of the AI 

decision-making process, specifically focused on how algorithms function, could have guided the 

perception to be more positive (Appendix 4.1; Kirkby et al. 2025, 394). By providing transparent 

information about this element, this could enhance the perceived trust and attitude towards the 

brand (Kirkby et al. 2025, 393-394). This can be relevant in situations, where the brand interacts 

with wide environments or needs to evoke compliance, which could be relevant in terms of Reddit 

threads. This is because of the many discussion forums and environments of Reddit (Appendix 1-

21; Adams 2021; Kirkby et al. 2025, 393-394).  

In terms of Source Credibility Theory, and in accordance with the information mentioned before, 

the perception within this extract could be guided by a lack of trust in the brand. Drawing on Khan 

and Mishra’s view on transparency, the perceived morality of the communicative agent could be 

guided by transparency factors, such as making the AI operating criteria visible. This can enhance 

the perceived trust and confidence of the agent (Khan and Mishra 2023, 75). This can portray an 

evaluation of the credibility of the source, which is established through the lack of transparent 

information of the co-creation process (Appendix 4.1; Khan and Mishra 2023, 75; Kirkby et al. 

2025, 393-394). 

Another extract to be analysed is 8.5, which states: ‘Who sold this slop to management? Fire them 

immediately. I do not need this crap haunting my dreams.’ (Appendix 8.5). This interpretation 

describes the AI-generated content as ‘slop’ and ‘crap’ (Appendix 8.5). The extract is situated in a 

Reddit thread that consist of a reshared analysis of one of the trucks driving in the 2025 

advertisement (Appendix 8).  

The word ‘slop’, which indicates digital content of low quality that is usually produced by AI (Jones 

et al. 2025), is not a part of the main discourse of the extract (Canning and Walker 2024, 2). The 

main discourse will be applied to the utterances that convey the important meaning (Canning and 

Walker 2-4). In this extract, the main discourse lies in the conveyed denotive meaning of whoever 

sold the ‘slop’ to management must be fired (Appendix 8.5; Canning and Walker 2024, 2; Jones et 

al. 2025). The denotive meaning could be portrayed when describing the employee, who said the 
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advertisement that portrays content of bad quality was a good idea, needs to be fired from the job 

(Appendix 8.5; Canning and Walker 2024, 2; Jones et al. 2025, 1).  

This main discourse could indicate that there is a perceived requirement to improve the corporate or 

co-creative processes when working with advertisements (Appendix 8.5; Canning and Walker 2024, 

2). This perception can be interpreted through HAICC, in a way that draws on socialisation and 

responsibility (Kirkby et al. 2025, 392-393). As AI and humans become implemented in 

socialisation stages, productivity could be enhanced through familiarisation with the roles that AI 

can possess (Kirkby et al. 2025, 392). Here, the extract could portray a perceived requirement to 

enhance the involvement of management, which could ensure better socialisation processes, 

increasing factors that influence trust (Kirkby et al. 2025, 392).  

This extract could also portray a perceived requirement for the co-creation to improve the ‘slop’ 

(Appendix 8.5). This could happen through maintaining AI to follow brand values, ensuring that the 

joint work between humans and AI keeps an error-free brand voice (Appendix 8.5; Kirkby et al. 

2025, 393). As the extract states that the advertisement is capable of haunting dreams (Appendix 

8.5), this could portray a perceived requirement for human and AI agents to delegate task roles 

between them more effectively, while still maintaining creativity, values, and language that the 

brand could be associated with (Kirkby et al. 2025, 390-393).  

 

7.3. Content production 

This section will deal with the discourse analysis and discussion of the theme ‘Content production’ 

(Appendix 23). This theme will seek to uncover interpretations relevant to understanding 

perceptions that are guided by insights about the specific content and its production. Through this 

theme, this section will seek to interpret perceptions of the production of content, as well as the 

relevance of content to credibility and authenticity evaluations. 

The first extract that will be analysed from the theme ‘Content production’ is extract 6.3, which 

states: ‘And it’s not even a very good AI’ (Appendix 6.3). This extract is situated in a Reddit thread 

that enables a discussion of Coca-Cola using AI in advertising (Appendix 6). Surrounding this 

extract, the discussion forum consists of an image taken from the advertisement with the text 

‘Created by Real Magic AI’, which has been marked with a circle (Appendix 6).  
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Given the surrounding discourse, the fact that the interpretation of the AI is not positive could be 

connected to the AI transparency of HAICC, which will be elaborated later (Kirkby et al. 2025, 

392-393). Here, the extract could portray both an interpretation of the specific processes of working 

with an insufficient AI, and an interpretation of the quality and detail of the content outputs, which 

has been established in section 7.1. In terms of the deductive meaning, writing about ‘a very good 

AI’, within the surrounding discourse, supports an interpretation of the AI work and content being 

relevant to the advertisement of Coca-Cola (Appendix 6; Appendix 6.3; Canning and Walker 2024, 

18-19). The thread in Appendix 6 portrays the AI disclosure, which is relevant in terms of demands 

that are made towards brands to comply with rules on transparency, which is established in HAICC 

(Kirkby et al. 2025, 394). As studies find that no negative perceptions of authenticity are guided by 

the lack of AI disclosure (Kirkby et al. 2025, 394), the interpretation within this extract could 

convey meaning that is guided towards the co-creation processes, which are related to content 

output (Appendix 6.3).  

This extract could be interpreted through a perceived requirement for Coca-Cola to engage in 

improved evaluation processes (Appendix 6.3; Kirkby et al. 2025, 393). More specifically, during 

this process, monitoring with feedback loops could be established to achieve improved and effective 

co-created outputs (Kirkby et al. 2025, 393). In terms of extract 6.3, a perceived requirement of 

working better with AI could emphasise co-creation processes that follow rules of handling and 

processes for decisions. This results in relevant features that are relevant to the consumer 

perceptions (Kirkby et al. 2025, 393). This also aligns with training the AI with brand voice-related 

data, influencing the perceived outcome (Kirkby et al. 2025, 391). As established in section 7.1, 

inaccurate data that produce outcomes can mislead the display of brand voice, which harms brand 

recognition and brand performance, resulting in negative perceptions of the brand (Kirkby et al. 

2025, 391-392).  

Another extract of the theme ‘Content production’ is extract 3.1, which states ‘Santa had 6 fingers 

and when he waves it goes back to 5’ (Appendix 3.1). This extract is situated in a Reddit thread that 

enables a discussion of the advertisement, through an implemented, playable video of the 

advertisement (Appendix 3). Given the surrounding discourse, the extract conveys the denotive 

meaning of inaccurate human details of ‘Santa’, who is related to the content of the advertisement 

(Appendix 3.1; Appendix 3; Canning and Walker 2024). In this extract, references can be made to 

the inaccuracy of portraying human-like features (Igaue and Hayashi 2023, 1). In accordance with 

Source Credibility Theory, this extract guides an interpretation of inaccurate details of the content 
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shown, which could indicate a perceived lack of ability and intention to communicate what is true 

(Appendix 3.1; Serman and Sims 2022; Khan and Mishra 2023). As the extract is interpreted as a 

response to human and AI communication, the lack of ability and intention mentioned could 

influence the perceived credibility and effectiveness of the communication (Cao and Wang 2025). 

According to Khan and Mishra, this could also guide evaluations and interpretations of trust (Khan 

and Mishra 2023). In short, interpreting AI content as not being able to accurately portray realistic 

features could influence the evaluations of credibility in the brand (Khan and Mishra 2023, Serman 

and Sims 2022; Appendix 3.1; Igaue and Hayashi 2023, 1).  

In alignment with the accuracy, HAICC can also be applied in interpreting this extract (Kirkby et al. 

2025). This extract could be interpreted through the responsibility of ensuring that AI lack objective 

and ethical errors. In alignment with the ethical errors, the extract can be an interpretation of 

perceiving the AI as lacking in adhering to human values (Kirkby et al. 2025).  

 

7.4. Inauthenticity  

This section will focus on the discourse analysis and discussion of relevant extracts from the theme 

‘Inauthenticity’ (Appendix 23). As mentioned before, this theme focuses on the perceptions that are 

guided by interpretations of inauthenticity towards Coca-Cola and the AI marketing 

communication. Therefore, this theme seeks to provide relevant insights into the perceptions that 

are related to Coca-Cola being perceived as true towards itself. This theme also seeks to provide 

relevant insights into the perceptions of brand voice, which can be drawn from HAICC, to 

understand authenticity evaluations (Kirkby et al. 2025, 385-390; Södergren 2021; 645-647). 

The first extract within this theme is 13.7, which states: ‘It’s so meta cos these Ais must be drawing 

from old Coke ads that were made by actual artists’ (Appendix 13.7). The Reddit thread, in which 

this extract is situated, focuses on a discussion of the content of the Christmas advertisement 

(Appendix 13). To begin an analysis of this extract, it could be relevant to draw on the relevant term 

‘meta’, which in itself, portrays or suggests an ‘awareness of itself or oneself as a member of its 

category’ (Merriam-Webster n.d.). In the surrounding discourse, focusing on the change in content 

details, the use of ‘meta’ could be a denotive meaning of the attitude towards Coca-Cola (Merriam-

Webster n.d.; Appendix 13; Appendix 13.7; Canning and Walker 2024, 18-19). 
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In the extract, this could portray in interpretation of Coca-Cola being aware of the actions of 

drawing on previous advertisements, which were made by perceived ‘actual artists’ (Appendix 

13.7). This perception could portray an interpretation of Coca-Cola attempting to be consistent with 

their existing brand, as well as effective in their creative co-creation processes (Kirkby et al. 2025, 

385-386). In this extract, the authenticity could be evaluated based on the meaning of and the 

distinction between previous and recent brand voices and approaches to co-creation (Kirkby et al. 

2025). In short, and in regard to the perception within the extract, Coca-Cola did not need to have 

an AI system draw material, which was going to be applied in future production previously, as they 

were perceived as consistent to the brand (Kirkby et al. 2025).  

However, for them to be consistent with the brand, this interpretation could indicate the requirement 

for further work with the effectiveness of creative co-creation processes, enhancing both the 

authenticity and personality of Coca-Cola through their content (Kirkby et al. 2025, 385-386). 

Enhancing this could make the marketing communication be perceived as more truthful, enhancing 

the perceived morality and credibility of the source (Khan and Mishra 2023, 75). Here, the 

conceptual skills from HAICC could be interpreted from the findings above (Kirkby et al. 2025, 

389-90). By drawing on earlier advertisements, the processes of prompting the AI by 

communicating key needs could be utilised to achieve higher results aligning with the brand voice 

(Kirkby et al. 2025, 389-390). The interpretation of the extract could also indicate requirements for 

the processes that relate to human involvement, in evaluating AI outputs, to ensure that they convey 

meaning aligning with the brand voice and topic. Here, the latter could refer to the advertisement, 

with the topic ‘Holidays are coming’ (Kirkby et al. 2025, 389-390; Williams 2025; Beasley 2025; 

Business Standard 2024 in Madathil 2025).  

Another extract from the theme ‘Inauthenticity’ states: ‘I like the one with the little girl rescuing the 

injured deer, nursing it back to health and sending it off into the skies because “you have to be there 

for Christmas, Santa needs you” (Appendix 16.3). This extract is situated in a Reddit thread that 

surrounds an interpretation of the Christmas advertisements, describing previous advertisements as 

‘pure magical’ and the recent advertisement as a ‘letdown’ (Appendix 16). Here, the surrounding 

discourse influences the interpretation of the whole extract (Appendix 16; Appendix 16.3; Canning 

and Walker 2024, 18-19). Specifically, when implying the ‘letdown’ of the 2025 advertisement in 

the discussion forum, starting the extract with ‘I like the one’ could portray an interpretation of a 

different advertisement, than the one discussed in Appendix 16 (Appendix 16; Appendix 16.3).  
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In alignment with these findings, extract 16.3 could be interpreted through HAICC, as the extract 

portrays a preferred attitude towards content that embodies previous characteristics of Coca-Cola. 

This can be interpreted from the content details described in the extract (Appendix 16.3). Given the 

surrounding discourse of the Reddit thread, the interpretation of the extract could convey a 

perception of a favoured display of brand voice from an earlier advertisement by Coca-Cola 

(Appendix 16; Appendix 16.3; Canning and Walker 2024, 18-19). This can be interpreted through 

the perceived personality and attitude of the content, which is described in the extract (Appendix 

16.3). This content focuses on the supposed emotional meanings of ‘nursing’, ‘rescuing’, and ‘Santa 

needs you’ (Appendix 16.3; Canning and Walker 2024, 18-19; Kirkby et al. 2025, 385). Extract 16.3 

only enables this interpretation given the surrounding discourse of Appendix 16 (Canning and 

Walker 2024). If it was portrayed on its own, it would not convey an interpreted meaning of Coca-

Cola losing their authentic brand personality and attitude, as portrayed in the content (Appendix 16; 

Appendix 16.3; Kirkby et al. 2025). Instead, it would portray a description of attitudes towards an 

earlier advertisement of Coca-Cola (Appendix 16.3; Canning and Walker 2024, 18-19; Kirkby et al. 

2025, 385-388). In this extract, the surrounding discourse, providing meaning through ‘pure 

magical’ and ‘letdown’, has provided an understanding of how authenticity is evaluated towards 

brands (Kirkby et al. 2025) 

This extract can support interpretation through HAICC, as working with specific topics and ideas, 

such as Christmas, which can be related to brand voice, could be improved through the solutions 

found during co-creation (Kirkby et al. 2025, 389-390). In alignment with the extract, this 

interpretation is relevant to ensure compatibility between the brand and the specific topics and 

trends, which can emerge from human involvement into co-creation processes (Kirkby et al. 2025, 

389-390). This could lead to group goals from allocating human and AI task roles, achieving 

enhanced performance (Kirkby et al. 2025, 387-388).   

Another extract within the theme ‘Inauthenticity’ is 18.2, which states: ‘I don’t really care about the 

creator using more creativity than we realise. I’m sure it did. (…) While the end product is pretty 

slick in terms of an AI video, but it really lacks the beauty and relatability of Coke’s old polar bear 

ads. I almost want to say it’s missing its soul (…)’ (Appendix 18.1). This extract is situated in a 

surrounding discourse, which discusses the advertisement, accompanied by a text stating that the 

advertisement took more creativity than people realise (Appendix 18).  
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In context with the surrounding discourse (Appendix 18), the extract acknowledges the effort it took 

to create the advertisement by saying ‘I’m sure it did.’ (Appendix 18.2). Here, in terms of 

perceiving the advertisement, the extract could be interpreted as an improvement in the human-AI 

co-creation processes, which the author of the extract does not care about (Appendix 18.2). 

Additionally, the extract states ‘While the end product is pretty slick in terms of an AI video,’ 

(Appendix 18.2), which could indicate that the main discourse will be conveyed afterwards. In this 

extract, the interpretation is guided by authenticity evaluations established by mentioning previous 

Coca-Cola advertisements, which portrayed both ‘beauty’ and ‘relatability’, whereas the recent 

advertisement is ‘missing its soul’ (Appendix 18.2). Here, the evaluation of authenticity is guided 

by a missing authenticity of the recent advertisement, because of the ‘beauty’ and ‘relatability’ that 

previous advertisements portrayed through their brand voice (Kirkby et al. 2025).  

 

7.5. Emotions, attitudes and AI 

This section will cover the discourse analysis of the narrated theme ‘Emotions, attitudes, and AI’ 

(Appendix 23). This theme conveyed an underlying meaning that revolved around perceptions of 

attitudes and emotions towards different advertisements (Appendix 22). The narrative of this theme 

is covered in 7.1. An extract that is a part of this theme is 9.3, which states ‘Oh my god its uncanny’ 

(Appendix 9.3). This extract is situated in a Reddit thread that discusses the face of a co-created 

Santa Claus, who appears in the 2025 advertisement (Appendix 9).  

By articulating something to be uncanny in relation to AI, it can refer to the ‘Uncanny valley 

effect’, which is described as ‘the feeling of eeriness towards a human-like character’ who is not 

‘human-looking’ (Igaue and Hayashi 2023, 1). According to Igaue and Hayashi, feeling repulsion or 

eeriness can constrain the interaction between humans and machines (Igaue and Hayashi 2023, 1). 

In the extract, the author could perceive this specific element of the advertisement through a 

discourse related to this term, articulating the emotion of eeriness through which the character is 

perceived (Igaue and Hayashi 2023, 1; Appendix 9; Appendix 9.3; Canning and Walker 2024, 2-8). 

As this perceived emotion can be an interference in the human-AI interaction, this will be further 

contextualised with HAICC and Source Credibility Theory.  

To draw from Source Credibility Theory, here, the perception of the accuracy of the AI is relevant in 

evaluating credibility in this extract (Khan and Mishra 2023, 75). As the AI will be perceived to be 

less likely to perform, it could require further work into the co-creative processes, which will be 
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established later. In terms of the extract, the extent to which the Santa Claus is perceived to 

resemble human-like features could be interpreted to guide the negative perception, reducing the 

level of credibility towards the source (Appendix 9.3; Appendix 9; Khan and Mishra 2023, 75; 

Igaue and Hayashi 2023, 1). 

Another extract that can draw from this part of Source Credibility Theory is 20.6, which states: 

‘They they have the audacity to say Coke is real at the end of the ad’ (Appendix 20.6). This extract 

is situated in a Reddit thread that discusses the 2025 Coca-Cola advertisement (Appendix 20). In 

contrast to previous Reddit threads, this thread consists of an introducing text, which can serve as an 

influential discourse to the extract (Canning and Walker 2024, 19; Appendix 20). This text states: 

‘Saw a horrendous AI Coca Cola commercial today. So fakey and icky. (…) Remember when Coca 

Cola commercials were real, innovative and charming? (…) Makes me hate Coca Cola’ (Appendix 

20). Saying that ‘Coke is real’ while implementing the word ‘audacity’ could be influenced by the 

surrounding discourse, portraying the denotive meaning of the risky approach (Pal 2019, 19; 

Canning and Walker 2024, 10-12; Appendix 20.6; Appendix 20). By portraying the audacity in this 

surrounding discourse, it could convey an associated meaning to the word, which in relation to the 

perception of the advertisement, suggests that the brand is perceived as fake (Canning and Walker 

2024, 10-12; Appendix 20.6; Appendix 20).  

In alignment with the previous extract, the extract from 20.6 can also be interpreted through Source 

Credibility Theory. In accordance with Cao and Wang, the perception within extract 20.6 could be 

guided by a low level of acceptance towards the message (Cao and Wang 2025, 7). Additionally, the 

interpretation of the message ‘Coke is real’, which is met with the word ‘audacity’, could convey 

the understanding of the advertisement being of low persuasive effect, which could also be 

interpreted through the low level of acceptance (Cao and Wang 2025, 7). In alignment with the 

extract, this could portray the level of perceived credibility of the source (Appendix 20.6; Cao and 

Wang 2025, 7). In accordance with Serman and Sims, this perception could also be influenced by 

the level of expertise of the source, as it is defined as the quality and skills it possesses to make 

certain claims (Serman and Sims 2022, 2318-2320). Here, and in alignment with the content of the 

extract, the perception could be guided by a perceived lack of credibility towards the source (Khan 

and Mishra 2023, 75; Serman and Sims 2022, 2318-2320). This is because of the perception, 

determining that Coca-Cola cannot claim that they are real (Khan and Mishra 2023, 75; Serman and 

Sims 2022, 2318-2320).  
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Given the extracts 20.6 and 9.3, the perceived credibility and expertise towards Coca-Cola could be 

interpreted through HAICC, as the focus on creative brand voice establishes relevant elements that 

can interpret these perceptions (Appendix 9.3; Khan and Mishra 2023, 75; Igaue and Hayashi 2023, 

1). In alignment with HAICC, the consumer behaviour and attitudes towards the brand are critical 

when attempting to achieve brand effectiveness. This can be achieved by focusing on remaining 

consistent to the brand voice (Kirkby et al. 2025, 386). In the co-creation process, this can lead to 

valuable outcomes (Kirkby et al. 2025, 386). In terms of extract 20.6 and 9.3, the perceived lack of 

credibility and expertise could be the result of a failed integration and training of the AI with brand 

voice-related data (Kirkby et al. 2025, 391). For future problematic situations, to align it with the 

philosophy of science (Walsh and Kaushik 2019), this could be improved through data conversion 

within scalable systems. Given the speed of developments in technology, employing these systems 

could make Coca-Cola better prepared for future situations with AI marketing communication 

(Kirkby et al. 2025, 391; Business Standard 2024 in Madathil 2025).  

In alignment with the focus on creative brand voice and future scalable systems mentioned earlier, it 

can be interpreted, from the perceived credibility and expertise of the extracts, that requirements in 

complying with social norms could improve perceptions in the future (Kirkby et al. 2025, 392). 

Given the relevance of consumer perceptions on brand effectiveness, operating within corporate 

digital responsibility could evoke more positive perceptions, by complying with the values and 

opinions of the public (Kirkby et al. 386-392).  

 

7.6. Financial factors  

This section will cover the discourse analysis of the theme ‘Financial factors’, which focus on the 

perceptions that are interpreted through communicated elements of financial allocations and 

budgets for production, as mentioned in section 7.1. 

One of the extracts within the theme ‘Financial factors’ is extract 7.4, which states: ‘When I saw 

these ads I kept telling my wife these have got to be AI generated. A Google search later confirmed 

it. They’re terrible ads. Coke is cutting ad cost pure aims simple. This ad probably cost them a tenth 

of what a regular commercial runs.’ (Appendix 7.4). 

This extract is situated in a Reddit thread that focuses on a perception of the advertisement, 

describing the advertisement as a ‘sloppy eyesore’ (Appendix 7). Here, the extract describes the 
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advertisements as being terrible, which is articulated through the fact that Coca-Cola is cutting 

production costs (Canning and Walker 2024; Appendix 7.4). By interpreting the extract through 

‘Financial factors’, this guides the meaning of how the marketing communication was perceived 

through relevant HAICC elements, such as efficiency (Kirkby et al. 2025). In this extract, the 

advertisement does not seem to be influenced much by the surrounding discourse, beside of the 

denotive meaning of knowing which advertisement the extract refers to (Canning and Walker 2024; 

Appendix 7; Appendix 7.4). Given the text ‘these have got to be AI generated (…) They’re terrible 

ads. Coke is cutting ad cost (…)’, this could portray that the perception of the advertisement is 

entirely guided by financial elements or elements of efficiency, which has influenced the perceived 

effectiveness (Kirkby et al. 2025; Canning and Walker 2024).  

In terms of interpreting this extract through HAICC, the perception could be guided through the 

allocation of budgets for efficient and effective production. One way that this can support 

interpretation is through enhancing effectiveness in working with an AI in a coordinator role. 

Working with AI in this role can enhance efficiency through allocation of resources (Kirkby et al. 

2025, 388). As a result, this could help guide the creative brand voice production, task satisfaction 

and performance (Kirkby et al. 2025, 388). 

Another extract to be analysed is extract 5.1, which states: ‘Went from being a marketing giant to 

resorting to money grubbing like this’ (Appendix 5.1). This extract is located in a Reddit thread that 

revolves around a surrounding discourse (Canning and Walker 2024). In this Reddit thread, the 

context of the discussion forum is situated around a text, which is related to the advertisement 

(Canning and Walker 2024; Appendix 5). The text has no disclosed author, but it is relevant to the 

advertisement, as the text states: ‘Yes, some parts of the industry were not pleased we were using a 

100 percent Generative AI film, but that’s part and parcel of doing something pioneering’ 

(Appendix 5). The text also states: ‘We understand that concern. But we need to keep moving 

forward and pushing the envelope’ (Appendix 5). According to the text, ‘Thakar’ is answering 

questions regarding the use of generative AI, which according to the title of the thread, could be 

connected to the advertisement by Coca-Cola (Appendix 5).  

In terms of the extract, the author conveys a discourse that describes that the ‘previous’ marketing 

giant, Coca-Cola, now resorts to money grubbing. The word ‘marketing giant’ portrays a deductive 

meaning that responds to the surrounding discourse of Coca-Cola (Appendix 5.1; Appendix 5; 

Canning and Walker 2024). Using the word ‘money grubbing’ could also convey a meaning that 
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relates to the theoretical framework and the surrounding discourse (Kirkby et al. 2025, Canning and 

Walker 2024).  

The word ‘money grubbing’, in the surrounding discourse, can be interpreted as the fact that Coca-

Cola sees money as the main interest of advertising, and Coca-Cola will do what it takes to make 

money (Collins Dictionary n.d; Canning and Walker 2024; Appendix 5.1). In accordance with the 

text in Appendix 5, the extract interpreting Coca-Cola as once being a marketing giant, which now 

resorts to money grubbing, could be an interpretation of Coca-Cola starting to be inauthentic 

towards their perceived values (Kirkby et al. 2025; Appendix 5.1). 

According to HAICC, this interpretation of the inauthentic behaviour could be guided by the 

elements of trust, which implies the behaviour of agents that interact with wide environments 

(Kirkby et al. 2025). Trust can be enhanced through transparent information, which could be the 

context of the surrounding discourse (Appendix 5). However, other elements could also guide this 

interpretation, given the attempt of providing transparent information (Appendix 5; Kirkby et al. 

2025). 

Given the extract, this interpretation could be guided by an understanding of the responsibility, 

which Coca-Cola did not comply with (Kirkby et al. 2025, 392). In terms of the surrounding 

discourse, this extract could be interpreted through the perception of Coca-Cola lacking moral 

responsibility towards society, where AI has been prioritised over human effort (Kirkby et al. 2025). 

This is given in the phrase ‘we were using a 100 percent Generative AI film’ (Appendix 5), which 

does not indicate any human involvement (Kirkby et al. 2025). Within the extract, this lack of moral 

responsibility could also guide the interpretation to perceive Coca-Cola as an unreliable source 

(Khan and Mishra 2023, 75; Kirkby et al. 2025). 

The extract could also portray an interpretation of the advertisement, which is guided by elements 

of efficiency (Kirkby et al. 2025). By referring to ‘money grubbing’, the extract could be an 

interpretation of Coca-Cola, enhancing the effectiveness by implementing AI into content 

production. However, given the perspective of Coca-Cola being a marketing giant previously, this 

could result in the interpretation of Coca-Cola moving away from a brand voice that is aligned with 

creativity and human involvement, which influence the perceived authenticity (Kirkby et al. 2025). 
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8. Conclusion 

This chapter will conclude the work with this project and provide an answer to the problem 

statement, based on the theoretically grounded analytical findings and the discussion of them. 

Through the work with this project, understanding how consumer perceptions of AI marketing 

communication evaluate brand authenticity and credibility have been established. 

In evaluating authenticity and credibility, and in terms of interpretations through HAICC, the 

analysis and discussion have provided various findings. Perceptions of AI marketing 

communication evaluate credibility through HAICC elements, such as moral responsibility, which 

guide interpretations to perceive a brand as being a reliable or an unreliable source of 

communication. In this case, credibility is evaluated based on the responsibility towards society, in 

which perceptions interpret that AI has been prioritised over humans in the co-creation process. 

Perceptions of AI marketing communication also evaluate credibility through HAICC elements that 

focus on the results of a failed integration and training of the AI with data, which is relevant to 

brand voice. This evaluates credibility through the perceived values of outcomes. This is interpreted 

through HAICC elements, such as the focus on effectiveness of creative brand voice, as it is critical 

for consumer behaviour and attitudes. Perceptions of AI marketing communication also evaluate 

credibility through the effect of low persuasiveness and acceptance of the source, as well as the 

extent to which the brand portrays accuracy within realistic content details of marketing 

communication. In alignment with HAICC, the latter is interpreted through the responsibility of 

ensuring that AI lack objective and ethical errors, such as adhering to human values. 

Perceptions of AI marketing communication evaluates authenticity through elements, such as 

efficiency, by comparing previous and recent marketing communication of the brand. In terms of 

HAICC, this is interpreted through the implementation of AI into co-creation processes. In these 

processes, the perceived brand who moves away from a brand voice, in terms of its perceived 

processes of establishing brand voice, creates an interpretation of separation within the brand. This 

separation is determined through the perceived lack of creativity and effectiveness, which is 

interpreted from the AI marketing communication and the perceived content production processes. 

By comparing previous and recent marketing communication, perceptions also evaluate authenticity 

by interpreting the brand, and how it differentiates, in terms of its perceived values of authenticity.  
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Perceptions of AI marketing communication also evaluates authenticity through comparison of 

earlier and later marketing communication in general. Here, the perceptions evaluate the missing 

elements of authenticity within recent advertisements, and compare them to elements of authenticity 

portrayed in previous advertisements. In alignment with HAICC, this is interpreted through 

working with brand voice-related topics and ideas, which improve the solutions found during co-

creation. This is interpreted to ensure that compatibility, between the brand and the topics, emerges 

from human involvement in the co-creation processes. 

In alignment with the philosophy of science, perceptions of AI marketing communication have 

provided relevant findings in terms of applying human-AI co-creation processes to resolve or to 

provide knowledge to future or current problematic situations. 
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10.  Reflection sheet 

In this project, I have been much more aware of my strategic approach to writing the project and to 

contextualise it in a problematic setting. I always aimed to write each chapter, section, and 

subsection with the idea of being able to mention how the content ties together with the problem 

statement. The topic of AI marketing communication emerged from my own experiences using 

social media. However, the aim for organisations to be effective in the new age of AI also brought 

perception areas of interest. Here, I developed relevant competencies to bring the topic into a 

brainstorm to determine what was going on. I realised that analysing AI videos and pictures would 

be methodologically problematic and time-consuming, but I also realised that to better understand 

the problem, I had to look into the consumer perceptions to see that their often negative 

perspectives don’t resonate well with the innovation of AI marketing communication. Through 

these perspectives, I could understand perspectives of a problem to determine what makes AI 

marketing communication a problem in the eyes of the consumers, which could provide helpful 

solutions for organisations who think about starting up with AI. 

In terms of working with the project, the planning and writing specific chapters, sections, and 

subsections have been on my shoulders to carry out. This provided both exciting opportunities to 

challenge myself but also challenges in telling myself to get started and going. However, I put a 

schedule together that I aimed to follow as much as possible, where I would write a specific number 

of pages every day, so I in the end could take a day off or two. However, I was often unable to bring 

myself back to writing, so the real project writing started a bit later than I would have preferred. 

This is where I started working hard, and I started looking more critically and objectively at the 

content I wrote. Given the time pressure, I always looked at my project with critical eyes and with 

considerations of being able to make the chapters and sections better and more perfect. This put a 

lot of pressure on my shoulders, but it was also crucial in getting my strategic thinking going. Here, 

I always sought to tell myself that ‘x chapter’ or ‘x section’ could be better if ‘x information’ was 

added. With this line of thinking, I always sought to write critically, academically, and sufficiently 

about the topic, so I could guide my reader through the project and the choices made regarding the 

problem statement without losing the reader. In general, writing this thesis has been both positive 

and extremely challenging. I have learned a lot about myself, how I work, and how I think critically 

about a specific problem. In this project, I have always focused on keeping the read thread 

throughout the project, while keeping a consistent understanding of how each element within the 

project could help contribute with an answer to the problem statement.  


