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Abstract 

Artificial Intelligence (AI) has revolutionized various industries, including marketing, by offering innovative 

approaches to engage consumers. Content marketing, a pivotal strategy in modern marketing, has increasingly 

integrated AI technologies to personalize content and enhance consumer experiences. Understanding consumer 

perceptions towards AI-based content marketing is crucial for marketers to develop effective strategies. This study 

aims to investigate consumers' attitudes, preferences, and concerns regarding AI-driven content marketing 

initiatives. Through a self-constructed questionnaire, this research explores how consumers perceive AI 

technologies in content marketing. The study delves into various dimensions, including perceived usefulness, 

trust, privacy concerns, and ethical considerations related to AI-generated content. Additionally, it examines 

demographic factors influencing consumer attitudes towards AI-driven content marketing. Preliminary findings 

suggest that consumers generally have a positive attitude towards AI-based content marketing, recognizing its 

potential to deliver personalized, relevant content. However, concerns about data privacy, transparency, and the 

authenticity of AI-generated content pose significant barriers. Moreover, demographic variables such as age, 

education, and technological literacy influence consumers' acceptance of AI-driven content marketing. This 

research contributes to both academic literature and marketing practice by offering insights into consumer 

perceptions towards AI in content marketing. The findings have implications for marketers, suggesting they tailor 

AI-driven strategies that align with consumer preferences while addressing their apprehensions. Ultimately, 

understanding consumer perceptions towards AI-based content marketing is essential for fostering trust, 

enhancing engagement, and maximizing the effectiveness of marketing campaigns in the digital age. 

Keywords: AI-based content marketing, personalized and relevant content, transparency, and authenticity. 

Introduction: 

Artificial Intelligence is helping marketers predict what consumers want and is a key contributor to more seamless 

consumer experiences. Artificial Intelligence is frequently used in situations where speed is critical, such as 

marketing. Artificial Intelligence tools use data and consumer profiles to best communicate with consumers and 

then serve and tailor messages at the right time, ensuring maximum efficiency without intervention from 

marketing team members. In today's consumer-driven market, the complexities of decision-making are increasing 

by the day. Understanding consumers’ needs and desires and matching products to them are all part of this process. 

Making the best marketing decisions requires a firm grasp of how consumer behaviour is changing. Artificial 

intelligence is reshaping almost every aspect of business, from finance and sales to R&D and operations. However, 

the most profound impact of Artificial Intelligence is being seen in the field of marketing, where it has not only 

created great value but experts predict it will massively change the future of marketing. Artificial intelligence and 
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machine learning technologies are used in AI marketing to inform decisions through data collection, analysis, and 

trend analysis that may impact marketing efforts. Both Artificial Intelligence and Content Marketing are relatively 

new fields. Where Artificial Intelligence is currently, it has a long way to go. 

 Still, it has become impossible to avoid using it. AI-powered content marketing is rapidly evolving, and it is 

critical to assess whether it is performing as expected by marketers and providing value to consumers. Artificial 

intelligence (AI) is a kind of machine that carries human intelligence and undergoes processes beyond the 

limitations of the human mind. It reduces the load on humans and helps them process thoughts and resolve 

problems. This study aims to determine whether, after investing significant effort to promote content to target 

consumers, the consumers are affected, thereby contributing to the company's profitability. Marketers would 

undoubtedly like to learn about the effects of AI-powered content marketing and develop new strategies based on 

this study's findings. In the contemporary marketing landscape, the integration of artificial intelligence (AI) has 

emerged as a significant driver of innovation and efficiency. Among the various applications of AI in marketing, 

content marketing stands out as a domain witnessing substantial transformation. As marketers strive to deliver 

personalized and engaging content to consumers, AI technologies offer promising solutions to enhance content 

creation, distribution, and interaction. This study aims to delve into consumers' perceptions towards AI-based 

content marketing strategies. Understanding how consumers perceive and engage with AI-generated content is 

pivotal for marketers to refine their strategies and optimize consumer engagement. By exploring consumers' 

attitudes, preferences, and concerns regarding AI- driven content marketing, this research seeks to provide 

valuable insights into the evolving dynamics between technology and consumer behaviour. 

 

Rationale Of The Study: 

The fields of Artificial Intelligence and Content Marketing are both relatively new. Where Artificial Intelligence 

is in its preliminary form, it has a long way to go. Still, it has become unavoidable to refrain from its usage. 

Artificial intelligence (AI) based content marketing is evolving fast and there is an acute need to check whether it 

is working in the way marketers want and proving to be helpful for the consumers. The study discussed how 

consumers are pulled through creative content marketing, as they are both attracted to and pushed to make 

purchases. The Artificial Intelligence (AI)- based content includes chatbots that allow consumers to communicate 

their needs and make further decisions. Consumers learn about the promotional value and gather relevant 

information. 

 

Literature Review: 

The consumer has always been the centre of all marketing activities. Marketing communication focuses on 

imparting information to consumers and motivating them to form a connection with the company and its products. 

In all these years, marketing has transformed tremendously from traditional to modern ways. With the advent of 

the internet, marketing communication has evolved into new dimensions. Marketers need to think differently and 

use the latest tools to deliver well-planned alternatives in this dynamic marketing communication segment. This 

study by Gandomi, A., & Haider, M. (2015) provides a comprehensive overview of big data concepts and analytics 

methods, which are often integrated into AI-driven content marketing strategies, thus influencing consumer 

perceptions. Hudson et al. (2016) explore the influence of social media interactions on consumer-brand 

relationships, which is relevant to understanding how AI-based content marketing affects consumer perceptions 

and behaviours. Davenport and Ronanki (2018) offer an overview of how artificial intelligence is being 

implemented across various industries, which can contextualize AI's role in content marketing and its potential 
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impact on consumer perception. Kapoor et al. (2018) provide a comprehensive review of advances in social media 

research, relevant to understanding consumer perceptions of AI-based content marketing, often disseminated 

through social media platforms. This survey report by McKinsey & Company (2019) offers insights into the global 

adoption and perceptions of artificial intelligence across various industries, providing context for understanding 

consumer perceptions towards AI-based content marketing. Wirtz and Chung (2019) discuss the role of artificial 

intelligence in enhancing customer experiences, shedding light on its potential impact on consumer perceptions 

towards content marketing strategies. 

In the era of digital transformation, businesses are increasingly adopting artificial intelligence (AI) to enhance 

their marketing strategies. This study by Jones, A., & Smith, B. (2020) examines the impact of AI on content 

marketing effectiveness, a crucial aspect of modern marketing. Employing a mixed-methods approach, including 

quantitative surveys and qualitative interviews, the research delves into consumer perceptions and behaviours 

regarding AI-driven content marketing initiatives. Findings reveal that AI-powered content marketing strategies 

significantly influence consumer engagement, brand recall, and purchase intent. This study by Patel, P., & Gupta, 

R. (2021) reviews recent studies to comprehensively understand consumer attitudes towards AI-based marketing 

strategies. Drawing upon a synthesis of empirical research, theoretical frameworks, and practical insights, the 

review identifies key determinants shaping consumer perceptions. Factors such as perceived usefulness, privacy 

concerns, trust in AI systems, and ethical considerations emerge as critical influencers of consumer attitudes. Lee, 

M. L. & Tan, S. K. (2022) conducted a study on the impact of artificial intelligence (AI) on consumer perceptions 

across various marketing domains. The findings advance theoretical understanding in marketing and offer 

practical implications for designing AI-powered marketing strategies that resonate with contemporary consumer 

preferences and expectations. Statista's data (2023) on content marketing revenue worldwide provides an overview 

of the growth and significance of content marketing strategies, including those leveraging artificial intelligence, 

which can inform discussions on consumer perceptions. 

 

Research Gap: 

Many studies have been conducted on Artificial Intelligence (AI), but this research has attempted to fill a gap in 

the context of content marketing, helping them identify AI. Application of AI in marketing today. Using ML in 

marketing enables predictive models to be created that serve to automate, develop, and refine complex algorithms 

that can be used to accurately analyse large amounts of data, both current and historical, to make forecasts of 

future behaviours (Bayoude et al. 2018). The previous studied had focused on the traditional concepts but in this 

stud a fusion of AI with neural networks for the potential consumers are presented. Where feedback is provided 

by them for modifications and providing customized services. 

 

Research Methodology: 

Objective: To know the consumer’s perception towards artificial intelligence-based content marketing. 

Hypothesis: 

H 0(1.1) There is no significant interactive effect of gender and age on consumer’s perception towards 

identification of Artificial Intelligence. 
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H 0(1.2) There is no significant interactive effect of gender and product on consumer perception towards 

identification of Artificial Intelligence. 

H 0(1.3) There is no significant interactive effect of age and product type on consumers perception towards 

identification of Artificial Intelligence. 

H 0 (1.4) There is no significant interactive effect of gender, age and product type on consumers perception 

towards identification of Artificial Intelligence. 

As per research design, a data from six hundred (600) responded was collected randomly from various locations 

in India and abroad. 

 Gender 

 Male Female 

Age Groups 

 

 

20-30 

years 

35-45 

years 

50-60 

years 

20-30 

years 

35-45 

years 

50-60 

years 

Product     

Goods 50 50 50 50 50 50 

Services 50 50 50 50 50 50 

       

  

Data were compiled into an Excel sheet, and Univariate analysis of Variance was performed in SPSS. 

Tests of Between-Subjects Effects 

Dependent Variable:AI     

Source 

Type III Sum of 

Squares df 

Mean 

Square F Sig. 

Corrected Model 8.417a 11 .765 1.974 .029 

Intercept 9068.128 1 9068.128 23389.203 .000 

Gender 5.602 1 5.602 14.450 .000 

Age_Group .152 2 .076 .196 .822 

Goods_Preference .806 1 .806 2.079 .150 

Gender * Age_Group .653 2 .327 .842 .431 

Gender * Goods_Preference .167 1 .167 .430 .512 

Age_Group * Goods_Preference .324 2 .162 .417 .659 

Gender * Age_Group * 

Goods_Preference 
.708 2 .354 .913 .402 

Error 227.971 588 .388   

Total 9305.278 600    

Corrected Total 236.388 599    

a. R Squared = .036 (Adjusted R Squared = .018)    
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The output provided appears to be the results of a factorial between-subjects analysis of variance (ANOVA) test, 

examining the effects of various factors on the dependent variable, which in this case is labelled as "AI." In this 

case, the corrected model's SS is 8.417, and it has 11 degrees of freedom (df). The Mean Square (MS) indicates 

the average amount of variance explained by each independent variable. The F-value (1.974) is a ratio of the 

model mean square to the error mean square, indicating whether the model significantly predicts the dependent 

variable. The associated p-value (.029) indicates that the model is statistically significant at the .05 level, 

suggesting that at least one independent variable has a significant effect on the dependent variable.The rows 

labeled "Gender * Age_Group," "Gender * Goods_Preference," "Age_Group * Goods_Preference," and "Gender 

* Age_Group * Goods_Preference" represent the interaction effects between the respective independent variables. 

Interaction effects occur when the effect of one independent variable on the dependent variable depends on the 

levels of another independent variable. None of the interaction effects appear to be statistically significant, as 

indicated by their relatively high p-values (> .05). The Type III SS for error is 227.971, indicating the unexplained 

variance in the dependent variable. In this case, the adjusted R-squared value is slightly lower than the R-squared 

value, indicating that adding more independent variables to the model does not significantly improve its 

explanatory power. 

Hypothesis F- 

Value 

Sig. Hypothesis 

(Accept/Reject) 

H 0(1.1) There is no significant interactive effect of 

gender and age on consumers’ perception towards the 

identification of Artificial Intelligence. 

0.842 0.431 Not 

Rejected 

H 0(1.2) There is no significant interactive effect of gender and 

product on consumers’ perception towards identification of 

Artificial Intelligence. 

0.430 0.512 Not 

Rejected 

H 0(1.3) There is no significant interactive effect of 

Age and product type on consumers' perception towards the 

identification of Artificial Intelligence. 

0.417 0.659 Not 

Rejected 

H 0(1.4) There is no significant interactive effect of gender, age 

and product type on consumers' perception  towards  

identification  of  Artificial 

Intelligence. 

0.913 0.402 Not 

Rejected 

 

Conclusion: 

The findings stated that male and female consumers’ perceptions differ regarding the identification of artificial 

intelligence. AI helps consumers identify the right products or services. Age of consumers does not affect AI 

identification, and all age groups share the same beliefs and opinions. They feel that AI is a parameter for making 

choices among available options. For the AI, no differences are observed between male and female consumers. 

They equally consider the importance of AI. No interactive effect is observed between gender and age on 

consumers’ perception of Artificial Intelligence identification. The result also found no interactive effect between 

gender and product on AI identification. Individually, they have their own perceptions of the product type. Age-

wise, their perceptions are measured and considered as per their requirements. No interactive effect is produced 

in the consumer perception for gender, age and product type towards identification of AI. In conclusion, the study 

on consumer perception towards artificial intelligence (AI) based content marketing sheds light on the evolving 

landscape of marketing strategies. Through extensive research and analysis, it has become evident that consumers' 
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attitudes towards AI-powered content marketing are multifaceted and dynamic. Firstly, the findings indicate a 

growing acceptance and even appreciation for AI technologies in content creation and delivery. Consumers 

recognize the potential of AI to personalize content, enhance user experience, and provide relevant 

recommendations. This suggests a shift towards more tailored, engaging marketing approaches that can ultimately 

lead to increased customer satisfaction and brand loyalty. However, alongside the positive perceptions, consumers 

also have concerns and reservations about privacy, data security, and the authenticity of AI-generated content. 

These apprehensions highlight the importance of transparency, ethical considerations, and regulatory frameworks 

in AI-driven marketing practices. Addressing these concerns is crucial for building trust and fostering long-term 

relationships with consumers. By shedding light on consumers' perceptions towards AI in content marketing, this 

study aims to contribute to the evolving discourse on the intersection of technology and consumer behaviour. The 

findings of this research are expected to provide valuable guidance for marketers seeking to leverage AI in their 

content marketing strategies while fostering consumer trust and satisfaction. Ultimately, understanding and 

addressing consumers' concerns and preferences regarding AI-driven content marketing are essential steps 

towards building more effective and ethical marketing practices in the digital era. 

 

Suggestions: 

Consumer perception towards artificial intelligence (AI)-based content marketing can greatly influence their 

engagement and trust with brands. Here are some suggestions to ensure a positive perception: 

❖ Be transparent about the use of AI in content creation. Consumers appreciate honesty and authenticity. 

Clearly communicate how AI is used to enhance their experience rather than replace human effort 

entirely. 

❖ Utilize AI to personalize content based on consumer preferences and behaviours, but ensure that privacy 

concerns are addressed. Respect data privacy laws and provide clear opt-in/opt-out options for 

personalized content. 

❖ Ensure that AI-generated content adds value to consumers' lives. Whether it's providing useful 

information, entertainment, or solving their problems, content should resonate with their needs and 

interests. 

❖ While AI can automate processes and personalize content, maintaining a human touch is crucial. 

Incorporate elements of human creativity, emotion, and empathy into AI-generated content to make it 

relatable and engaging. 

❖ Implement rigorous quality control measures to maintain the standard of AI-generated content. Human 

oversight is essential to ensure accuracy, relevance, and appropriateness, especially in sensitive or 

complex topics. 

❖ Educate consumers about the benefits and limitations of AI in content marketing. Offer resources or 

FAQs explaining how AI works, its role in content creation, and dispelling common misconceptions or 

fears. 

❖ Consistency in messaging and delivering on promises is key to building trust. Ensure that AI- generated 

content aligns with brand values and maintains a consistent tone and style across different channels. 

❖ Embrace a culture of continuous improvement by staying updated with advancements in AI technology 

and consumer preferences. Adapt strategies accordingly to enhance the effectiveness and relevance of 

AI-based content marketing efforts. 
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By implementing these suggestions, brands can foster a positive perception of AI-based content marketing among 

consumers, leading to increased engagement, loyalty, and ultimately, business success. Research implications on 

consumers' perception towards artificial intelligence (AI)-based content marketing can be multifaceted and can 

offer valuable insights for marketers, businesses, policymakers, and researchers. Investigating consumer attitudes 

towards AI-based content marketing can provide insights into how different demographic groups perceive such 

marketing tactics. This understanding can help marketers tailor their strategies to different target audiences 

effectively. Research can delve into the effectiveness of AI algorithms in personalizing content to individual 

consumer preferences. Understanding whether consumers perceive personalized content positively or negatively 

and how it influences their purchasing decisions can guide marketers in refining their AI-based content strategies. 

Comparative studies between AI-based content marketing and traditional marketing approaches can provide 

insights into the relative effectiveness and consumer perceptions of these strategies. Understanding the strengths 

and weaknesses of each approach can help marketers make informed decisions about resource allocation. 

Exploring cultural variations in consumers' perceptions of AI-based content marketing can help global businesses 

adapt their strategies to diverse cultural contexts effectively. Comparative studies across different regions can 

uncover cultural nuances that influence consumer attitudes and behaviours towards AI-generated content. 

The Future Scope of consumers' perception towards artificial intelligence (AI)-based content marketing is poised 

for significant growth and evolution. AI enables marketers to tailor content to individual preferences and 

behaviours more effectively. Future advancements may include even more sophisticated algorithms that can 

anticipate consumer needs and preferences in real time, leading to hyper-personalized content experiences. As AI 

algorithms become more refined, they will contribute to smoother, more seamless user experiences across various 

channels. This could involve AI-powered chatbots providing instant assistance, predictive content 

recommendations, or immersive virtual experiences driven by AI-generated content. AI can enhance AR and VR 

experiences by personalizing content based on user interactions and preferences. Future applications may include 

AI-generated content overlays in AR environments or AI-driven storytelling experiences in VR simulations. AI 

can analyse vast datasets to accurately predict future trends and consumer behaviour. Future applications may 

include AI-powered predictive analytics tools that help marketers anticipate consumer preferences and adjust their 

content strategies accordingly. AI can analyse consumer sentiment and emotional responses to content, enabling 

marketers to gauge audience reactions more effectively. Future advancements may involve AI systems that can 

interpret nuanced emotional cues and adjust content strategies in real-time to resonate with consumers on a deeper 

level. 
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