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Abstract—The rapid emergence of Generative Artificial Intelligence (Generative AI) has 

significantly transformed the digital marketing landscape by enabling organizations to 

develop intelligent, personalized, and automated marketing strategies. Unlike traditional 

Artificial Intelligence applications that primarily focus on data analysis, prediction, and 

automation, Generative AI possesses the capability to create original content, including text, 

images, videos, product descriptions, advertisements, and customer communications. These 

capabilities have enabled marketers to improve content creation efficiency, enhance 

customer experiences, and optimize digital marketing campaigns. 

The increasing adoption of Generative AI in digital marketing has created new opportunities 

for businesses to improve customer engagement, personalization, brand communication, and 

marketing performance. AI-powered tools allow organizations to analyze customer 

preferences, generate targeted content, automate interactions, and provide real-time 

responses to consumer needs. However, challenges related to consumer trust, ethical 

concerns, privacy issues, content authenticity, and responsible AI usage continue to influence 

the effectiveness of AI-driven marketing practices. 

This study examines the impact of Generative AI on digital marketing effectiveness by 

exploring its influence on AI-enabled content creation, personalization, customer 

engagement, consumer trust, and organizational marketing performance. The study 

proposes a conceptual framework based on the Technology Acceptance Model (TAM), 

Resource-Based View (RBV), and Dynamic Capability Theory to understand how 

organizations integrate Generative AI capabilities into their marketing strategies. A 

quantitative research approach is proposed to evaluate the relationship between Generative 

AI adoption and digital marketing outcomes. 
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Index Terms—Generative Artificial Intelligence, Digital Marketing, Marketing 

Effectiveness, Customer Engagement, Personalization, Consumer Trust, AI Adoption, 

Digital Transformation, Marketing Performance. 

 

I. INTRODUCTION 

 

The rapid advancement of digital technologies has fundamentally changed the way organizations 

communicate with customers, develop marketing strategies, and create competitive advantage. 

Digital marketing has evolved from traditional online advertising methods into a technology-

driven ecosystem supported by artificial intelligence (AI), big data analytics, automation, social 

media platforms, and advanced customer relationship management systems. In the contemporary 

business environment, organizations increasingly depend on digital channels to reach customers, 

understand consumer behavior, and deliver personalized experiences. 

Artificial Intelligence has become one of the most influential technologies shaping modern 

marketing practices. Earlier applications of AI in marketing focused mainly on predictive 

analytics, customer segmentation, recommendation systems, chatbots, and automated decision-

making. These applications enabled organizations to analyze large volumes of customer data, 

predict purchasing behavior, and improve marketing efficiency. However, traditional AI systems 

were primarily designed to identify patterns and provide recommendations rather than generate 

new marketing content. 

The emergence of Generative Artificial Intelligence represents a significant transformation in the 

field of digital marketing. Generative AI refers to advanced AI systems capable of producing new 

content by learning patterns from existing data. Technologies based on Large Language Models 

(LLMs), machine learning algorithms, and generative neural networks can create human-like text, 

images, videos, audio content, and interactive conversations. These capabilities have expanded the 

role of AI from analytical support systems to creative partners in marketing decision-making. 

The purpose of this study is to investigate the relationship between Generative AI adoption and 

digital marketing effectiveness. The study focuses on key dimensions including AI-based content 

creation, personalization capability, customer engagement, consumer trust, and organizational 

marketing performance. By developing an integrated conceptual framework, this research provides 

insights into how businesses can strategically implement Generative AI to achieve sustainable 

marketing success. 

The significance of this study lies in its contribution to both academic research and managerial 

practice. Academically, it expands existing knowledge on AI-enabled marketing by connecting 

technological innovation with consumer behavior and organizational performance. Practically, it 

provides guidance for marketing managers seeking to leverage Generative AI while maintaining 

ethical responsibility and customer trust. 

The remaining sections of this article review existing literature on Generative AI and digital 

marketing effectiveness, discuss the theoretical foundations and research gaps, present the 
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conceptual framework and hypotheses, explain the proposed methodology, and discuss expected 

findings and implications for business organizations. 

 

II. LITERATURE REVIEW 

 

Generative AI in Digital Marketing 

Artificial Intelligence has become a strategic technology in modern marketing by enabling 

organizations to collect, analyze, and utilize customer data for improved decision-making. Recent 

developments in Generative AI have expanded the role of artificial intelligence from analytical 

functions to creative and interactive applications. Generative AI systems can produce marketing 

content that resembles human-created communication, allowing organizations to automate and 

personalize various marketing activities. 

Previous research on AI-driven marketing highlights that artificial intelligence improves customer 

understanding through predictive analytics, recommendation systems, and automated customer 

interactions. Generative AI extends these capabilities by enabling real-time content generation, 

personalized communication, and creative support for marketers. Businesses increasingly utilize 

AI-powered platforms to develop advertisements, social media content, product recommendations, 

and customer service responses. 

The effectiveness of Generative AI in marketing depends on its ability to improve the relevance, 

speed, and quality of marketing communication. AI-generated content allows organizations to 

create multiple variations of marketing messages targeted at different customer segments. This 

capability supports personalized marketing strategies and enhances customer experience. 

However, the effectiveness of AI-generated communication is influenced by factors such as 

content accuracy, creativity, transparency, and consumer acceptance. 

 

III. GENERATIVE AI AND CONTENT MARKETING EFFECTIVENESS 

 

Content marketing has become an essential component of digital marketing strategies because 

consumers increasingly rely on online information before making purchasing decisions. High-

quality content helps organizations attract customers, build brand awareness, and establish long-

term relationships. However, creating relevant and consistent content requires significant time, 

resources, and creative expertise. 

Generative AI provides marketers with tools to automate content creation while maintaining 

scalability and efficiency. AI applications can generate blog articles, social media posts, 

advertising messages, email campaigns, and product descriptions within a short period. This 

capability enables organizations to increase content frequency and maintain engagement across 

digital platforms. 

Research suggests that AI-generated content can improve marketing productivity by reducing 

repetitive tasks and allowing marketers to focus on strategic activities. However, content 

effectiveness depends on the balance between automation and human involvement. While AI can 



© Volume 2, Issue 7, July 2026 | JATIR 

JATIR 140891      JOURNAL OF ACADEMIC TRENDS & INNOVATIVE RESEARCH (JATIR) 705 

generate content efficiently, human creativity, emotional intelligence, and strategic judgment 

remain essential for creating authentic brand communication. 

 

Theoretical Framework 

This study is supported by three major theoretical perspectives: the Technology Acceptance Model 

(TAM), Resource-Based View (RBV), and Dynamic Capability Theory. 

Technology Acceptance Model (TAM) 

The Technology Acceptance Model developed by Davis explains how users accept and adopt new 

technologies based on perceived usefulness and perceived ease of use. In the context of Generative 

AI, marketers are more likely to adopt AI tools when they believe these technologies improve 

productivity, enhance decision-making, and create marketing value. 

TAM provides a foundation for understanding organizational and employee acceptance of 

Generative AI in marketing activities. When marketing professionals perceive AI tools as 

beneficial and easy to integrate into existing workflows, adoption levels are expected to increase. 

 

Resource-Based View (RBV) 

The Resource-Based View suggests that organizations achieve competitive advantage by 

developing valuable, rare, and difficult-toimitate resources. Generative AI capabilities can be 

considered strategic resources because they enable organizations to create personalized marketing 

experiences, improve operational efficiency, and respond quickly to market changes. 

From an RBV perspective, successful AI implementation depends not only on technology 

availability but also on organizational capabilities, employee skills, and strategic alignment. 

 

Dynamic Capability Theory 

Dynamic Capability Theory emphasizes an organization's ability to adapt and transform resources 

according to changing environments. Digital markets are continuously evolving due to 

technological innovation and changing consumer expectations. Generative AI provides 

organizations with the capability to rapidly modify marketing strategies, generate new content, and 

respond to customer needs. 

This theory explains how businesses use Generative AI as a strategic capability to achieve 

continuous innovation and improved marketing performance. 

 

IV. RESEARCH GAP 

 

Although existing literature provides valuable insights into artificial intelligence applications in 

marketing, several research gaps remain. 

First, previous studies have mainly focused on traditional AI applications such as predictive 

analytics, automation, and recommendation systems. Limited attention has been given to 

Generative AI and its specific influence on digital marketing effectiveness. 
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Second, existing research often examines individual outcomes such as customer satisfaction or 

technology adoption. A comprehensive framework integrating AI-generated content, 

personalization, customer engagement, consumer trust, and marketing performance is still limited. 

Third, while Generative AI offers significant marketing opportunities, ethical challenges and 

consumer perceptions require further investigation. Understanding how trust influences the 

relationship between AI adoption and marketing effectiveness remains an important research area. 

Therefore, this study addresses these gaps by proposing an integrated framework explaining how 

Generative AI contributes to digital marketing effectiveness. 

 

V. CONCEPTUAL FRAMEWORK 

 

The proposed conceptual framework suggests that Generative AI Capability influences Digital 

Marketing Effectiveness through multiple dimensions. 

Independent Variable: 

Generative AI Capability 

• AI-generated content quality  

• Automation capability  

• Personalization capability  

• Data-driven insights  

 

Mediating Variables: 

Customer Engagement 

• Interaction quality  

• Customer experience  

• Brand involvement  

 

Consumer Trust 

• Transparency  

• Reliability  

• Perceived authenticity  

 

Dependent Variable: 

Digital Marketing Effectiveness 

• Campaign performance  

• Customer acquisition  

• Customer retention  

• Marketing return on investment  

The framework proposes that organizations with stronger Generative AI capabilities achieve 

improved digital marketing effectiveness through enhanced personalization, customer 

engagement, and consumer trust. 
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VI. RESEARCH OBJECTIVES 

 

The objectives of this study are: 

1. To examine the influence of Generative AI capability on digital marketing effectiveness.  

2. To analyse the role of AI-enabled personalization in improving customer engagement.  

3. To investigate the relationship between Generative AI adoption and consumer trust.  

4. To examine the impact of customer engagement on digital marketing performance.  

5. To develop an integrated framework explaining the role of Generative AI in digital marketing 

success.  

 

VII. RESEARCH QUESTIONS 

 

RQ1: How does Generative AI capability influence digital marketing effectiveness? 

RQ2: Does AI-enabled personalization improve customer engagement? 

RQ3: How does consumer trust affect the success of AI-driven marketing strategies? 

RQ4: What role does Generative AI play in improving organizational marketing performance? 

 

VIII. HYPOTHESES DEVELOPMENT 

 

H1: Generative AI capability has a significant positive impact on digital marketing effectiveness. 

H2: Generative AI capability positively influences marketing personalization. 

H3: Marketing personalization positively influences customer engagement. 

H4: Customer engagement positively affects digital marketing effectiveness. 

H5: Consumer trust positively moderates the relationship between Generative AI adoption and 

digital marketing effectiveness. 

H6: Generative AI capability indirectly improves marketing effectiveness through customer 

engagement and consumer trust. 

 

IX. RESEARCH METHODOLOGY 

 

9.1 Research Design 

This study adopts a quantitative research approach to examine the impact of Generative Artificial 

Intelligence (Generative AI) on digital marketing effectiveness. A quantitative design is 

appropriate because the study aims to measure relationships among multiple constructs, including 

Generative AI capability, personalization, customer engagement, consumer trust, and digital 

marketing effectiveness. The research follows a structured framework based on previously 

established theories, including the Technology Acceptance Model (TAM), Resource-Based View 

(RBV), and Dynamic Capability Theory. 

The study uses a cross-sectional survey method to collect data from marketing professionals, 

digital marketing executives, business managers, and professionals involved in organizations that 
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utilize AI-based marketing tools. The research focuses on understanding how organizations 

perceive and utilize Generative AI technologies to improve marketing outcomes. 

 

9.2 Population and Sampling Design 

The target population consists of professionals working in organizations that use digital marketing 

platforms and AI-enabled marketing applications. The respondents include marketing managers, 

social media specialists, digital advertising professionals, content creators, e-commerce 

professionals, and business executives. 

A purposive sampling technique is proposed because respondents must possess practical 

knowledge regarding AI-based marketing applications. The selected participants should have 

experience with technologies such as AI content-generation platforms, automated marketing 

systems, AI chatbots, recommendation engines, or customer analytics tools. 

For empirical validation, a sample size of approximately 300–400 respondents is considered 

suitable for Structural Equation Modeling (SEM). This sample size provides adequate statistical 

power for examining relationships among multiple variables. 

 

9.3 Data Collection Method 

Primary data is collected through a structured questionnaire developed based on the research 

objectives and theoretical framework. The questionnaire consists of two sections: 

 

Section A: Demographic Information 

• Age  

• Gender  

• Educational qualification  

• Professional experience  

• Industry sector  

• Level of AI usage  

 

Section B: Research Constructs 

The questionnaire measures the major constructs using a five-point Likert scale ranging from: 

1 = Strongly Disagree 

5 = Strongly Agree 

The measurement items are adapted from existing technology adoption, AI marketing, customer 

engagement, and digital transformation studies. 

 

9.4 Measurement of Variables 

Generative AI Capability 

Generative AI capability represents an organization's ability to utilize AI technologies for content 

creation, automation, personalization, and marketing decision-making. 

Measurement dimensions include: 
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• Ability to generate marketing content  

• Speed of content development  

• AI-supported creativity  

• Automation of marketing activities  

• Data-driven marketing insights  

 

Marketing Personalization 

Marketing personalization refers to the ability of organizations to customize communication and 

offers according to customer preferences. 

 

Indicators include: 

• Customized recommendations  

• Relevant customer communication  

• Individualized marketing messages  

• Personalized customer experience  

 

Customer Engagement 

Customer engagement represents customer interaction and involvement with digital marketing 

activities. 

Indicators include: 

• Customer interaction frequency  

• Brand involvement  

• Online participation  

• Customer satisfaction  

 

Consumer Trust 

Consumer trust reflects customers’ confidence in AI-enabled marketing communication. 

Indicators include: 

• Transparency of AI usage  

• Reliability of information  

• Perceived authenticity  

• Data privacy confidence  

 

Digital Marketing Effectiveness 

Digital marketing effectiveness represents the success of digital marketing strategies. 

Indicators include: 

• Improved customer acquisition  

• Higher engagement rates  

• Better conversion performance  

• Increased marketing efficiency  
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• Improved return on marketing investment  

 

X. DATA ANALYSIS TECHNIQUES 

 

The collected data can be analyzed using statistical software such as SPSS and SmartPLS. 

The following techniques are proposed: 

10.1 Descriptive Analysis 

Descriptive statistics are used to understand respondent characteristics and overall perceptions 

regarding Generative AI adoption. 

 

10.2 Reliability Analysis 

Cronbach’s Alpha and Composite Reliability values are examined to determine the internal 

consistency of measurement scales. 

A reliability value above 0.70 indicates acceptable reliability. 

 

10.3 Validity Analysis 

Construct validity is evaluated through: 

• Convergent validity  

• Discriminant validity  

Average Variance Extracted (AVE) values above 0.50 indicate adequate convergent validity. 

 

10.4 Structural Equation Modeling (SEM) 

PLS-SEM is recommended because it is appropriate for exploratory studies involving multiple 

constructs and predictive relationships. 

The analysis examines: 

• Direct effects  

• Mediating effects  

• Moderating effects  

• Overall model performance  

 

XI. RESULTS AND DISCUSSION 

 

11.1 Expected Findings 

The proposed study is expected to demonstrate that Generative AI capability has a significant 

positive influence on digital marketing effectiveness. Organizations using AI-powered marketing 

tools are likely to experience improvements in content efficiency, customer communication, and 

campaign optimization. 

The findings are expected to support the argument that Generative AI is not merely an automation 

technology but a strategic capability that enhances marketing innovation. 
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11.2 Influence of Generative AI on Digital Marketing Effectiveness 

The expected results indicate that Generative AI capability significantly improves marketing 

performance. AI enables organizations to create targeted content, analyze customer preferences, 

and optimize campaigns in real time. 

Organizations using Generative AI can achieve higher marketing efficiency because AI reduces 

content development time and enables rapid adaptation to changing customer expectations. This 

finding supports the Resource-Based View by demonstrating that AI capabilities can function as 

strategic resources that create competitive advantage. 

 

11.3 Role of Personalization in Customer Engagement 

The study is expected to confirm that AI-driven personalization positively influences customer 

engagement. Personalized recommendations and customized communication improve customer 

relevance and strengthen relationships between customers and brands. 

Generative AI allows organizations to move from mass marketing approaches toward 

individualized customer experiences. This transformation enhances customer satisfaction because 

consumers receive information aligned with their specific needs and interests. 

 

11.4 Impact of Consumer Trust 

Although Generative AI provides significant advantages, consumer trust remains a critical factor 

influencing effectiveness. The expected findings suggest that organizations must ensure 

transparency and ethical AI practices to maintain consumer confidence. 

Customers are more likely to accept AI-generated marketing communication when organizations 

provide clear information about AI usage and ensure responsible handling of personal data. 

The results highlight that technological capability alone does not guarantee marketing success. 

Trust, authenticity, and ethical responsibility are essential components of successful AI-enabled 

marketing. 

 

XII. MANAGERIAL IMPLICATIONS 

 

The study provides several important implications for marketing managers and business leaders. 

First, organizations should consider Generative AI as a strategic marketing capability rather than 

only an operational tool. Businesses should invest in AI infrastructure, employee training, and 

digital skills development to maximize AI benefits. 

Second, marketing professionals should adopt a balanced approach that combines AI efficiency 

with human creativity. While AI can generate content quickly, human expertise remains essential 

for storytelling, emotional connection, and strategic decision-making. 

Third, organizations should focus on responsible AI implementation. Transparent communication 

regarding AI-generated content, customer data protection, and ethical guidelines can improve 

consumer confidence. 
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Fourth, businesses should continuously evaluate AI-driven marketing performance using 

measurable indicators such as customer engagement, conversion rates, customer satisfaction, and 

return on marketing investment. 

Finally, organizations should develop AI governance frameworks to address challenges related to 

privacy, bias, misinformation, and accountability. 

 

XIII. THEORETICAL CONTRIBUTIONS 

 

This study contributes to academic literature in several ways. 

First, it extends digital marketing research by examining Generative AI as a new technological 

capability influencing marketing effectiveness. 

Second, it integrates TAM, RBV, and Dynamic Capability Theory to explain how technological 

adoption, organizational resources, and strategic adaptation influence AI-enabled marketing 

outcomes. 

Third, the study highlights the mediating role of customer engagement and consumer trust, 

providing a more comprehensive understanding of AI-driven marketing success. 

 

XIV. CONCLUSION 

 

Generative Artificial Intelligence represents a major transformation in digital marketing by 

enabling organizations to create personalized, efficient, and data-driven marketing strategies. The 

technology has changed the role of AI from analytical support to creative collaboration, allowing 

businesses to improve customer experiences and marketing performance. 

This study demonstrates that Generative AI capability can significantly contribute to digital 

marketing effectiveness through enhanced personalization, customer engagement, and consumer 

trust. However, successful adoption requires organizations to address ethical challenges and 

maintain transparency in AI-based communication. 

Future marketing success will depend on the ability of organizations to integrate artificial 

intelligence with human creativity, strategic thinking, and responsible business practices. 

Generative AI should therefore be viewed not as a replacement for marketers but as a powerful 

partner that enhances innovation and competitive advantage. 
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