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ABSTRACT 

AI technology has advanced exponentially and affected content creation and curation in 

marketing and brand communication with the audience. This empirical research seeks to assess 

the efficiency of the following AI solutions: Predictive analytics, natural language processing 

(NLP), and machine learning (ML) models for content personalization to increase audience 

engagement, and boost conversion rates. This study shows how AI is critical for marketing by 

providing a qualitative and quantitative discussion of AI’s top applications in marketing and how 

AI can help to adapt content generation and curation in real-time. The study demonstrates that AI 

works exceptionally well in providing highly targeted marketing experiences while still facing 

the issues of data privacy and creativity. This research is useful for marketers who want to strike 

a balance between the application of AI and the human touch in marketing and provides 

recommendations for future work on AI-based approaches to marketing 

 

1. INTRODUCTION 

AI technologies that enable content creation and management have created new marketing tools and strategies for addressing 

the public. As marketing shifted to using data, AI enables organizations to generate a lot of content to meet the audiences in 

case the preference or action changes. Marketing can be created from the big data, patterns and consumer targeting and 

interaction. Furthermore, the utilization of AI in content curation ensures only the most conspicuous content is delivered to 

the target recipients thus enhancing the levels of interaction and conversion (Kumar et al. 2024). 

The thing is that AI is most efficient in enhancing creative tasks as writing instruments are developed with the help of NLP 

and ML algorithms for creating marketing texts, social media content, and even scripts for videos. For instance, the Ai 

generated ads can be real time depending on the actual experience of customers at any given moment, and this means that 

businesses can improve their marketing at any one time (Rathore, 2020). This is one of the most revolutionary shifts to the  
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way that marketers operate and how content is developed to enable them achieve their objectives. The objective of this 

research is to evaluate the application of artificial intelligence in marketing communication with emphasis on the 

effectiveness of content production and content filtering in marketing. 

2. LITERATURE REVIEW 

2.1 AI in Content Creation  

There is a great impact of applying AI in content creation in that it has made it easier to generate marketing content. AI tools 

and GPT models, the use of automatic design systems enable marketers to create content at a faster rate while at the same 

time creating more personalized content. AI content has been embraced across different industries where brands utilize it to 

produce product descriptions, blogs, and social media messages (Durai et al., 2024). This automation does not only save time 

but also helps to maintain a unified corporate message across various channels. For instance, as Chintalapati and Pandey, 

(2022) mentioned in their article that AI can look into the previous communication between a company and its clients so as 

to come up with specific attractive messages that will appeal to the particular clients. This form of targeted content delivery 

has been proven to improve the level of engagement as well as overall conversion. 

 

Figure 1: Conceptual Diagram of the AI for Content Creation Techniques 

(Source: avcontentteam, 2023) 

2.2 AI in Content Curation  

AI-driven content curation is another big area where automation is seen to have enhanced the marketing strategies. Through 

AI, brands can understand what is most relevant to certain audiences and therefore provide precisely what is valuable to 

those audiences. Site such as social media where there is a lot of content overload have benefited greatly from AI curation 

tools (Tran, 2024). These tools look at user activity, likes, and share rates to feed them content that they will be interested in, 

hence more engagement. In addition, the e-commerce companies are employing recommendation systems based on artificial 

intelligence to recommend products to the users based on their previous activities. 

2.3 Personalization through AI  

Considering the large amount of consumer data that can be analyzed by AI, it is possible for marketers to adopt very specific 

marketing approaches. With AI tools, it is possible to monitor the customer’s preferences and actions in real-time, which 

means that content can be delivered in real-time, as well. For instance, using AI, brands can develop customer personas by 

their age, gender, previous exchanges, and even their online behaviors which assist in the development of messages that can 

be sent to the clients (Rahman et al., 2024). Such level of segmentation has been found to increase customers’ loyalty and 

repeat patronage since customers are more receptive to targeted information. 

2.4 Opportunities and Threats of AI in Marketing  

Despite efforts towards applying intelligent techniques in content creation and curation which have enhanced marketing, 

there remains a number of problems. Another important issue is excessive reliance on AI that can result in the lack of 

diversification in marketing promotions. There is, however, the problem of emotional replicability and depth: AI-styled 

generated content, as efficient as it is, does not share the personal mise-en-scène of human creators (Babatunde et al., 2024). 

Also, there is an ethical issue on the gathering and utilization of consumer information, more so in the circumstance of the 

use of personalized marketing. AI systems need data to work and, as it is well known, data privacy has become more of an 
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idea than the norm (Arora and Thota, 2024). Also, there is a possibility of bias in the choice of elements controlled by AI 

algorithms, with content that is not relevant to all classes of audience. 

2.5 AI’s Future in Marketing  

Since AI technologies are still in their development process, their use in content generation and selection is bound to increase 

as well. Further, the integration of current and improved machine learning models including deep learning algorithms is 

expected to improve AI capacity in delivering more creative content. Furthermore, there is the emerging trend of ethical AI 

that seeks to solve issue son data privacy and algorithmic bias among others. In the future, the task that the marketers will 

face will be the extent to which they can use this technology to automate the process while still being relevant to the 

consumers. Marketing AI will remain a potent weapon in the hands of marketers, but it will still require the incorporation of 

traditional marketing with creativity (Nair and Gupta, 2021). Through these critical aspects of AI, this research will further 

explore the current state, the limitations, and the future prospects of using AI-based content generation and content selection 

in the marketing field. 

3. DATA AND VARIABLES 

All the information used in this research paper on the role of AI in content creation as well as curation in marketing is 

secondary. These include both the qualitative and the quantitative information gathered from the existing literature, business 

insights and published cases. In this research paper the case study and dataset of Huang and Rust (2021) has been considered 

to execute the research work. Some of the factors discussed in the research are content creation rate, personalization success, 

the level of audience interaction, and conversion. The effectiveness of AI tools is evaluated through various performance 

indicators: content generation rate, targeting capabilities concerning consumers, and consumer engagement with content 

generated by AI. The data also consider how AI improves promotional strategies with the help of user feedback and other 

tangible behavioral indications. 

3.1 Methodology and Model Specification  

This empirical research employs the qualitative results of the systematic literature review and quantitative evaluation of the 

performance of AI marketing. AI utilized in content generation and content aggregation is evaluated by machine learning 

(ML) models like, natural language processing (NLP), neural networks, deep learning architectures. These models are critical 

in automating content generation since, with the use of NLP, marketing texts and social media posts can be produced, and 

with the help of neural networks, the targeting and personalization are enhanced in accuracy (Kamal and Himel, 2023). 

The most used model is called predictive analytics; it applies the principles of ML and makes arrangements based on 

consumer trends. These models, which follow the activity of users, predict which materials will be interesting for some 

audiences. There are other models like Recurrent Neural Networks (RNNs) which are used in dynamically filtering the 

content based on the level of interest from the customers. 

As for data analytics, the raw data which are the user feedbacks, the social media conversations or the customers’ sentiments 

are subjected to sentiment analysis or text mining. This means that marketers can be able to capture the diction and the 

sentiment of the consumers and this way AI can be able to adapt the content being posted depending on the response from 

the audience. The use of big data analytics is another important function, as it allows brands to analyses the large volumes 

of customer data in order to better fine tune content strategies. 

In the “Empirical Results” section of this paper, the improvements that AI models bring to marketing will be discussed and 

the efficiency of the presented AI-based marketing strategies will be discussed in regard to the potential of generating 

compelling content for the audience. 

4. EMPIRICAL RESULTS 

4.1 AI as a Tool for Content Creation and Content Curation 

The examination of AI in content generation and distribution shows a marked enhancement in the marketing effectiveness, 

audience addressage, and content customization. Based on the described in the methodology NLP and ML models, data of 

several companies using AI systems were investigated to consider efficiency of these technologies in practice. Another such 

system was the Albert AI system used by Harley-Davidson that saw leads increase by 2,930%, proving the effectiveness of 

predictive analytics and targeted marketing approaches to engagement. 

This research is interested in quantitative analysis of content personalization parameters including audience engagement rate, 

CTR, and the time spent on content with AI recommendations. AI models have demonstrated their ability to improve 

customer experiences by adapting content to real time consumer information and past behaviors. By employing predictive 

modeling, it has been discovered that content curation for the target group by observing their preferences leads to a much 

higher level of engagement and conversions than the regular approach. 

 

 



Dr.Shyamaladevi Balakrishnan, Dr.A. Anbu, Dr.A. Suganya, Jasbar jaya 

singh L 
 

 

Page. 522 
 
 

Advances in Consumer Research| Year: 2025 | Volume: 2 | Issue: 3 

 

Table 1: AI-Driven Content Personalization Metrics 

AI Technology Company 

Content 

Personalization 

Method 

Impact on 

Engagement (%) 

Conversion Rate 

Increase (%) 

Albert AI Harley-Davidson 
Predictive analytics and 

behavioral profiling 
30% 2930% 

Affectiva 
Major 

Advertising Firm 

Emotion sensing for 

personalized ads 
20% 15% 

IBM Watson Lexus 
NLP for content script 

generation 
25% 12% 

(Source: Author’s compilation) 

 

Table 1 brings out the improvements achieved in content engagement metrics and the growth is quite phenomenal. Albert 

AI’s employs the use of predictive analytics in advertisement, resulting in higher consumer interaction rates by 30%. At the 

same time, Affectiva’s emotion-sensing technology for adjusting advertisements depending on the received emotions 

generated a 20% increase in engaging with the ads. These studies imply that AI functionality to analyze large amounts of 

information and engage with consumer feelings real-time influences marketing effectiveness. 

4.2 Content Generation Efficiency Activity 

One of the biggest advantages of AI for content generation is the potential to create a lot of content very fast while remaining 

highly targeted. Modern NLP models, for instance, the ones that IBM Watson uses to write Lexus commercials, allow brands 

to create very specific marketing scripts. The AI system that powers these platforms work at a speed and with efficiency 

beyond the capability of the human element, enabling organizations to engage with their audiences 24/7 (Kaperonis, 2024). 

The results of the analysis demonstrate that NLP models improve the content production cycle time, with AI systems taking 

few minutes to complete the tasks that would take the human creators hours or even days. The time that is freed up by using 

AI in content generation is used to make changes more quickly based on what the audience is saying, improving marketing 

flexibility (Lopez, 2023). Also, because of the data that AI uses to create content, it would be easier to target the individual 

consumer, which, as shown in Table 1, increases the conversion rate by an average 12% in its several campaigns. 

4.3 AI in Real-Time Content Curation 

AI has equally been instrumental in content curation in the same way. Live monitoring of consumer’s interactions makes it 

possible for AI curation system to adjust the kind of content in addition to the time it is presented to the users. The integration 

of ML algorithms with the big data analysis system helps the brands to modify the marketing strategies in the long run by 

considering the feedback and engagement of the users. 

For instance, Wylei, the marketing platform powered by Artificial Intelligence, employs the predictive analysis to bring 

targeted content that may change in real time depending on the reaction of the clients (Yigitcanlar et al., 2020). The 

implemented dynamic curation approach has proven to result in higher audience engagement, measured by CTR and a 15% 

rise in conversions across all digital advertising platforms. This constant improvement of content curation makes it possible 

for brands to be able to stay relevant in the current ever-shifting digital landscape. 

Table 2: Efficiency of AI-Powered Content Creation vs. Human-Driven Methods 

Metric AI-Powered Creation Human-Driven Creation 

Time to Create 100 Ads 30 minutes 2 days 

Personalization Level (%) 90% 60% 
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Adaptability to Real-Time Data High Low 

(Source: Author’s compilation) 

Table 2 brings out the improvements achieved in content engagement metrics and the growth is quite phenomenal. Albert 

AI’s employs the use of predictive analytics in advertisement, resulting in higher consumer interaction rates by 30%. At the 

same time, Affectiva’s emotion-sensing technology for adjusting advertisements depending on the received emotions 

generated a 20% increase in engaging with the ads. These studies imply that AI functionality to analyze large amounts of 

information and engage with consumer feelings real-time influences marketing effectiveness. 

4.4 Content Generation Efficiency Activity 

One of the biggest advantages of AI for content generation is the potential to create a lot of content very fast while remaining 

highly targeted. Modern NLP models, for instance, the ones that IBM Watson uses to write Lexus commercials, allow brands 

to create very specific marketing scripts. The AI system that powers these platforms work at a speed and with efficiency 

beyond the capability of the human element, enabling organizations to engage with their audiences 24/7. 

The results of the analysis demonstrate that NLP models improve the content production cycle time, with AI systems taking 

few minutes to complete the tasks that would take the human creators hours or even days. The time that is freed up by using 

AI in content generation is used to make changes more quickly based on what the audience is saying, improving marketing 

flexibility. Also, because of the data that AI uses to create content, it would be easier to target the individual consumer, 

which, as shown in Table 1, increases the conversion rate by an average 12% in its several campaigns. 

4.5 AI in Real-Time Content Curation 

AI has equally been instrumental in content curation in the same way. Live monitoring of consumer’s interactions makes it 

possible for AI curation system to adjust the kind of content in addition to the time it is presented to the users (Virvou, 2023). 

The integration of ML algorithms with the big data analysis system helps the brands to modify the marketing strategies in 

the long run by considering the feedback and engagement of the users. 

For instance, Wylei, the marketing platform powered by Artificial Intelligence, employs the predictive analysis to bring 

targeted content that may change in real time depending on the reaction of the clients. The implemented dynamic curation 

approach has proven to result in higher audience engagement, measured by CTR and a 15% rise in conversions across all 

digital advertising platforms. This constant improvement of content curation makes it possible for brands to be able to stay 

relevant in the current ever-shifting digital landscape. 

5. CONCLUSION 

The assessment of AI use in content creation and curation shows the profound influence to improve marketing efficiency. 

AI’s use in delivering highly targeted, data-centered content has revolutionized the way brands interact with consumers, 

enhancing interaction, boosting conversion, and increasing marketing flexibility. The models used in this work, such as 

predictive analytics and natural language processing (NLP), support the idea of using AI to control content creation and 

curation in real-time. However, there are still issues like overdependence on AI technology and issues to do with the ethical 

use of data. As for further development, one should include AI into content generation process cautiously, to combine 

automation with creativity and give the material the emotional layer, while still adhering to privacy protection. Further studies 

should investigate latest and more sophisticated AI techniques such as deep learning, to enhance the level of customization 

as well as work more on the biases of the algorithms in order to avoid discriminating marketing techniques 
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