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Abstract: By learning from existing data patterns, A.I. refers to algorithms and models that can generate new content, 

including text, images, music, and more. The market's evolution has been significantly influenced by technological advancements, 
with generative AI representing a trans- formative force that reshapes industries and consumer behaviors. The evolution of the 
market has been substantially influenced by technological advancements, with generative AI representing a transformative force 
that reshapes industries and consumer behaviors. 

Challenges in understanding market dynamics arise as businesses struggle to adapt to the rapid changes brought about by 
generative AI, leading to a gap in strategies that effectively leverage this technology for competitive advantage. Research Design 
and Approach will focus on qualitative and quantitative analyses to evaluate the effectiveness of generative AI applications across 
different sectors, examining case studies and industry reports to draw insights that can inform strategic decision-making. 
Generative AI represents a significant leap in the evolution of artificial intelligence, showcasing state-of-the-art performance across 
various real-world applications, including image translation, medical diagnostics, and natural language processing. It has advanced 
rapidly in recent years, particularly with large language models and image-generation models that enable users to generate articulate 
text and compelling images from 

simple prompts. 

AI agents will revolutionize marketing by automating customer interactions, personalizing content, and optimizing ad 
targeting using real-time data. They will enhance predictive analytics, streamline campaign management, and improve customer 
engagement through chatbots and AI-driven insights. Additionally, AI will help brands adapt quickly to market trends, boosting 
efficiency and ROI. 
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1. INTRODUCTION   

  

 In the rapidly evolving landscape of artificial intelligence (AI), generative AI stands out as a frontier of innovation and 
potential. Distinguished by its ability to create new, previously unseen content, generative AI technologies have sparked a wave 
of interest across various sectors, promising to redefine the boundaries of creativity, efficiency, and problem-solving. Generative 
AI  encompasses a range of artificial intelligence technologies that excel in generating novel data instances akin to, but not exact 
replicas of, the training data they were fed. This capability spans various forms of data, including but not limited to text, images, 
and videos. Generative Adversarial Networks (GANs) (Creswell, White, & Dumoulin, 2023), Variational Autoencoders (VAEs) 
(Kingma & Welling, 2019), and Transformer models (Han & Xiao, 2021). The purpose of this paper is to delve into the 
transformative potential of generative AI-driven storytelling within the realm of marketing. We examine the evolution and 
applications of generative AI technology in modern marketing strategies. This paper underscores the significance of generative 
AI in marketing, emphasizing the necessity for transparency, fairness, and accountability in its ethical deployment. 
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2. RESEARCH METHODOLOGY  (Generative AI In Marketing) 
 

According to a survey by IBM, 35% of respondents said generative AI is one of the most popular emerging technologies that 
will bring greater changes to business processes, including marketing, in the next few years. It promises to take automation to a 
new level for marketers by creating content from scratch. 

With the emergence of ChatGPT and DALL-E 2 in recent times, the conversation around AI and ML (machine learning) 
applications has reached a crescendo. Some of its immediate benefits include saving time, personalizing content, and helping to 
create content. For example, AI and ML are being increasingly used in marketing to provide faster replies to customers than 
humans. We see this example in chatbots and other search capabilities. 

 

 
Fig. 1 From: Generative AI in innovation and marketing processes: A roadmap of research op- opportunities. 

Firm perspectives on analytical and generative AI 

Analytical AI has had, and is likely to continue to have, substantial impacts across enterprise functions (e.g., Davenport & 
Mittal, 2023; Davenport et al., 2020; Mahurkar, 2023). Now, the bank uses an internally developed Gen AI application to 
transcribe (and if needed, summarize) the customer service call, and search the bank’s knowledge base to retrieve information 
relevant to the customer query. Based on data collected, call handling time has been reduced by nearly 20%, so call center agents 
can spend more time interfacing with customers (Lim, 2024). 

Second, analytical AI often requires the input data to be formatted in a certain way, with a certain level of quality, such that 
small and poorly resourced firms might lack the internal data needed to implement analytical AI models. In contrast, small and 
poorly resourced firms can readily take advantage of Gen AI, such as by assigning ChatGPT to create drafts of social media posts, 
check code, or create sales scripts (Guha et al., 2023). 

Third, the capabilities of Gen AI continue to advance very rapidly. As Fig. 1 shows, ChatGPT 4 achieved a significant increase 
in capability compared with ChatGPT 3.5. It can generate text output that looks like social media posts, along with photos and 
images that might appear in advertising campaigns (Rogers, 2024). 

 

 
 

 

 

 

 
 

Fig. 2 From: How generative AI is shaping the future of marketing; History of ChatGPT (adapted from Malik, 2023) 
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2.1 Proposed implementation framework 

Combining our findings from discussions in the field and the review of the extant literature, we extrapolate several key points. 
First, Gen AI solutions can be classified according to two dimensions: the nature of the input (general vs. custom) and the level 
of human augmentation (low vs. high). 

Second, there are trade-offs inherent to making strategic choices across these dimensions. To capture these insights succinctly, 
we propose a Gen AI implementation framework for firms (Fig. 3) The first dimension, on the horizontal axis, reflects the level of 
customization of the input for Gen AI solutions, ranging from relatively low (i.e., general LLMs) to relatively high customization 
(i.e., custom LLMs). The second (vertical) axis relates to the extent of human augmentation before delivering the Gen AI output 
to the user, ranging from relatively low (i.e., nearly autonomous) to relatively high human augmentation. 

Gen AI solution—a general LLM that gets trained by RAG-based prompt-tuning, to improve the accuracy and relevance of 
the information it uses. Similarly, the two human augmentation extremes are represented by using ChatGPT for editing and using 
ChatGPT to create social media posts. In the former case, no human augmentation takes place; the material goes into ChatGPT 
and comes back edited. In contrast, there is much human augmentation in the latter case, such that a human employee carefully 
reviews the draft social media post prior to posting. Somewhere in between is Grammarly, which will flag an offensive ideation 
prompt, pending subsequent resolution by a human employee. Even if Grammarly responds to most ideation prompts with output 
provided directly to the customer, in some cases, the prompts may be suppressed and require human augmentation. 

 

 

Fig. 3From: How generative AI Is shaping the future of marketing Proposed generative AI selection 
framework 

 

 

3. RESULT : 

The New York Times has been at the forefront of exploring generative AI-driven storytelling. This company has developed 
an AI system called "Journalism AI" that helps journalists generate insights, analyze data sets, and automate reporting tasks (18, 
2022, p. 34). OpenAI is a pioneer in generative AI and has developed models like GPT-3 that have been utilized in various creative 
storytelling applications. These models utilize creative storytelling applications to generate virtual characters, interactive narratives, 
and assist in creative writing (15, 2022, p. 35). Besides, the Associated Press (AP) has experimented with AI-driven journalism to 
automate and create financial reports and sports articles. The AI-driven storytelling has helped companies to speed content creation 
and news coverage. The adoption of AI-driven storytelling in the workplace has grown over different generations. As of 2023, in 
the United States of America, the highest generative AI adoption rate is in Gen Z, resulting in 29% (14, 2023, p. 21). On the other 
hand, with the mere difference, the adoption rate in Gen X is 28% while it is 27% in millennials. 

 

 

Figure 4: Adoption of generative AI technology [Barbosa B, Saura JR, Zekan SB, Ribeiro-Soriano D., 2023] 

AI adoption rate by Generation 

27% 29% 

28% 

Gen Z Gen X millennials 
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3.1 Applications of AI in marketing 

 

The application of AI in marketing can be deduced from its application in customer data analysis. Through AI, marketers 
can analyze customer data to personalize marketing campaigns, identify patterns and trends, and improve customer 
segmentation (8, 2023, p. 64). This AI-powered tool enhances creativity and productivity by assisting marketers in generating 
compelling and personalized content (24, 2020, p. 483). RNNs and transformers help the tool to analyze a large volume of 
data, including customer preferences, demographics, and historical engagement patterns. 

Generative AI could have an impact on most business functions; however, a few stand out when measured by the 
technology’s impact as a share of functional cost (Fig. 5). The analysis identified marketing as one of the four sectors that 
could account for approximately 75 percent of the total annual value from generative AI use cases. Digital marketers can 
leverage the capabilities of generative AI to deliver meaningful customer experiences (5, 2023, p. 28). For instance, Adobe 
Firefly complements human imagination and creativity in digital marketing, enhancing creativity and productivity. 

 

 

 

 
 

 

Figure 5: The value potential of generative AI across business functions. [McKinsey, 2023] 
 

4. DISCUSSION  

 

 For this article, we largely refer to LLMs, which are Gen AI models trained on large data sets with primarily text. 

 data (e.g., Bard, ChatGPT), but we also acknowledge that Gen AI encompasses multimodal data, such as large. 

 vision models (LVMs), including Dino or Clip. 

 In addition to the interviews conducted as part of the CDO survey (Davenport et al. 2023a, 2024), we interviewed 10 
other senior executives from a mix of small and large organizations that are exploring and implementing gen AI 
applications. 

 Augmentation is not limited to Gen AI; Davenport et al. (2020) cite Stitch Fix, which augments data produced by 
analytical AI with human employees’ efforts. 

 

4,1 Limitations of Gen AI 

As Gen AI continues to evolve and proliferate, it has significant potential for a positive impact. But it also raises concerns that 
merit examination. For example, Gen AI solutions grapple with potential infringement of intellectual property rights (IPR). This 
concern is likely more relevant to Gen AI solutions using general LLMs, which draw from a wide body of content. When creating 
new output in response to user prompts, Gen AI potentially creates output that may infringe on IPR (Susarla, 2024), which 
represents a serious concern, especially in creative contexts. As Su-Sarla (2024) cautions, both individual and corporate users of 
Gen AI arguably can be held liable for such infringements. Referring specifically to DALL-E 3 and Midjourney, Marcus and 
Southern (2024) recognize their capacity to copy protected materials, as well as their failure to offer clear information about the 
sources from which they might have copied materials. 

Another concern applies to all types of Gen AI solutions, namely, the creation of misinformation. Gen AI can be exploited to 
create convincing “fake content” such as deepfake videos, forged documents, or realistic-looking images. This capability raises 
concerns about inappropriate content, identity theft, and fraud; malicious actors could use such content for deceptive purposes, 
especially during elections, as demonstrated in recent years (Wirtshafter, 2024).  

At a broad level, this ethical concern should intensify considerations of how to decide which uses Gen AI should Gen AI 
produce factually incorrect content. 
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4.2 Research opportunities 

Gen AI and its applications remain in their infancy, suggesting a plethora of opportunities for continued research. As we 
indicated previously, the marketing discipline should take the lead in research into Gen AI (JP Morgan, 2024), and we outline 
three distinct categories of research top- ics for such exploration, as summarized in Table 4, related to (1) Gen AI input, (2) Gen AI 
output and deployment, and (3) regulatory and societal issues. 

Table 1: Research Avenues 

From: How generative AI is shaping the future of marketing 

 

Topic Important Questions for Research 

#1: Gen AI input: 

Understanding the inputs (e.g., text, 

images, video) into the LLM and 

alternative ways to build LLMs (or 

LVMs) 

• Given some desired Gen AI output, which LLM is optimal: custom LLM, 

general LLM, or an integrated version? What are some factors that inform such 

choices? How do these questions extend to multimodal models or LVMs? 

• What are some methods for improving a general LLM, such as prompt-tuning 

(improving inputs)? Can a custom LLM be useful outside the specific use case 

for which it was built? 

• What are the costs and return on investments for ensuring better privacy and 

reduced IPR infringement in newly developed Gen AI solutions? What factors 

affect the decision to offer increased privacy and/or reduced IPR infringement? 

#2: Gen AI output and deployment: 

Understanding the outputs of the 

proposed Gen AI solution and the level 

of human augmentation needed 

• Which biases are associated with different Gen AI solutions (accord- ing to their 

inputs), and how can they be managed or mitigated? 

• To mitigate biases, is it optimal to manage the LLM input, manage the 

algorithm, or manage the output through human augmentation? 

• Considering ethical and public policy quandaries, which applications should 

avoid the use of Gen AI? How can firms and individuals be dissuaded from 

pursuing such applications (e.g., election-related deep fakes) or creating unethical 

Gen AI outputs? 

• What options are available to increase transparency and returns on investments 

in Gen AI solutions? How should firms think of balancing risk versus returns in 

their Gen AI investments? 

• What insights might be derived from classifying Gen AI, similar to the 

classification of analytical AI, into mechanical, thinking, and feeling types? Is 

another classification more appropriate for Gen AI? 

#3: Regulatory and societal issues • Can newly proposed and implemented rules and regulations enhance (or detract 

from) Gen AI innovation, solutions, and returns? 

• How should we measure the trade-offs evoked by rules and regulations 

involving privacy, IPR, and other societal concerns, across various Gen AI 

inputs, outputs, and overall social impacts? 

• Will certain Gen AI solutions advance or hinder human social skills? How will 

such influences change society? 
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5. CONCLUSION 

Generative AI has radically transformed the business landscape, with particularly strong impacts on marketing. Gen AI in 
ways that suitably enhance value, but also suggestions for how to navigate the risks and complexities associated with Gen AI 
solutions. By building on prior work and interviews with senior managers and Gen AI users, we determined that, when choosing 
to deploy Gen AI, key concerns relate to Gen AI inputs (general versus custom inputs) and Gen AI outputs (extent of human 
augmentation, before deployment to the end user). 

We also outline various limitations and concerns associated with Gen AI. Like analytical AI (Dav- enportet al., 2020), Gen AI 
raises concerns related to data privacy, embedded algorithmic bias, ethics (including whether certain Gen AI applications should 
even be considered), and opacity (“black box” nature of the algorithm). Other concerns are unique to Gen AI, though. First, it is 
vulnerable to “hallucinations,” in the sense that it provides erroneous output, on a scale very different from that possible with 
analytical AI. Second, Gen AI is especially amenable to the creation of disinformation, which has substantial public policy 
implications. Third, Gen AI output, especially creative forms (text, images), can infringe on IPR, with consequent risks for Gen AI 
creators and users. 

Generative AI is rapidly reshaping global markets by enabling unprecedented levels of automation, personalization, and 
innovation. Its transformative impact spans multiple industries— 

 

 Including healthcare, 

 Finance, Entertainment, and  

 Manufacturing—Driving Efficiency and 

 Unlocking new Business Models.  
 

As the technology continues to evolve, it will serve as a foundational force in redefining value creation and competitive 
advantage across the economic landscape. Future research must focus on governance, ethical implications, and ensuring equitable 
access to these powerful tools. 

 
 

 
 

 

Figure 6 Projected Generative AI Market Share by Industry (2025) 

This chart illustrates the estimated distribution of generative AI market adoption across key industries based on current investment 

and usage trends. 
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