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ABSTRACT 

The rapid proliferation of Generative Artificial Intelligence (GenAI) has fundamentally transformed marketing 

paradigms, reshaping how organisations engage consumers, optimise campaigns, and allocate resources. This study 

presents a comprehensive secondary data analysis examining the impact of Generative AI on contemporary marketing 

practices during the period 2022–2026. Drawing upon industry reports, academic publications, market research data, 

and empirical studies from reputable sources including MarketsandMarkets, G2, Improvado, and peer-reviewed 

journals, this paper analyses key trends such as agentic AI orchestration, multimodal marketing, Answer Engine 

Optimisation (AEO), and AI-assisted decision-making infrastructure. The findings reveal that organisations integrating 

GenAI into their marketing operations report 25% faster campaign execution, 40% improvement in output quality, and 

527% year-over-year growth in AI-driven search traffic. However, significant challenges persist, including data 

privacy concerns, algorithmic bias, cultural context blindness, and the erosion of organic search visibility (18–47% 

traffic reduction due to AI Overviews). The study identifies four strategic imperatives for marketers: adopting agentic 

AI workflows, investing in AEO capabilities, establishing AI ethics governance frameworks, and repositioning brand 

value propositions for machine-mediated consumption. The research contributes to the emerging body of literature on 

AI-marketing convergence and provides actionable insights for practitioners and policymakers navigating this 

transformative landscape. 

Keywords: Generative Artificial Intelligence, Digital Marketing, Consumer Behaviour, Agentic AI, Answer Engine 

Optimisation, Marketing Strategy, Secondary Data Analysis, UGC CARE 

1. INTRODUCTION 

The marketing discipline stands at a critical inflection point. The emergence of Generative Artificial Intelligence 

(GenAI) — encompassing Large Language Models (LLMs), multimodal synthesis engines, and autonomous agentic 

systems — has catalysed a paradigm shift comparable to the advent of digital advertising or social media marketing. 

Unlike preceding technological disruptions that augmented specific marketing functions, GenAI possesses the capacity 

to orchestrate end-to-end campaign lifecycles, from audience discovery and creative generation to real-time 

optimisation and performance analytics (MarketsandMarkets, 2026). 

The global Generative AI market, valued at approximately USD 67.2 billion in 2025, is projected to reach USD 

1,112.3 billion by 2033, expanding at a compound annual growth rate (CAGR) of 41.8% during the forecast period 

(MarketsandMarkets, 2026). Within this expansive ecosystem, marketing applications constitute one of the fastest-

growing segments, driven by enterprise demand for content generation, customer engagement automation, predictive 

analytics, and personalised communication at scale. The retail and consumer goods sector, in particular, has emerged 

as a dominant adopter, applying GenAI across merchandising, marketing, service, and product content operations. 

The transition from experimental AI tooling to core marketing infrastructure has accelerated dramatically. By 2026, AI 

systems no longer merely assist marketers; they autonomously handle audience discovery, creative testing, channel 

deployment, real-time measurement, and budget reallocation — compressing the insight-to-action cycle from weeks to 
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hours (Improvado, 2026). Marketing teams leveraging AI-assisted decisioning report 25% faster campaign execution, 

12% higher task completion rates, and 40% improvement in output quality compared to manually-driven counterparts 

(G2, 2025). 

However, this transformation is not without profound challenges. The proliferation of AI-generated content has 

triggered algorithmic shifts in search engine behaviour, with Google AI Overviews reducing organic traffic by 18–

47% for traditional web publishers (Improvado, 2026). Data privacy regulations, intellectual property ambiguities, 

algorithmic bias, and the phenomenon of 'cultural context blindness' in AI decision-making systems present substantial 

barriers to responsible adoption. Furthermore, the emergence of 'machine customers' — AI agents that make 

purchasing decisions on behalf of human consumers — demands entirely new marketing paradigms. 

This research paper addresses the following objectives: (i) to systematically review the evolution and current state of 

Generative AI applications in marketing through secondary data analysis; (ii) to identify and analyse the key 

opportunities and challenges confronting marketers in the GenAI era; (iii) to examine the impact of GenAI on 

consumer behaviour and engagement patterns; and (iv) to propose a strategic framework for organisations seeking to 

harness GenAI capabilities while mitigating associated risks. The study is confined to secondary data sources 

published between 2022 and 2026, ensuring contemporaneity and relevance to the rapidly evolving technological 

landscape. 

2. REVIEW OF LITERATURE 

2.1 Theoretical Foundations: From Automation to Agentic Intelligence 

The theoretical underpinning of AI in marketing has evolved through three distinct phases: automation (rule-based 

systems performing repetitive tasks), augmentation (machine learning enhancing human decision-making), and agentic 

intelligence (autonomous systems capable of planning, executing, and optimising multi-step workflows without 

continuous human intervention). The current GenAI wave represents the maturation of the agentic phase, wherein 

systems receive strategic objectives — such as 'drive 500 marketing-qualified leads in the financial services vertical 

under $150 cost-per-acquisition' — and autonomously execute the entire campaign lifecycle (Improvado, 2026). 

Scholars have drawn upon established theoretical frameworks to contextualise this evolution. The Technology-

Organisation-Environment (TOE) framework (Tornatzky & Fleischer, 1990) provides a useful lens for understanding 

GenAI adoption, positing that technological readiness, organisational capacity, and environmental pressures 

collectively determine adoption trajectories. Similarly, the Task-Technology Fit (TTF) model (Goodhue & Thompson, 

1995) helps explain why GenAI demonstrates superior performance in tasks characterised by high data volume, 

pattern recognition requirements, and iterative optimisation — precisely the domains that dominate modern marketing 

operations. 

The Service-Dominant Logic (Vargo & Lusch, 2004) has been invoked to explain how GenAI transforms value co-

creation between firms and consumers. By enabling hyper-personalised interactions at scale, GenAI facilitates the 

transition from transactional exchanges to relational engagement, wherein marketing becomes a continuous dialogue 

rather than a series of discrete campaigns. 

2.2 Generative AI Applications in Marketing: A Taxonomy 

Contemporary literature identifies seven primary application domains for GenAI in marketing: (1) Content Generation 

and Management — evolving from isolated creation tools into integrated enterprise content operations; (2) Knowledge 

Management and Discovery — making enterprise information actionable through generative interfaces; (3) 

Conversational Marketing — deploying AI assistants for real-time customer engagement; (4) Predictive Analytics and 

Insight Generation — simplifying business intelligence through natural-language exploration; (5) Personalisation at 

Scale — tailoring messaging, product recommendations, and pricing to individual consumer profiles; (6) Synthetic 

Data Generation — addressing privacy, scarcity, and rare-event challenges in model development; and (7) 

Autonomous Task Execution and Workflow Orchestration — moving from user assistance toward multi-step business 

process completion (MarketsandMarkets, 2026). 
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Within the content generation domain, GenAI has demonstrated remarkable capabilities in producing text, image, 

video, and audio assets. Platforms such as OpenAI's GPT-4o, Google's Gemini, and Anthropic's Claude have enabled 

marketers to generate campaign copy, social media posts, product descriptions, and video scripts at unprecedented 

scale. Adobe's Firefly and Midjourney have similarly transformed visual content creation, reducing production 

timelines from weeks to hours. 

The emergence of multimodal GenAI — systems capable of processing and generating content across text, image, 

voice, and video simultaneously — represents a particularly significant development for marketing. As 

MarketsandMarkets (2026) notes, multimodal capabilities allow systems to interpret several forms of information 

together, making them better suited to real business settings where data rarely arrives in a single format. A healthcare 

marketing workflow, for instance, may combine clinical notes, diagnostic scans, lab results, and voice inputs to 

generate comprehensive patient education materials. 

2.3 Consumer Behaviour in the Age of AI-Mediated Engagement 

The impact of GenAI on consumer behaviour has been extensively documented in recent literature. The most 

consequential shift involves the transition from human-centric to machine-mediated information consumption. Google 

AI Overviews, ChatGPT Search, Perplexity, and Microsoft Copilot now answer user queries directly within search 

interfaces, eliminating the need for consumers to visit brand websites. This shift has reduced organic traffic by 18–

47% for traditional publishers, fundamentally disrupting established Search Engine Optimisation (SEO) paradigms 

(Improvado, 2026). 

Concurrently, the emergence of 'machine customers' — autonomous AI agents that evaluate alternatives, negotiate 

terms, and execute purchases on behalf of human consumers — demands a reconceptualisation of target audience 

definition. Marketers must now optimise not only for human readability and emotional resonance but also for machine 

parseability, structured data compliance, and algorithmic preference alignment. This bifurcation of audience targeting 

represents one of the most significant strategic challenges in contemporary marketing theory. 

Research indicates that consumer trust in AI-generated content remains contingent upon transparency and perceived 

authenticity. Studies suggest that while consumers appreciate the efficiency and personalisation enabled by GenAI, 

they exhibit heightened scepticism toward content perceived as purely algorithmic. This has given rise to the 'AI-free 

brand positioning' trend, wherein organisations deliberately market their human-centric creative processes as a 

differentiator (Improvado, 2026). 

3. RESEARCH METHODOLOGY 

3.1 Research Design and Approach 

This study employs a descriptive and analytical research design grounded in secondary data analysis. The research 

adopts a qualitative-dominant approach supplemented by quantitative data triangulation, enabling a comprehensive 

understanding of the GenAI-marketing nexus. Secondary data analysis was selected as the primary methodology due 

to the nascent stage of GenAI adoption in marketing, the proprietary nature of primary organisational data, and the 

wealth of recently published industry reports, market analyses, and academic studies available in the public domain. 

The study period spans January 2022 to August 2026, capturing the entire trajectory of GenAI's commercial 

emergence — from the launch of ChatGPT in November 2022 through the widespread enterprise adoption and agentic 

AI maturation observed in 2025–2026. This temporal scope ensures that the analysis reflects both the initial disruption 

and the subsequent stabilisation of GenAI applications in marketing practice. 

 

 

 

 

https://ijsrem.com/


         
             International Journal of Scientific Research in Engineering and Management (IJSREM) 

                          Volume: 10 Issue: 08 | Aug - 2026                              SJIF Rating: 8.659                                    ISSN: 2582-3930                                                                                                                                               

 

© 2026, IJSREM      | https://ijsrem.com                                 DOI: 10.55041/IJSREM66831                                        |        Page 4 
 

3.2 Data Sources and Collection 

Secondary data were collected from multiple categories of sources to ensure triangulation and validity: 

• Industry and Market Research Reports: MarketsandMarkets Generative AI Market Report 2026–2033; G2 AI 

Decision Intelligence in Marketing Report 2025; Improvado AI Marketing Trends 2026; McKinsey Global Survey 

on AI Adoption 2023–2025; Deloitte AI in Marketing Report 2024. 

• Academic and Peer-Reviewed Sources: Journal of Marketing Research; Journal of Consumer Research; 

Journal of Interactive Marketing; Marketing Science; Nature Machine Intelligence; Harvard Business Review; 

MIT Sloan Management Review. 

• Technology and Platform Analytics: Google Search Central documentation on AI Overviews; OpenAI API 

documentation and usage statistics; Meta Advantage+ and Google Performance Max platform specifications; 

Adobe Firefly and Creative Cloud AI feature releases. 

• Regulatory and Policy Documents: European Union Artificial Intelligence Act (2024); U.S. Executive Order 

on Safe, Secure, and Trustworthy AI (2023); India's Digital Personal Data Protection Act (2023); UGC CARE 

Guidelines on AI-Content Policies (2026). 

• Financial and Corporate Disclosures: Annual reports and 10-K filings of NVIDIA, Microsoft, Google 

(Alphabet), Meta, Salesforce, and Adobe; venture capital investment data from PitchBook and Crunchbase. 

Data collection was conducted between June and August 2026 using systematic search strategies across Google 

Scholar, Scopus, Web of Science, ResearchGate, and proprietary industry databases. Search terms included 

combinations of 'generative AI', 'artificial intelligence', 'marketing', 'consumer behaviour', 'digital marketing strategy', 

'AI-generated content', 'agentic AI', 'personalisation', and 'marketing automation'. Boolean operators (AND, OR) were 

employed to refine search results. 

Inclusion criteria required sources to be: (a) published between 2022 and 2026; (b) relevant to GenAI applications in 

marketing or consumer behaviour; (c) authored by reputable institutions, organisations, or scholars; and (d) accessible 

in full text. Exclusion criteria eliminated: (a) sources predating 2022; (b) non-English publications without reliable 

translations; (c) opinion pieces lacking empirical or analytical foundation; and (d) sources with undisclosed 

methodologies or potential conflicts of interest. 

3.3 Analytical Framework 

Data analysis proceeded through three iterative stages. In Stage I (Descriptive Synthesis), collected data were 

organised thematically around the seven application domains identified in the literature review. Quantitative metrics 

— market size, adoption rates, performance benchmarks, and growth projections — were extracted and tabulated for 

comparative analysis. 

In Stage II (Critical Evaluation), the Opportunities-Challenges-Implications (OCI) framework was applied to 

systematically assess each application domain. Opportunities were evaluated against criteria of scalability, cost-

efficiency, and strategic alignment. Challenges were assessed for severity, frequency of occurrence, and mitigability. 

Implications were derived for three stakeholder groups: marketing practitioners, organisational strategists, and 

regulatory policymakers. 

In Stage III (Strategic Synthesis), findings were integrated into a coherent strategic framework using the SWOT-

PESTLE hybrid model, examining internal organisational factors (Strengths, Weaknesses) alongside external 

environmental factors (Political, Economic, Social, Technological, Legal, Ethical). This multi-layered analytical 

approach ensures that recommendations are grounded in empirical evidence while remaining sensitive to contextual 

contingencies. 

3.4 Limitations of the Study 

Several limitations warrant acknowledgment. First, the reliance on secondary data precludes the collection of primary 

organisational data that might reveal implementation nuances, internal resistance, or unreported failures. Second, the 

rapid pace of GenAI evolution means that findings may become partially obsolete as new models, platforms, and 

regulatory frameworks emerge. Third, industry reports often reflect vendor-sponsored research or self-reported 
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metrics, introducing potential bias. Fourth, the study's global scope may obscure significant regional variations in 

adoption patterns, regulatory environments, and consumer attitudes. These limitations are partially mitigated through 

data triangulation and critical source evaluation, but they nonetheless constrain the generalisability of certain findings. 

4. DATA ANALYSIS AND FINDINGS 

4.1 Global Generative AI Market: Size, Growth, and Marketing Segment Analysis 

The global Generative AI market has experienced exponential growth, expanding from approximately USD 15.2 

billion in 2022 to an estimated USD 67.2 billion in 2025, with projections indicating a market size of USD 1,112.3 

billion by 2033 (MarketsandMarkets, 2026). The marketing application segment has emerged as a primary growth 

driver, fuelled by enterprise demand for content automation, customer engagement platforms, and predictive analytics 

solutions. 

Table 1: Global Generative AI Market Size and Growth Projections (2022–2033) 

Year Market Size (USD 

Billion) 

YoY Growth (%) Marketing Segment 

Share (%) 

2022 15.2 — 18.5 

2023 28.4 86.8 22.3 

2024 43.1 51.8 26.7 

2025 67.2 55.9 31.2 

2033 (Projected) 1,112.3 41.8 (CAGR) 38.5 

North America dominated the market in 2025, accounting for approximately 38% of global revenue, followed by 

Europe (28%) and Asia-Pacific (22%). The Asia-Pacific region is projected to register the highest CAGR during the 

forecast period, driven by rapid digitalisation in India, China, and Southeast Asian markets (MarketsandMarkets, 

2026). The retail and consumer goods vertical within the marketing segment demonstrated the highest adoption 

intensity, with 67% of Fortune 500 retailers reporting active GenAI deployment in at least one marketing function. 

Infrastructure expenditure — encompassing accelerator chips (GPUs, TPUs, AI ASICs), high-bandwidth memory, and 

high-speed networking — constituted the largest share of GenAI market spending in 2025. However, the software and 

services segments are projected to outpace infrastructure growth by 2028, reflecting the transition from capacity 

building to operational deployment. 

4.2 Performance Metrics: Operational Efficiency and Return on Investment 

Empirical data from multiple industry sources reveal substantial performance improvements for organisations 

integrating GenAI into marketing operations. Table 2 summarises key performance indicators across diverse 

marketing functions. 

Table 2: GenAI Impact on Marketing Performance Metrics 

Performance 

Dimension 

Metric Improvement (%) Source 

Campaign Execution 

Speed 

Time-to-market 

reduction 

25 G2 (2025) 

Output Quality Creative and copy 

quality scores 

40 G2 (2025) 

Task Completion Marketing team 

productivity 

12 G2 (2025) 

AI Search Traffic Year-over-year 

growth 

527 Improvado (2026) 

Content Production Volume of assets 300 Adobe (2025) 
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generated 

Customer Response 

Time 

Average handling 

time reduction 

35 Salesforce (2025) 

The data reveal a consistent pattern: GenAI delivers the most pronounced improvements in high-volume, repetitive 

tasks (content production, customer response) and data-intensive analytical functions (audience segmentation, 

predictive modelling). Conversely, improvements in strategic and creative domains — while positive — are more 

modest, suggesting that GenAI functions most effectively as an augmentation tool rather than a replacement for human 

strategic judgment. 

Notably, the 527% year-over-year growth in AI-driven search traffic (Improvado, 2026) signals a fundamental 

infrastructure shift. Consumers are increasingly initiating their purchase journeys through conversational AI interfaces 

rather than traditional search engines, necessitating a strategic pivot from Search Engine Optimisation (SEO) to 

Answer Engine Optimisation (AEO). 

4.3 Opportunities: Strategic Advantages of GenAI in Marketing 

The secondary data analysis identified five high-impact opportunities that are reshaping marketing practice: 

• Agentic AI Orchestration: Autonomous systems that plan, execute, and optimise multi-step marketing 

workflows without continuous human intervention. Platforms like Google Performance Max and Meta 

Advantage+ already execute audience targeting, creative deployment, and bid optimisation autonomously. The 

2026 evolution integrates audience discovery, sales handoff, and strategic recommendation into closed-loop 

systems. 

• Hyper-Personalisation at Scale: GenAI enables the generation of individually customised content, product 

recommendations, and pricing strategies for millions of consumers simultaneously. Unlike rule-based 

personalisation, GenAI adapts messaging tone, visual elements, and channel selection in real-time based on 

contextual signals. 

• Multimodal Marketing Experiences: The integration of text, image, voice, and video generation capabilities 

allows marketers to create cohesive cross-modal campaigns from single strategic briefs. This reduces production 

complexity while enhancing consumer engagement through preferred communication modalities. 

• Predictive Consumer Intelligence: GenAI-powered analytics platforms synthesise structured and 

unstructured data to predict consumer needs before explicit expression. Natural-language interfaces democratise 

access to business intelligence, enabling non-technical marketers to query complex datasets conversationally. 

• Cost Efficiency and Resource Optimisation: By automating content production, A/B testing, and campaign 

management, GenAI reduces marginal marketing costs. Organisations report 30–50% reductions in content 

production expenses and 20–35% improvements in media spend efficiency through AI-driven budget 

reallocation. 

Table 3: GenAI Marketing Opportunities — Impact and Readiness Assessment 

Opportunity Strategic 

Impact 

Implementation 

Readiness 

Time to Value Investment 

Level 

Agentic AI 

Orchestration 

Very High Medium 6–12 months High 

Hyper-

Personalisation 

High High 3–6 months Medium 

Multimodal 

Marketing 

High Medium 6–9 months Medium 

Predictive 

Intelligence 

Very High Medium 9–12 months High 

Cost Efficiency Medium Very High 1–3 months Low 
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4.4 Challenges: Barriers to Responsible and Effective GenAI Adoption 

Despite substantial opportunities, the analysis reveals significant challenges that organisations must navigate: 

• Algorithmic Bias and Cultural Context Blindness: AI systems trained on predominantly Western datasets 

exhibit cultural context blindness, producing tone-deaf marketing despite strong technical performance. A 2025 

study documented instances where GenAI-generated campaigns for South Asian markets incorporated 

inappropriate cultural references, resulting in brand damage and consumer backlash. 

• Erosion of Organic Visibility: Google AI Overviews and conversational search interfaces answer queries 

directly, reducing organic website traffic by 18–47%. This threatens the economic viability of content marketing 

and SEO-dependent business models, forcing organisations to invest in Answer Engine Optimisation (AEO) 

strategies. 

• Data Privacy and Regulatory Compliance: GenAI systems require vast training datasets, raising concerns 

about consumer data privacy, consent, and compliance with regulations such as GDPR, CCPA, and India's 

DPDP Act. The EU AI Act (2024) classifies certain AI marketing applications as 'high-risk', imposing stringent 

transparency and accountability requirements. 

• Intellectual Property Ambiguity: The legal status of AI-generated content remains unresolved across 

jurisdictions. Questions of copyright ownership, trademark infringement, and liability for AI-generated 

misinformation create uncertainty for marketers deploying GenAI at scale. 

• Model Reliability and Hallucination: GenAI systems are prone to generating plausible but factually 

incorrect content ('hallucinations'). In marketing contexts, this can result in false product claims, inaccurate 

pricing, or misleading comparative statements with significant legal and reputational consequences. 

• Workforce Displacement and Skill Gaps: The automation of content creation, data analysis, and campaign 

management threatens traditional marketing roles. Simultaneously, a critical shortage of professionals 

possessing both marketing expertise and AI literacy impedes effective implementation. 

• High Infrastructure Costs: Training and deploying large GenAI models require substantial computational 

resources. Small and medium enterprises (SMEs) face particular barriers to entry due to the high cost of GPU 

infrastructure, API subscriptions, and specialised talent. 

• Consumer Trust and Authenticity Deficit: Research indicates growing consumer scepticism toward AI-

generated content. The 'uncanny valley' effect in AI-generated imagery and the perception of algorithmic 

manipulation undermine brand authenticity and emotional connection. 

4.5 Consumer Behaviour Shifts in the GenAI Era 

The analysis reveals four fundamental shifts in consumer behaviour attributable to GenAI proliferation: 

Shift 1: From Search to Conversation. Consumers increasingly prefer conversational interfaces for information 

discovery and purchase decisions. ChatGPT, Perplexity, and Google Gemini have trained users to expect direct, 

synthesised answers rather than lists of links. This behavioural shift demands that marketers optimise content for 

conversational retrieval — structuring information in question-answer formats, implementing schema markup, and 

ensuring content is machine-readable. 

Shift 2: From Human to Machine Customers. The emergence of AI purchasing agents — autonomous systems that 

evaluate products, compare prices, read reviews, and execute transactions — introduces a new category of 'customer' 

that marketers must address. Machine customers prioritise structured data, standardised specifications, and algorithmic 

reputation signals over emotional brand narratives. This bifurcation requires dual optimisation strategies: human-

centric storytelling and machine-parseable data architecture. 

Shift 3: From Mass to Micro-Segments. GenAI enables personalisation at the individual level, rendering traditional 

demographic segmentation increasingly obsolete. Consumers now expect brands to understand their specific contexts, 
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preferences, and purchase histories. Failure to deliver personalised experiences results in diminished engagement and 

competitive disadvantage. 

Shift 4: From Trust in Institutions to Trust in Transparency. As AI-generated content becomes ubiquitous, consumers 

increasingly value transparency about AI usage. Brands that disclose their AI involvement and maintain human 

oversight of critical communications demonstrate higher trust scores than those employing 'black box' AI systems 

without disclosure. 

 

Table 4: Consumer Behaviour Shifts — Pre-GenAI vs. GenAI Era (2026) 

Behavioural 

Dimension 

Pre-GenAI Era 

(2021) 

GenAI Era (2026) Strategic 

Implication 

Information 

Discovery 

Search engine queries 

+ website visits 

Conversational AI 

interfaces 

Invest in AEO and 

structured data 

Purchase Decision Human-evaluated 

options 

AI-mediated 

recommendations 

Optimise for 

algorithmic 

preference 

Content Expectation Generic mass 

messaging 

Hyper-personalised 

content 

Implement dynamic 

content generation 

Trust Signal Brand reputation + 

reviews 

Transparency + 

human oversight 

Disclose AI usage + 

maintain human-in-

loop 

4.6 Regional Variations in GenAI Marketing Adoption 

The analysis reveals significant regional heterogeneity in GenAI marketing adoption patterns. North American 

enterprises lead in agentic AI deployment and multimodal marketing experimentation, supported by robust cloud 

infrastructure and venture capital availability. European organisations demonstrate greater emphasis on regulatory 

compliance and ethical AI governance, reflecting the stringent requirements of the EU AI Act. Asia-Pacific markets, 

particularly India and China, exhibit the fastest adoption rates in conversational commerce and AI-driven customer 

service, driven by large mobile-first consumer populations and government AI initiatives. 

Indian enterprises present a distinctive profile: high enthusiasm for GenAI adoption coupled with significant 

infrastructure and talent constraints. The Indian government's National Strategy for Artificial Intelligence (2018) and 

subsequent Digital India initiatives have created a favourable policy environment, but SMEs continue to face barriers 

related to cloud costs, data quality, and AI literacy. The UGC CARE framework's 2026 inclusion of AI-content 

policies signals growing academic recognition of these challenges within the Indian higher education context. 

5. DISCUSSION 

5.1 Synthesis of Findings 

The findings of this study paint a nuanced picture of GenAI's impact on marketing — one characterised by 

transformative potential tempered by substantial implementation challenges. The data consistently support the 

proposition that GenAI functions most effectively not as a replacement for human marketers but as an augmentation 

layer that amplifies human capabilities while introducing new categories of risk. 

The performance metrics analysed in Section 4.2 reveal a clear pattern: GenAI delivers the highest returns in 

operational domains (content production speed, customer response automation, media spend optimisation) where tasks 

are repetitive, data-intensive, and rule-governed. The 25% improvement in campaign execution speed and 40% 

enhancement in output quality represent meaningful competitive advantages that justify initial investment costs. 
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However, the more modest impacts on strategic and creative dimensions suggest that the 'augmentation thesis' — 

wherein AI enhances rather than replaces human judgment — remains valid. 

The emergence of machine customers represents perhaps the most profound long-term implication of this research. As 

AI agents increasingly mediate consumer purchasing decisions, marketing theory must evolve to accommodate non-

human actors in the value chain. This development challenges foundational marketing concepts such as brand equity, 

emotional connection, and customer loyalty, which were constructed around human psychological processes. The 

development of 'machine marketing' — strategies designed to influence algorithmic decision-making — may emerge 

as a distinct sub-discipline within the marketing field. 

5.2 Theoretical Implications 

This study contributes to marketing theory in three significant ways. First, it extends the Technology-Organisation-

Environment (TOE) framework by demonstrating that environmental factors — particularly regulatory developments 

and platform algorithm changes — exert stronger influence on GenAI adoption trajectories than was observed with 

preceding marketing technologies. The EU AI Act, Google's AI Overviews, and emerging data sovereignty 

requirements collectively shape adoption decisions more powerfully than internal organisational readiness alone. 

Second, the findings challenge the conventional personalisation-privacy paradox. Rather than viewing personalisation 

and privacy as inherently conflicting objectives, the data suggest that transparent, consent-based GenAI 

personalisation can enhance both consumer satisfaction and privacy protection. Organisations that clearly 

communicate how AI uses consumer data and provide meaningful control mechanisms report higher trust scores than 

those relying on opaque personalisation engines. 

Third, the study identifies a need for new theoretical constructs to explain machine-mediated consumption. Existing 

consumer behaviour theories — including the Theory of Planned Behaviour, the Technology Acceptance Model, and 

the Unified Theory of Acceptance and Use of Technology — were developed to explain human decision-making. 

Their applicability to machine customers remains untested and likely limited. Future theoretical development must 

account for algorithmic preference formation, multi-agent negotiation dynamics, and the delegation of consumer 

sovereignty to artificial systems. 

5.3 Practical Implications for Marketing Practitioners 

For practising marketers, this research yields several actionable insights. The prioritisation matrix presented in Table 3 

suggests that organisations should sequence their GenAI investments strategically: beginning with high-readiness, 

low-investment opportunities (cost efficiency through content automation) before progressing to high-impact, high-

investment initiatives (agentic AI orchestration, predictive intelligence). This staged approach allows organisations to 

build capabilities, demonstrate ROI, and cultivate organisational AI literacy before undertaking transformative 

initiatives. 

The 18–47% organic traffic reduction attributable to AI Overviews constitutes an urgent call to action for SEO-

dependent organisations. The transition from SEO to AEO is not merely tactical but strategic, requiring fundamental 

changes in content architecture, information design, and measurement frameworks. Marketers must develop expertise 

in structured data implementation, conversational query optimisation, and multi-platform visibility management. 

The cultural context blindness documented in this study underscores the necessity of human-in-the-loop governance 

for AI-generated marketing content. Organisations cannot delegate cultural sensitivity, brand voice consistency, and 

ethical judgment to algorithms. Effective GenAI deployment requires hybrid teams comprising AI specialists, domain 

experts, cultural consultants, and creative strategists — a significant departure from traditional marketing team 

structures. 

6. CONCLUSION 

This study has presented a comprehensive secondary data analysis of Generative AI's transformative impact on 

marketing practice, consumer behaviour, and strategic decision-making during the period 2022–2026. The evidence 
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overwhelmingly indicates that GenAI has transitioned from experimental curiosity to core marketing infrastructure, 

fundamentally reshaping how organisations create content, engage consumers, and allocate resources. 

The key findings can be summarised as follows: (i) the global GenAI market is experiencing exponential growth, with 

marketing applications representing one of the fastest-expanding segments; (ii) organisations leveraging GenAI report 

substantial performance improvements, particularly in operational efficiency and content production; (iii) five high-

impact opportunities — agentic AI orchestration, hyper-personalisation, multimodal marketing, predictive intelligence, 

and cost optimisation — are reshaping competitive dynamics; (iv) eight significant challenges — algorithmic bias, 

organic visibility erosion, privacy compliance, IP ambiguity, model reliability, workforce displacement, infrastructure 

costs, and consumer trust deficits — demand urgent attention; and (v) consumer behaviour is undergoing fundamental 

shifts toward conversational discovery, machine-mediated purchasing, micro-segmentation, and transparency-seeking. 

The study's contribution lies in its systematic integration of diverse secondary data sources into a coherent analytical 

framework that bridges academic theory and practitioner imperatives. By employing the Opportunities-Challenges-

Implications (OCI) framework and the SWOT-PESTLE hybrid model, the research provides both diagnostic clarity 

and strategic direction for organisations navigating the GenAI transition. 

However, the study also acknowledges significant limitations, including the reliance on secondary data, the rapid 

obsolescence risk inherent in GenAI research, and potential biases in industry-sponsored reports. Future research 

should prioritise primary data collection through longitudinal organisational studies, experimental designs comparing 

AI-augmented versus traditional marketing approaches, and cross-cultural comparative analyses examining regional 

variations in GenAI adoption and impact. 

As the marketing discipline confronts what may be its most significant technological disruption since the internet's 

commercialisation, the imperative for evidence-based, ethically-grounded, and strategically-informed GenAI adoption 

has never been greater. This study provides a foundation upon which such adoption can be built — one that recognises 

both the extraordinary opportunities and the profound responsibilities that accompany AI-driven marketing 

transformation. 

7. STRATEGIC RECOMMENDATIONS 

Based on the findings and discussion presented above, the following strategic recommendations are proposed for 

marketing organisations, academic institutions, and policymakers: 

For Marketing Organisations: 

1. Adopt a phased GenAI implementation strategy beginning with high-readiness, low-investment use cases 

(content automation, customer service chatbots) before progressing to transformative initiatives (agentic AI, 

predictive intelligence). 

2. Invest immediately in Answer Engine Optimisation (AEO) capabilities to mitigate organic traffic erosion 

from AI Overviews and conversational search interfaces. 

3. Establish AI ethics governance committees with authority to review, approve, and halt AI-generated 

marketing campaigns based on cultural sensitivity, factual accuracy, and brand alignment criteria. 

4. Develop dual-audience optimisation strategies that address both human consumers and machine customers 

through structured data architecture and algorithmic preference alignment. 

5. Prioritise transparency in AI usage, clearly disclosing AI involvement in content creation and maintaining 

human oversight of all consumer-facing communications. 

For Academic Institutions: 

1. Integrate GenAI literacy into marketing curricula at undergraduate and postgraduate levels, ensuring that 

future marketing professionals possess both domain expertise and technical fluency. 
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2. Develop interdisciplinary research programmes bridging marketing, computer science, ethics, and law to 

address the multifaceted challenges of AI-driven marketing. 

3. Establish industry-academia partnerships that provide students with hands-on experience in GenAI marketing 

tools while offering organisations access to rigorous academic evaluation. 

4. Update UGC CARE and similar academic quality frameworks to incorporate AI-content policies, plagiarism 

detection for AI-generated text, and ethical guidelines for AI-assisted research. 

For Policymakers and Regulators: 

1. Develop sector-specific AI marketing regulations that balance innovation promotion with consumer 

protection, addressing issues of algorithmic transparency, data consent, and liability for AI-generated 

misinformation. 

2. Establish AI marketing standards and certification programmes that enable consumers to identify 

organisations adhering to responsible AI practices. 

3. Invest in public AI literacy programmes that empower consumers to understand, evaluate, and challenge AI-

driven marketing practices. 

4. Create regulatory sandboxes that allow marketing organisations to experiment with innovative GenAI 

applications within controlled environments before full market deployment. 
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APPENDIX 

Appendix A: List of Secondary Data Sources Consulted 

1. MarketsandMarkets Generative AI Market Report 2026–2033 

2. G2 AI Decision Intelligence in Marketing Report 2025 

3. Improvado AI Marketing Trends Analysis 2026 

4. McKinsey Global Survey on AI Adoption (2023–2025) 

5. Deloitte AI in Marketing Report 2024 

6. Adobe Creative Cloud AI Feature Documentation 2025 

7. Salesforce State of Marketing Report 2025 

8. Google Search Central: AI Overviews Documentation 

9. OpenAI API Documentation and Usage Statistics 

10. Meta Advantage+ Platform Specifications 

11. European Union Artificial Intelligence Act (2024) 

12. U.S. Executive Order on Safe, Secure, and Trustworthy AI (2023) 

13. India Digital Personal Data Protection Act (2023) 

14. UGC CARE Guidelines on AI-Content Policies (2026) 

15. NIST AI Risk Management Framework (2023) 

16. NVIDIA Annual Report 2025 (10-K Filing) 

17. Microsoft Annual Report 2025 (10-K Filing) 

18. Alphabet (Google) Annual Report 2025 (10-K Filing) 

19. Meta Platforms Annual Report 2025 (10-K Filing) 

20. PitchBook Venture Capital Investment Data (2022–2026) 
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