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Abstract 

Digital marketing strategies have been dramatically changed by the 

emergence of generative artificial intelligence AI as a major player in the industry. 

The use of generative AI increases efficiency, scalability, and personalization but its 

expanding role in the decision making process raises serious questions about 

consumer trust, transparency, ethical issues, and authenticity when marketing 

decisions are made based on generative AI input. The purpose of this research is to 

explore how collaborative efforts between humans and generative AIs influence 

consumer trust and how this affects brands ability to succeed through digital 

marketing efforts using the generative technology. A descriptive and analytical 

research approach is employed through both primary and secondary data to 

explore how consumers perceive AI-driven marketing, how trust is formed in 

relation to AI-driven marketing, and how AI-driven marketing has impacted brand 

outcomes. Consumer data gathered about consumers' exposure to AI-driven 

marketing is analyzed using statistical tools including percentage analysis, 

correlation analysis, and one-way ANOVA. Results indicate that the use of 

generative AI significantly improves marketing efficiency and personalization as 

compared to traditional methods; however, consumer trust and credibility of 

brands is noticeably higher when the final decisions made by AIs are supported by 

human intervention. The study concludes that there should be a proper level of 

balanced cooperation between humans and AIs, as well as a focus on ethical 
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standards regarding AI use and an emphasis on honest and open communication 

about AI use, in order to promote and maintain trust and achieve long-term brand 

success through digital marketing strategies that incorporate generative 

technologies. 

 

1. INTRODUCTION 

In the last ten years, digital marketing has developed quickly thanks to 

technological advancement, evolving consumer habits and increasing digital 

connections. Companies today work in a very competitive online marketplace, 

where being able to interact with individual users on an individual basis, make real-

time decisions and utilize data analysis in their marketing strategies is critical. 

AI is changing how we do marketing today by allowing marketers to 

analyse enormous amounts of data, automate marketing processes and create 

customized consumer experiences. There are many kinds of AI used in digital 

marketing, but generative AI has become a very important area of development in 

this regard. Compared to standard AI which analyzes and sorts through data 

generative AI can produce new and original content (i.e., ads, social media posts, 

emails, product descriptions and Chabot responses). This allows marketers to 

create content automatically predict what consumers like and dislike and adjust 

digital marketing campaigns faster than they ever could have before. 

 

Conceptual Framework 

Human–AI Collaboration 

Human-AI collaboration is when AI helps humans make better decisions 

because AI is created to enhance and support how humans decide things and not 

take the place of human expertise. For digital marketing, AI helps organizations 

take advantage of computing power in order to manage large amounts of data, 

determine complex behaviour patterns and predict with great accuracy what 

consumers are going to do next. The use of AI in marketing will allow marketers to 

access many different tools to enhance their marketing efforts. These tools include 

the following: data analysis, customer segmentation, content creation, optimizing 

campaigns and monitoring performance in real time. 

While AI can execute very quickly, at scale and accurately using data, it is 

necessary for marketers to provide the strategic vision, creativity, emotional 

intelligence and ethical judgment needed for marketers to be successful. Marketers 

are required to take the insights produced by AI and put them into the context of 

not only business but also culture and ensure the marketing strategy fits with the 

brand and customer expectations Marketers are also responsible for assurance of 

the ethical standards related to transparency data privacy and algorithmic bias. This 
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is not possible through AI compliance alone. Article 1 Partnership By combining 

the two partners and collaborating as a team in this way the partnership will result 

in greater operational efficiencies by automating routine and analytical activities 

allowing the human marketer to focus on higher level strategic and creative 

activities. By combining both human intelligence and AI companies can provide 

customers with customized and targeted marketing experiences. 

Generative AI in Digital Marketing 

Generative artificial intelligence AI represents the more powerful forms of 

AI that can create something new and different by generating an output such as a 

text, an image a video or some type of interaction from large amounts of data by 

recognising patterns found in the data. It generates content that is similar to what a 

human would generate with a different output than what traditional AI systems 

would have typically produced (e.g., classified data rather than creating something 

that looks like it was produced by a human). As you might expect, this capability 

has changed how businesses in the digital marketing space have approached 

communicating with consumers designing new campaigns and developing overall 

business strategies. 

One of the primary uses of generative ai in digital marketing is automated 

content generation, where marketers can use AI tools to produce a large number of 

social media posts and create new blog posts, email marketing content, product 

descriptions or promotional messages all at once. Businesses can maintain a 

consistent communication platform across multiple digital channels, therefore 

lowering the amount of time and cost associated with doing so. In addition, 

because of the ability for rapid experimentation among various formats and types 

of messages from a creative perspective the marketer's ability to create an effective 

campaign has greatly increased. 

Another of the main uses of generative AI is in personalizing 

advertisements for each individual consumer. Generative AIs analyse and create 

messages based upon how each individual consumer behaves as they browse 

purchase and interact with a website or digital marketing environment.  

The valuable insights gained from real-time analytics are used by 

generative AI to create unique and valuable messages for specific consumer 

segments that will help companies create more engaging and converting 

advertisements. Ultimately personalised advertising enhances  

 

Consumer Trust 

The phrase, "Consumer trust is the confidence... business practices" in 

terms of the hierarchy of marketing, ultimately supports the creation of long-

lasting relationships that are beneficial to both consumers and brands. When 
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consumers know they can rely on a brand to consistently provide them with the 

value they are promised, conduct business ethically and act in their best interest 

they are much more likely to develop an emotional connection to that brand. 

Trust is an important element within digital marketing, and both loyalty 

the frequency with which consumers buy from a particular business and repeat 

purchases often depend on consumer trust in a brand. The more consumers trust a 

business the more likely it is that they will be willing to provide personal 

information use different types of digital media such as websites and social media 

and respond positively to personalized messages. 

When consumers trust a company brand they usually perceive the risk or 

uncertainty associated with purchasing products or services from that company 

brand to be lower. As a result they feel more comfortable purchasing items online 

and continuing to have post-purchase interactions with that company rand after 

making an initial purchase. 

Artificial intelligence AI is changing the way that consumers establish or 

continue to build trust within digital marketing. For example while AI can improve 

trust in marketing by creating a more personalized and user-friendly experience for 

consumers through personalized ads, recommendation engines and automated 

customer serviceAI can also create distrust in the credibility of some AI systems 

because of data privacy issues, algorithmic bias, unethical manipulation of 

consumers or simply a lack of transparency. 

Brand Success 

success is demonstrated through several related areas, including brand 

awareness how widely recognized and recalled your brand is customer loyalty a 

measure of how likely consumers are to continue choosing your brand over other 

options brand image the overall image that your brand has in the eyes of 

consumers market share how much of the total market your brand has captured 

and financial performance how profitable, stable and viable your business is 

financially. Brand success is also determined by how well your brand can build 

trust among consumers how much value it provides consistently to consumers and 

how well it adapts to constantly changing consumer demands through digital media 

as opposed to just achieving short-term sales. 

Consumer brand awareness is how aware consumers are of a particular 

brand when deciding what product or service to buy. When consumers are more 

aware of a specific brand than other brands, they are more likely to think about the 

brand when considering purchasing products or services. When consumers are 

more aware of a particular brand, they are more likely to purchase from that brand 

than from another brand. 
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Customer loyalty is another important factor in determining brand success. 

Loyal customers tend to repeatedly purchase a specific brand, which leads to 

greater customer lifetime value (CLTV), greater stability in businesses (i.e. lower 

marketing costs), and greater marketing (i.e. positive word-of-mouth) for brands 

overall. 

Creating positive brand image contributes to defining how consumers 

view and think about your brand and thereby establishes an emotional connection 

between your brand and your consumers. Positive brand images of reliability, 

innovation and ethical behaviour on the part of the brand’s manufacturers are 

more likely to create strong emotional connections between the brand and its 

consumers. 

Market share is a measurement of the strength of competition among 

companies in a marketplace demonstrated by the extent to which a company has 

gained or not gained share in a marketplace compared with all other competitors in 

the marketplace.  

 

Review of Literature 

Researchers across several disciplines, including marketing, information 

systems, and consumer behaviour have gained much interest in studying the rapid 

growth of artificial intelligence AI within digital marketing. Many previous studies 

have shown consistently that AI-generated personalized content plays a key role in 

increasing customer engagement, satisfaction, and overall effectiveness of 

marketing. AI systems analyse vast amounts of customer data to develop and 

present personalized messages, including tailored advertisements and product 

suggestions which are based on an individual's customer preference data. The 

result is that the relevance of a brand's marketing communications is enhanced and 

customers have more interaction with their favourite brands. 

Researchers have also highlighted the importance of automation of digital 

marketing functions to increase operational efficiencies. Automated systems can 

help to reduce the amount of time workers spend on routine tasks manual labour 

through reduced human error and real-time decision-making in process areas such 

as campaign optimization, customer segmentation, and performance evaluation. 

With automated systems, organizations can produce more output productivity with 

fewer inputs cost while at the same time expanding their marketing efforts across 

multiple digital channels. Studies indicate that automation with the aid of AI 

technologies will lead to improved response rates, higher conversion rates and 

better utilization of marketing assets. 
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Despite the numerous advantages of AI in marketing, researchers have 

identified several barriers or challenges to the implementation and adoption of AI 

in marketing. One of the most frequently discussed issues is algorithmic bias, 

whereby algorithms develop biased formulas that produce unintended results. 

 

Research Gap 

Even though there has been much research on how companies have 

embraced using AI in their marketing the majority of this research has focused on 

the technical aspects with a heavy focus on improved operational efficiency cost 

reduction and improvements in targeting accuracy associated with using AI 

systems to make marketing decisions. These studies provide insights into the 

functional benefits of AI but they do not provide any insight into the impact of 

using AI-based marketing practices on consumer trust which is essential to creating 

long-term successful brands. 

In addition, previous research treats AI as either an independent system or 

as a fully automated system and has not sufficiently addressed the importance of 

human judgment and the role of a collaborative decision model that combines 

both the human experience and the capabilities of an AI system. This limited scope 

fails to consider the importance of human judgment and creativity, emotional 

intelligence and ethical reasoning in making marketing decisions. As a result, these 

studies do a poor job of explaining how having humans involved in the decision-

making process can help reduce the risks associated with algorithmic bias, data 

privacy and the potential loss of brand authenticity. 

Another major gap in the literature is there are no empirical studies that 

specifically examine generative AI-based decision-making and how it can be used 

in digital marketing. The generative AI process will create and provide were 

significantly different than previous AI-generated recommendations and offer 

unique capabilities related to content creation and recommendations related to 

strategy. 

 

Statement of the Problem 

The rise and spread of generative AIs in digital marketing have severely 

altered how businesses create content, engage with customers, and make strategic 

decisions about the marketing process overall. Generative AI has many benefits to 

offer including automation, personalization, and data-driven insights. However, the 

rapid growth of its implementation has raised serious issues regarding consumer 

trust, ethical decision making and authenticity of brands. The more that consumers 

become aware of AI-based marketing, the more scepticism may arise about how 
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their information is being collected, processed and ultimately used by automated 

systems. 

Reliance on generative AI without sufficient human involvement can 

result in marketing messages that lack emotion, context and ethics. In fact 

automated decision-making can perpetuate biases in algorithms, generate 

inaccurate or inappropriate content, and reduce the transparency of 

communications which may lead to consumers having a negative perception. These 

issues could jeopardize long-term relationships between brands and customers 

because it is very difficult to rebuild trust when it has been lost, especially in a 

digital world. 

In addition, while AI technology is being increasingly adopted in 

marketing, many businesses are struggling to determine the appropriate balance of 

automation versus human input. Too little empirical research has been done on 

how human-AI collaboration may reduce these risks while still allowing 

organizations to operate in an efficient and innovative way. 

 

Objectives of the Study 

The objective of this research is to determine the effect that human 

interaction with AI will have on the level of consumer confidence and the overall 

success of a brand via digital marketing channels through generative artificial 

intelligence. The study hopes to analyse what happens when human judgement is 

combined with insights generated through artificial intelligence and how this 

affects the perceptions of consumers and builds levels of confidence while 

providing long-term growth to a brand through sustainable methods in an 

increasingly competitive digital environment. 

 

The Secondary Objectives of this Research are as Follows 

 To determine the perception of consumers regarding the AI generated 

marketing content they receive through various digital media including 

their thoughts regarding the relevance of AI generated content to them 

personally how credible they perceive AI generated content to be; whether 

or not they feel AI generated content is personalized to them; and what 

level of authenticity exists for them with AI content generated through 

artificial intelligence. 

 To assess whether or not human oversight and intervention is being 

utilized in decisions made regarding marketing activities assisted by 

Artificial Intelligence with a focus on the strategic control ethical 

responsibility obligation transparency of marketing activities, and the level 

of contextual interpretation provided by AI outputs. 
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 To determine if there is a relationship between the use of AI driven 

personalized marketing and customer loyalty, and to evaluate the extent to 

which personalization impacts a customer's intent to re-purchase from a 

brand, customer engagement and the existence of long-term relationships 

with a brand. 

 To identify ethical challenges related to the use of generative AI 

technologies for marketing purposes including issues of data privacy 

algorithmic bias transparency issues and the risk of over-automation. 

 To assess the effectiveness of AI generated marketing on various aspects 

of digital marketing performance including campaign efficiency levels of 

customer engagement the accuracy of decisions related to customers and 

marketing activities and overall marketing performance. 

 

Scope of the Study 

The research will only be completed with regards to digital marketing 

actions that are reliant on generative artificial intelligence AI to create content, 

make decisions and engage with customers. The research will primarily be focused 

on AI tools used in online marketing settings, such as websites, social media, email, 

search engine advertising and e-commerce platforms. By focusing on these digital 

mediums the study will examine the perceptions of consumers in today's 

technology based marketplace. 

Trust in a brand, brand perception, brand loyalty and overall marketing 

effectiveness are important outcome variables that will be measured in this study. 

The research will investigate how the combined use of AI and human oversight 

within generative AI based decision-making will affect consumer perceptions of 

brands and how consumers interact with those brands. In order to ascertain how 

AI-based marketing practices are received by consumers, special attention will be 

paid to transparency personalization and ethical considerations as they relate to the 

effectiveness of generative AI-based marketing practices. 

Geographically and demographically the population included in the 

research is limited to individuals who actively engage with digital marketing content 

and have experience with AI-based marketing efforts. Businesses including B2B 

companies that engage in offline marketing practices will not be included in this 

research. Finally the research will focus on the perceptual and behavioural 

outcomes from a consumer-centric viewpoint and not the technical performance 

of the system. 
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Research Methodology 

Research Design 

In this study, we will utilize both Descriptive and Analytical methods of 

Research Design. The study will utilize a Descriptive method of Research Design 

to provide a systematic means of describing and understanding how Consumers 

perceive respond to and experience AI-based marketing practices. The Analytical 

method of Research Design will be used to analyse the relationship between 

generative AI’s use in Digital Marketing including Consumer Trust and Brand 

Performance specifically how Human Oversight and Agency play a role in 

maintaining Trust in AI and subsequent Brand Success. By combining both 

methods, we will be able to describe existing phenomena as well as analyse the 

underlying Patterns and Relationships between those phenomena. 

Sources of Data 

Research for this study will consist of both primary data and secondary 

data through various data collection techniques to provide a holistic approach to 

analysing and validating the results. 

Primary Data 

To gather primary data to assist in answering research questions, a 

structured questionnaire was developed for the purpose of surveying consumers 

who had been exposed to digital marketing activities and AI-generated 

advertisements through generative AI. The questionnaire included closed-ended 

questions Likert scale which measured consumer perceptions of AI-generated 

content trust in AI-assisted marketing decisions perceived brand authenticity and 

overall satisfaction with the brand. Upon completion of data collection, it will 

allow the researcher to analyse trends and patterns through quantitative analysis. 

Secondary Data 

The secondary data for this research was obtained from journal articles, 

academic books, research articles, industry reports conference papers and reputable 

internet sources. These sources were used to develop theoretical frameworks, 

provide context and glean empirical data about Generative AI Digital Marketing 

Trust and Performance of Brands. 

 

Sampling Method 

Convenience sampling was employed by the researchers as a non-

probabilistic sampling method where selection of people was made based on how 

easy it was for them to access and also their willingness to engage in the study. This 

choice was due to time restrictions as well as the exploratory manner of the 

research. In this study, the target population consisted of users who actively use 
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different digital channels and therefore have experienced AI marketing 

interactions. 

Sample Size 

The study selected a sample of 100 individuals. This was enough for 

statistically evaluating the market trends, and given the sample size, will use basic 

analysis (percentage analysis), correlation, and one-way ANOVA). The results 

obtained will be a fair sample of how consumers perceive products/services within 

the defined boundaries of the study. 

Statistical Tools 

 The statistical tools that were utilized to analyze the data collected and to 

test the research objectives and hypotheses include the following: 

 Percentage Analysis was performed to summarize and analyze the 

demographic characteristics of respondents as well as to summarize the 

general consumer perceptions and awareness of AI-driven digital 

marketing methods. 

 Correlation Analysis was applied to investigate the extent of the 

relationship between variables such as AI-driven personalization, human 

oversight, consumer trust, and brand loyalty. 

 A One-way ANOVA test was performed in order to identify any 

significant differences between the levels of consumer trust and brand 

perception based on the amount of involvement of other people in 

making AI-supported marketing decisions. 

 

Research Model 

The purpose of this study was to develop an empirical model to study the 

effect of human–AI collaboration in digital marketing decision making on (1) 

consumer trust and (2) brand-related outcomes. The research recognizes several 

important independent and dependent variables for the purposes of examining 

consumer perceptions and brand success through the combination of generative 

AI, human oversight, and transparency. 

 

Independent Variables: 

Generative Ai Utilization 

Generative AI Utilization is the degree to which AI-powered tools are 

used in the digital marketing space, including but not limited to content creation, 

personalization, customer interaction, campaign optimization, etc. It captures how 

often and how effectively generative AI systems are used in marketing decision 

making processes. Generative AI utilization is expected to improve efficiency, 

relevance and personalization in marketing communications. 
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Human Oversight 

Human Oversight is the level of human involvement in the process of 

monitoring, overseeing, and validating AI-generated decisions. This can include 

providing strategic oversight, making ethical judgments, providing creative input 

on content developed using AI, approving any final AI-generated content or 

recommendations etc. Human oversight provides a level of accountability, 

contextual comprehension, and alignment with brand values that helps to eliminate 

risks associated with AI marketing, such as bias, misinformation, and authenticity 

loss. 

Transparency 

Transparency is the level of openness or lack of with which companies 

communicate their use of AI as it relates to marketing processes and the handling 

of consumer data. This includes disclosure of companies' use of AI; disclosure of 

the manner in which consumer data is collected, used, and shared; and explanation 

of the manner in which a company makes AI-based decisions. Transparency is a 

vital element in developing consumer trust in and acceptance of AI-based 

marketing strategies. 

 

Dependent Variables: 

Trust From Consumers 

Confidence in a brand's honesty, reliability, and morality in using AI 

technology is reflected by consumer trust. It demonstrates how much consumers 

believe that AI-created marketing decisions are fair, accurate, and align with their 

interests. Consumer trust is a major effect of generative AI usage, human 

supervision, and transparency. 

Brand Loyalty 

A consumer's likelihood of choosing the same brand multiple times, 

refraining from switching to another brand, and recommending the brand to 

others is referred to as brand loyalty. In terms of artificial intelligence-enabled (AI) 

promotional activities, loyal customers are influenced by effective personalization 

of services or products, having positive interactions with the brand, and having a 

solid faith in how the brand utilizes technology. 

Brand performance is generally determined by positive brand image, 

competitive positioning in the market, ability to keep customers over time, and 

long-term financial success. The overall success of a brand results from 

implementing effective digital marketing strategies that strike a balance between 

both the efficiencies gained through the use of artificial intelligence (AI) and 

creativity and ethical accountability through the use of human resources to develop 

rapport with consumers. 
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Hypotheses 

To test the relationship of Human-AI collaborations in generative AI 

digital marketing decision-making and the effects of that collaboration on 

consumer trust and brand success, hypotheses are formulated to examine these 

relationships in a quantitative manner. The hypotheses create clear guidelines for 

the collection of empirical data, leading to appropriate statistical tools for the 

research. 

Null Hypothesis (H₀) 

According to the null hypothesis, the manner in which humans and 

artificial intelligence collaborate (AI) during the generative AI decision-making 

process does not significantly affect consumer trust or success for the brand. 

Therefore the addition of human verification, in conjunction with generative AI 

systems creates little variance for consumers; leading to differences in the 

perceived level of trust, loyalty or performance of brands. All differences in 

consumer trust or brand success if any are present as defined by the null 

hypothesis, should be attributed to chance and therefore not based on any effect’s 

that arose from the collaboration of human beings and AI in making decisions 

together in a generative manner. 

Alternative Hypothesis (H₁) 

The alternative hypothesis states that human and artificial intelligence AI 

collaboration in generating AI-driven decision making significantly affects 

consumer's trust in a brand as well as being successful as an organization. In this 

hypothesis the generative artificial intelligence AI capabilities together with 

human's wisdom, rational moral reasoning, and strategic oversight have a positive 

effect upon how consumers feel about a brand. Moreover this hypothesis indicates 

that brands utilizing a collaborative approach to decision making with humans and 

artificial intelligence AI will achieve greater level of consumer trust in the brand 

greater loyalty to the brand and greatest brand performance in relation to using an 

automated system for decision making. 

Hypothesis Testing Approach 

These hypotheses are tested using appropriate statistical tools such as 

correlation analysis and one-way ANOVA to determine the strength and 

significance of relationships between the variables. Acceptance or rejection of the 

null hypothesis provides empirical evidence regarding the effectiveness of human 

AI collaboration in enhancing consumer trust and achieving sustainable brand 

success in digital marketing. 

 

 

 



Emperor International Journal of Management 

Mayas Publication 385 

 

Data Analysis and Interpretation 

The analysis and interpretation of primary data collected from and used to 

assess the effect of human to Artificial Intelligence AI collaboration within 

Generative AI based Digital Marketing Decision Making on developing consumer 

trust and brand performance, are presented in this section. Qualitative analytic 

methods were employed, followed by the quantitative application of appropriate 

statistical analyses to evaluate respondents' perceptions and to test the research 

hypotheses. 

Percentage Analysis 

The results of a percentage analysis indicate that the majority of 

consumers perceived positive experiences with personalized, AI enhanced digital 

marketing techniques. Respondents highlighted their appreciation for AI driven 

product recommendations and personalized advertisements, as well as receiving 

marketing communications in a timely manner. When asked about convenience 

respondents indicated that AI enhanced personalization made digital interactions 

easier to use and contributed to the efficiency of those interactions. 

Trust in AI-driven marketing techniques also varies based on the 

respondent's perception of the level of human involvement in the decision-making 

processes associated with AI. Respondents indicated an increased level of trust and 

confidence when they believed that human professionals had been involved in the 

approval or supervision of marketing decisions rather than being fully automated. 

Overall, the data suggest that while consumers appreciate AI-enhanced 

personalization, they desire a blended solution where there is an appropriate level 

of human judgement involved to create a sense of authenticity and ethical 

responsibility in their consumer experiences. 

Correlation Analysis 

Correlation analysis was performed to explore whether or not there is an 

association between consumer trust and the degree of transparency around AI 

usage. Analysis indicated that there was a good positive correlation between both 

variables, meaning that as transparency in regards to AI usage increases, so too 

does consumer trust. Respondents who had knowledge as to how the company 

used AI in their marketing activities and how the company handled their data 

indicated stronger levels of trust toward the company. Therefore, it would be 

important for brands to communicate clearly and disclose information about how 

AI is used in digital marketing; the more transparent a brand is when explaining to 

customers how they are using AI, their data collecting practices and what human 

oversight is in place, the greater the likelihood that will lead to positive perceptions 

from consumers and enhance trust-based relationships. 
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One-Way ANOVA 

The one-way ANOVA was used to determine whether there were 

significant differences between the levels of consumer trust based on the amount 

of human involvement in the AI marketing decision process. The results from the 

ANOVA indicated significant differences between groups of respondents 

confirming that the level of consumer trust was affected by the amount of human 

oversight. 

Respondents who perceived a high level of human involvement in the AI 

marketing decision-making process had a significantly higher level of trust in the 

brand than those who perceived low levels of human involvement or no human 

involvement. These findings support the alternative hypothesis and suggest that 

human–AI partnership plays a critical role in building consumer trust and brand 

credibility. 

 

Results and Discussion 

The study's findings support the conclusion that the utilization of 

generative AI in digital marketing can substantially improve the efficiency of 

operations, targeting precision, and the level of personalization consumers receive. 

Participants agreed that AI-powered systems enable brands to deliver 

relevant content, product recommendations, and advertising based on a 

consumer's interests and behaviour, confirming that generative AI is a major factor 

in improving the effectiveness and responsiveness of digital marketing strategies. 

The survey findings indicate that consumers prefer to have a mix between 

AI and human marketers and do not like a complete automation of the marketing 

process. While consumers appreciate the speed and accuracy of AI, as well as the 

ability of AI to analyse large amounts of data, they stated a preference for an 

approach where AI is an enabling or supportive tool versus a replacement for 

human marketers. Respondents also noted they had a higher level of trust and 

satisfaction when an AI-driven marketing decision was supervised by a human 

professional. 

Additionally, the study identifies that a crucial aspect of supporting ethical 

marketing activities involves having humans involved in providing oversight and 

control over AI-powered marketing activities. Through human oversight, it is 

possible to mitigate ethical concerns associated with privacy, algorithmic bias and 

transparency that are inherent with some AI-powered systems. Respondents 

perceived that brands that maintain a reputation for being transparent and ethical 

do so because of the existence of some human involvement in their AI-powered 

marketing activities. 
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Managerial Implications 

The results provided from this research study provide many valuable 

insights to those managers responsible for digital marketing strategy and brand 

management. First, digital marketers and brand managers need to apply hybrid 

decision-making models - combining the analytical power of generative AI with the 

insights and ethical judgment of the human professional. Instead of viewing AI as 

a substitute for human marketers, marketers should see AI as a tool to help 

improve human abilities focused on tasks like data analysis, personalization, and 

optimization of campaigns. 

Second, this research reinforces the necessity of clear AI governance 

frameworks inside organizations. Managers need formalized structures and policies 

to define AI system’s roles and responsibilities against that of human decision-

makers. This involves establishing boundaries to the use of automated systems, 

approval processes for AI generated content, and establishing accountability for 

marketing decisions that are affected through the use of AI. Establishing formal 

governance structures for AI use will help organizations avoid reliance on 

automated systems to the detriment of their business while also reducing the 

potential for ethical and reputational issues. 

Lastly, ethical guidelines are essential for maintaining consumer trust in 

brands and their credibility. It is critical that managers operate within established 

ethical guidelines; therefore, AI-based marketing operations must comply with 

ethical guidelines relative to data usage, privacy, fairness, and transparency. Related 

to ethical AI practices are responsible data collection policies, regular audits of 

algorithms used by the AI for bias. 

 

Ethical Considerations 

Crucial role in fostering trust between businesses and consumers; it is the 

responsibility of brands to communicate their AI-driven marketing practices 

openly with their audience(s) so they both know how much ethical consideration 

goes into the way marketing decisions are made. The use of transparency will help 

create an environment where potential buyers feel more confident about making a 

purchase from the brand being advertised, and consumers are therefore likely to 

return to that brand for future purchases as well. 

Overall, there is no question about the impact that AI-driven marketing 

can have on consumer trust and brand reputation. Organizations who are willing 

and able to expeditiously address these ethical issues will not only earn their 

customers' trust, but also represent the highest ethical standards in the use of 

emerging technologies, and thus will be positioned to socially, financially, and 

ethically benefit from their use of such emerging technologies. 
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Implications for Consumers 

Crucial role in fostering trust between businesses and consumers; it is the 

responsibility of brands to communicate their AI-driven marketing practices 

openly with their audience(s) so they both know how much ethical consideration 

goes into the way marketing decisions are made. The use of transparency will help 

create an environment where potential buyers feel more confident about making a 

purchase from the brand being advertised, and consumers are therefore likely to 

return to that brand for future purchases as well. 

Overall, there is no question about the impact that AI-driven marketing 

can have on consumer trust and brand reputation. Organizations who are willing 

and able to expeditiously address these ethical issues will not only earn their 

customers' trust, but also represent the highest ethical standards in the use of 

emerging technologies, and thus will be positioned to socially, financially, and 

ethically benefit from their use of such emerging technologies. 

 

Limitations of the Study 

While the study has made valuable contributions, there are some 

limitations that should be considered when evaluating these results. One of the 

limitations is that the sample size is relatively small at just 100 individuals. This may 

limit the ability to generalise the results to a larger sample size. Although a larger 

sample size would provide more valuable and statistically valid conclusions to the 

study, the sample size used in this study is still helpful in understanding the opinion 

of consumers related to their use of AI-Driven Digital Marketing. 

Another limitation of the study is that it was conducted using convenience 

sampling, a non-probability sampling method that obtains respondents based on 

their accessibility and willingness to participate. Convenience sampling is a useful 

and efficient sampling method; however, it introduces sampling bias because it is 

not representative of the overall population of digital consumers, leading to the 

study results potentially representing only a specific subset of the larger market of 

consumers. 

The limitation of this study is that it examines primarily consumer 

perception and attitudinal outcomes (i.e., trust, brand perception, loyalty) rather 

than objective financial or organisational performance indicators such as sales 

growth, return on investment, and market share. Including objective financial 

and/or organisational performance indicators in the study may provide a more 

comprehensive representation of human-AI collaboration's effect on consumer 

attitude toward your overall brand. 
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Finally, this study relied on a cross-sectional research design, which limits 

the ability to establish cause and effect and demonstrates only a single point in time 

rather than multiple points in time. Thus there are limitations of a cross-sectional 

research design in the study of the human-AI collaborative relationship's impact on 

consumer attitudes. 

 

Scope for Future Research 

The study can help expand the knowledge of the human collaboration 

with artificial intelligence in digital marketing. One potential source of future 

research is the investigation of how trust and acceptance of AI-based marketing 

varies among different cultures due to many factors such as varying technology 

use, privacy concerns, and ethical standards. Cross-cultural studies can help 

provide solutions for marketers in terms of developing their trust and images of 

them as brands while also determining how a number of factors influence their 

attitudes towards artificial intelligence and marketing using AI-based technologies. 

Another source of potential research is to examine how the various 

industries that are utilizing generative AI in their digital marketing practice are 

affected by generative AI being used within the digital marketing practice. 

Different industries, including retailing, healthcare, financial services, education and 

hospitality, will be impacted differently based on how consumers perceive and 

react to generative AI being used in their respective industries, regulatory 

requirements and how complex the service/process is in various industries. 

Industry-specific studies will allow marketers to identify the best practices and 

challenges faced by their respective industries related to AI in marketing. 

A third area for additional study is to look at how to conduct longitudinal 

studies with the intention of measuring consumers' attitudes about AI-powered 

marketing will change over time as consumers become more familiar with AI 

technologies and as generative AI technologies evolve. Longitudinal studies will 

allow researchers to capture these changes and provide information that can be 

collected over many years, assisting brands in determining how to best use 

generative AI in digital marketing campaigns. 

 

Major Findings 

negative consumer impressions of brands that utilize AI technology. AI-

generated content can lack an emotional connection or sense of true connection 

with consumers; therefore, there is a risk of eroding trust when too much AI-

generated content exists without any involvement by people in developing or 

approving that content. 
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The fourth and final key finding is that many consumers desire to have 

input into how brands use AI technology. Consumers want to be able to be 

involved with shaping the experiences they have with brands, whether through 

participation in product design, surveys and other forms of feedback, and by 

providing input regarding how a brand uses their data or communicates with them 

via AI-generated content. 

All of these findings highlight the critical need for brands to develop and 

implement ethical standards and processes for effective human–AI collaboration in 

developing their marketing strategies and tactics. The speed of technology 

advancement continues to challenge brands; however, technology-based solutions 

and tools are only effective when used responsibly by both brands and consumers 

alike. 

 

II. CONCLUSION 

The results of this research indicate that human-AI collaboration is an 

essential factor in developing consumer confidence and achieving sustained success 

for brands in digital marketing settings. Generative AI has many advantages when 

it comes to being efficient, scalable, and providing a personalized experience. 

However, generative AI cannot solve the ethical, emotional, and contextual aspects 

of consumer/brand relationships on its own. 

While AI-based systems are good at processing data and predicting future 

events, they cannot make decisions regarding marketing ethics, brand values or 

consumer expectations without human input to help make sure the decisions are 

based on ethical standards, brand values, and the expectations of consumers. 

These results show that human input is critical for making ethical 

decisions related to data privacy, algorithmic fairness and transparency. By allowing 

humans to oversee AI, the risk of losing authenticity, creating bias in the outcome, 

and disconnecting emotionally from consumers as a result of over-automation will 

be reduced. Additionally, humans’ creative abilities and emotional intelligence aid 

in creating meaningful communication between brands and consumers, helping to 

solidify a deeper, more trustworthy relationship between the organization and its 

audience. 

The results of this study also demonstrate that organizations that 

implement a balanced approach, where generative AI complements rather than 

replaces human marketers, will be able to achieve long-term growth advantages 

and build a competitive advantage. These organizations will be able to leverage the 

technological capabilities of AI while ensuring accountability, empathy and trust in 

the relationship with consumers. In summary, sustainable business relationships 

will ultimately be the key to long-term success. 
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