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Abstract. GenAI is revolutionizing the way consumers interact with the brands and engage in 

conversation with them. This paper examines the ways in which brands use GenAI to develop 

personalized, co-creative, and immersive consumer experiences. Based on the results of a thor-

ough review of the existing literature and current application practices, the paper highlights three 

main mechanisms through which GenAI can be used to increase engagement: personalization of 

content; collaboration on the content creation process between the brand and the consumer; and 

use of conversational AI assistants. It is found that despite the fact that GenAI is very effective 

at increasing personalization and engagement rates, its success heavily depends on the presence 

of human control and the ability to maintain balance between novelty of technology and emo-

tional engagement. Moreover, consumer acceptance is shown to be age-dependent, with younger 

generations being more comfortable with AI interactions. The paper provides recommendations 

on using GenAI in the communication strategy. Generative AI, Consumer Engagement, Brand 

Communication, Personalization, Human-AI Collaboration, Digital Marketing 

Keywords: Generative AI, Consumer Engagement, Brand Communication, Personalization, Hu-

man-AI Collaboration, Digital Marketing. 

 

I. Introduction 

The arrival of Generative AI represents a revolution in the field of marketing, changing 

the way brands think about, generate, and deliver content to their audience [4][6]. In 

contrast to conventional AI, which concentrates mainly on analysis and prediction, gen-

erative AI has the power to create new content – texts, images, video, and audio -in a 

massive way [4][6]. As a result, it has become possible for brands to evolve from mass 

advertising to personalized interactive communication [4][6]. According to estimates, 

the total worth of AI in advertising in the world will grow from around $6.7 billion in 

2023 to 28.4 billion USD in 2033 [4]. 
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The power of generative AI technology is that it has the capacity to solve a fundamental 

problem facing today's marketers – the need for personalization [3][6][7]. Modern con-

sumers expect companies to know what their preferences are and provide content that 

is tailored to them on different platforms [3][6][7]. But marketers have a difficult time 

delivering personalization amid rising costs [3][6][7]. According to the survey done by 

Adobe, 97% of marketers think that creating personalized content can be done but more 

than two out of three of them find it "daunting" [7]. Generative AI technology can help 

by creating content automatically and providing "one-to-one personalization" 

[6][7][10]. 

 

The purpose of this study is to review the diverse uses of GenAI in consumer engage-

ment and brand communication [1][2][6]. In this regard, three important areas will be 

discussed, including the trend of moving towards hyper-personalization, collaborative 

brand storylines, and AI-enabled conversational user interfaces [1][6][10]. Personal-

ized persuasion will be used as a foundation for this research because it entails the cus-

tomization of a message based on one's personality, interests, and requirements [6]. 

GenAI has now been able to make the practice more industrialized [6]. The implemen-

tation of GenAI, nevertheless, presents certain difficulties to consider [5][9]. These in-

clude consumer trust concerns, the "uncanny valley" problem, and the ethics of hyper-

targeted persuasion [5][9]. 

 

This paper attempts to develop a theoretical structure of how GenAI can be incorpo-

rated responsibly in the communication strategy of the brands by exploring the exam-

ples of GenAI campaigns of Britannia and Adobe's Brand Concierge as well as by using 

the data on consumer perceptions [2][10]. The research proves that the future of brand 

communication is not about substitution of the creative work of humans but rather about 

collaboration where GenAI serves to multiply the imagination of people and create 

closer relations with consumers [1][6]. The paper will cover implementation of GenAI 

in marketing, consumers' reaction quantitatively, and consequent implications of the 

process for brand loyalty and ethics in marketing [3][5][6]. 

 

II. Literature Survey 

 
The application of Generative AI in marketing is another emerging area which has seen 

current literature exploring the capability for personalization, co-creation with consum-

ers and its effect on consumer psychology [1][3][6]. The paradigm shift from mass 

marketing to hyper-personalization is one of the key themes that have been explored 

[3][6]. Current frameworks have postulated that GenAI can collect personal data from 

various sources including surveys, digital footprints and inference through interaction 

with chatbots [6]. Such data is used to customize messages for each person depending 

on his demographic, behavioral or psychographic traits making the persuasive process 

much easier [3][6]. In the context of social media, GenAI-driven personalization ena-

bles brands to tailor content to the individual preference resulting in increased engage-

ment metrics like likes, comments, shares and viewing duration [3]. Personalization has 

been found to enhance consumer interaction and contribute to strong brand relation-

ships [3]. It should be noted that according to the research by Adobe, 56% of consumers 

require personalized content based on their purchases [7]. 
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Another relevant body of literature focuses on the collaboration capabilities of GenAI 

[1]. Researchers have studied how brands can use GenAI to engage customers in co-

creation of content pertaining to brands [1]. Such co-creation represents a way to 

achieve consumer-generated advertising by leveraging the collaboration between con-

sumers and GenAI [1]. The collaboration capability has been observed to empower the 

consumer [1]. Mixed methods research has highlighted three main constructs involved 

in co-creation – collaboration, creation, and communication [1]. Collaboration and 

communication have been seen to facilitate empowerment, which leads to favorable 

brand attitude and purchase intent [1]. Interestingly, there exists an inverted-U curve 

between creation and empowerment [1]. 

 

The response of the consumer to the use of GenAI content, however, is a very intricate 

and divided phenomenon [5][9]. Whereas one consumer group sees AI-driven adver-

tisements as a novel invention, stimulating interest and awe, others see them as imper-

sonal, untrustworthy, and emotionally void [5][9]. These perceptions are driven by fac-

tors like media type and AI competency [9]. Research findings indicate that the pres-

ence of AI in content creation positively impacts engagement of content via the medi-

ator variable curiosity where the consumer has low competence in AI and content is an 

image not video [9]. Polarization of views is an important obstacle for marketers as a 

negative perception could negatively impact the outcomes of the brand [5][9]. Genera-

tions are an essential factor in the equation since Generation Z and millennials are more 

capable of detecting AI-powered technologies and seek them intentionally, whereas 

other generations might interact with them in a passive way [5][8]. Nevertheless, there 

is still opposition against AI even among Gen Z users heavily utilizing it [5][8]. 

 

There are numerous research opportunities that arise out of this academic discussion 

[1][3][5][6][9]. Despite the well-known possibility of personalizing the content with 

the help of AI technologies, there is still no research done on how the human-machine 

interaction can be organized in order to increase engagement without losing authentic-

ity [1][6][9]. Moreover, there is an ethical issue related to hyper-personalization which 

needs to be explored in order to avoid violating consumer autonomy and compromising 

their data privacy [5][6]. 

 

III. Proposed Methodology 
 

The successful deployment of GenAI for consumer interaction and brand communica-

tion needs to be carried out using a well-structured and multi-phased framework that 

takes into consideration both the technical capabilities and the strategic aspects in-

volved. Using the information generated from the existing literature review and indus-

trial practice, the proposed framework will include three interrelated phases. 

 

Phase 1: Strategic Foundation & Infrastructure  

This phase covers the setting up of technology and ethical foundations for integrating 

GenAI. To begin with, the brands need to check their data infrastructure to be able to 

facilitate advanced personalization engines. They should have access to a unified cus-

tomer data platform (CDP), which will integrate different types of data, such as pur-

chasing history, web traffic, and social media interactions. In accordance with the 

framework offered by Teeny and Matz, this data becomes the base for personalization. 
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Once this step has been done, the brands need to build their brand governance frame-

works. It requires the establishment of brand tonality and identity and ethical rules in 

terms of AI application. The help of solutions such as Adobe GenStudio will make it 

possible to set the needed guardrails and guarantee consistency of AI-generated content. 

One example here is Britannia's policy of "having strong human oversight at every 

stage". 

 

Phase 2: Co-Creative Execution  

The next stage covers the practical use of GenAI technology, including collaboration 

in co-creation. There are three main applications of GenAI for brands: 

 Delivering Hyper-Personalized Content: By analyzing data from consumers, the 

system creates variations of marketing content (for instance, emails, social network 

advertisements) tailored to particular audiences or even to particular people. It is 

not simply addressing the consumer with their name; it is creating a message that 

would speak to them considering both their explicit and implicit preferences, fol-

lowing the idea of “personalized persuasion”. This is facilitated through integration 

of platforms using generative models such as Google Gemini or Claude. 

 Interactive Brand Stories: The brands have the possibility to engage consumers 

in the process of co-creation. For instance, there could be platforms with AI which 

would allow consumers to create their own recipes (for example, Britannia's Bour-

bonIT), to design the product (for example, 50-50 Chief Selector), or to create a 

personal story (Adengappa Kadhaigal). In this step, we see the constructs of "col-

laboration" and "communication" proposed by Feng & Sun; they help to empower 

the consumers and improve their brand attitudes. 

 Conversational AI Agents: The use of conversational agents in the form of AI-

powered chatbots or "Brand Concierges," who act as an interactive representative 

of the brand in the website, app or social media. Conversational agents interpret 

the intention, mood and context of the person to provide immediate responses. As 

opposed to traditional chatbots, GenAI agents can use multiple forms of media 

such as texts, photos, videos to create a conversation with consumers. 

 

Phase 3: Evaluation and Iteration 

The last phase involves evaluating the success rate of the GenAI applications and mak-

ing necessary changes in the strategies. KPIs need to shift from vanity metrics such as 

total number of impressions to more relevant factors such as the depth of engagement, 

brand perception, conversion rate, and long-term loyalty. The specific KPIs in this case 

would be social media engagement rate (likes, comments, and shares) and click-through 

rates (CTR) for personalized ads, as well as the Net Promoter Score (NPS).  

 

This phase will involve the qualitative measure of customer feedback about the emo-

tional aspect of the GenAI tool. Taking into consideration the polarized consumer re-

action, A/B testing will prove indispensable here. If the campaign evokes negative emo-

tions regarding the impersonality of the message, one can simply tweak the prompts to 

sound more humanistic. 
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Figure 1: A Proposed Framework for the Integration of GenAI in Brand  

Communication 

 

Flowchart depicting the three phases of the methodology. Phase I: 'Data Unification' 

and 'Brand Governance' lead to Phase II: 'Execution', which is made up of three pillars: 

'Hyper-personalized Content', 'Co-creation & Narratives', and 'Conversational Agents'. 

Phase III: 'Evaluation' leads back to Phase I for continuous improvement. 

 

IV. Analysis 
 

Analysis focuses on the quantitative effect of GenAI implementations on consumer en-

gagement, analyzes results, and conducts a comparative analysis of the various strate-

gies. 

 

Quantitative Findings and Analysis 

The application of GenAI technology has been seen to improve the metrics of market-

ing by personalization and creation of content on a large scale. 

 

Engagement Metrics  

AI-based personalization in social media marketing helps in improving the interaction 

levels of the users. Studies have pointed out that personalized communication directed 

towards the individual consumer increases engagement. GenAI is capable of identify-

ing content which users tend to share or comment upon based on their previous behavior 

and hence increases organic interaction. The use of GenAI in marketing campaigns by 

Britannia Industries Ltd. has seen some successful outcomes: in their BourbonIT recipe 

creation platform, GenAI helped create over 28,000 recipes from consumers, and the 

'Adengappa Kadhaigal' campaign saw over one lakh (100,000) user-created stories. The 

50-50 Chief Selector campaign was another successful example where GenAI enabled 

consumers to create a unique shape for the biscuit. The high figures of UGC and in-

volvement clearly point out a huge level of engagement among consumers. 

 

Effectiveness of Content and Consumer Trust 

There are some interesting findings revealed through research conducted by Adobe on 

consumer perceptions. For example, the survey shows that 56 percent of consumers 

feel okay about using brands’ purchase history for personalization while 52 percent of 
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them feel okay about using the history of products viewed. This demonstrates a will-

ingness of consumers for relevancy when such usage of information is transparent. 

Moreover, 75 percent of consumers believe that the knowledge about content being AI-

generated would increase their engagement with it or have no effect at all. It seems like 

the negative perception of AI-generated content is fading away among consumers when 

they know about it. 

 

Hyper-Personalization and Brand Loyalty  

According to data gathered by the Adobe survey, 60% of marketers viewed increased 

personalization as the main advantage of AI-driven personalization, and over a quarter 

think that AI personalization will greatly increase brand loyalty. Although a direct re-

lationship still needs to be proven, the link is evident. For instance, 97% of marketers 

interviewed said that personalization contributes to more robust customer relationships. 

The survey results prove that GenAI helps to increase the efficiency of media and get 

better knowledge of consumers' needs and preferences, thus impacting innovation and 

brand loyalty. 

  

 
Figure 2: Consumer Willingness for Data-Based Personalization 

 

A bar graph indicating the proportion of consumers willing to provide certain types of 

data in exchange for personalized information according to research conducted by 

Adobe. Past Purchases (56%), Products Viewed (52%), Age (41%). 

 
Figure 3: Influence of Personalization on Important Marketing Factors 
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Graph depicting the correlation between personalization and the aspects like relation-

ship quality between consumer and marketer (97% of marketers feel personalization 

helps build better relationships), brand loyalty (26% of marketers feel AI-powered per-

sonalization helps boost brand loyalty), etc. 

 

Comparative Analysis 

The below table provides comparative analysis of three different GenAI engagement 

techniques from the literature and case studies. 

 

Table 1: Comparative Analysis of GenAI Engagement Strategies 

 

Strategy Description 
Key Metrics & 

Results 

Challenges & 

Consumer 

Perception 

Hyper-

Personalization 

Tailoring 

content based 

on individual 

user data 

Increased 

engagement rates 

(likes, shares, CTR), 

improved media 

efficiency, and 

potential for 

stronger brand 

loyalty. 

Risk of being 

perceived as 

"creepy" or 

invasive if data 

use is not 

transparent; 

requires robust 

data privacy 

controls. 

Co-Creation & 

UGC 

Brands use 

GenAI to 

prompt 

consumers to 

create content 

(recipes, 

stories, 

designs). 

High volume of 

UGC (e.g., 28,000 

recipes), deep 

engagement and 

consumer 

empowerment, 

enhanced brand 

community and 

relevance. 

The amount of 

participation can 

be an inverted U-

shape; too much 

reliance on AI 

may make the 

process feel less 

authentic. 

Conversational 

Agents 

AI "Brand 

Concierges" 

for interactive 

support and 

guidance. 

Real-time 

personalization, 

enriched customer 

profiles, higher 

conversion rates due 

to guided 

experiences in the 

discovery phase. 

High initial 

investment in 

building the AI; 

maintaining 

brand consistency 

and tone across 

endless 

conversations is a 

challenge. 

 

From the analysis conducted, although all the three strategies produce positive results 

quantitatively, sometimes a successful strategy may combine the three. Personalized 

communication may attract the attention of the consumer, co-creation may create an 
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emotional bond, and conversational agents can easily turn that attention into loyalty. 

Nevertheless, any form of success must be built on the foundations of trust and authen-

ticity. According to research by The Lens, although there is high consumer awareness, 

there is no full consumer trust. Nearly half of consumers (45%) rely on search engines 

to confirm the information generated by AI. 

  

 
Figure 4: The Engaging Consumers with GenAI Spectrum: From Passive  

Consumption to Active Creation 

 

Diagram representing different levels of consumer engagement in brand communica-

tions through generative AI. Level 1: Passive (Consumption of AI-generated advertise-

ments). Level 2: Interaction (Engagement with brand chatbots). Level 3: Co-creation 

(Creation using brand AI to create recipes). This illustrates how brands can take con-

sumers on a journey from being passive consumers to active creators. 

 

V. Conclusion 

 
The advent of generative artificial intelligence technology is proving to be revolution-

ary in the world of marketing with its ability to personalize consumer engagement 

through collaborative content creation and conversational agents. This paper aims at 

examining the various uses of GenAI in brand communication through an analysis of 

current literature on the same topic. 

 

The research confirms that GenAI greatly improves both the scale and efficiency of 

personalized marketing. By utilizing the enormous amount of consumer information, 

AI helps deliver messages customized for individuals’ preferences, resulting in in-

creased metrics of customer engagement and building better relations with customers. 

The change from mere consumption to co-creation is one of the most important changes 

in this area.  

 

As seen in the case of Britannia, the involvement of consumers in the process of crea-

tion through the use of technology like recipe and story generator greatly contributes to 

the engagement of users and empowers them, which positively influences their attitudes 

toward brands. Finally, the development of advanced conversational agents, like Brand 
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Concierge developed by Adobe, can completely transform the customer journey from 

being static and transactional into a dynamic and personalized dialogue. 

 

Nevertheless, the adoption of GenAI is not free from obstacles. Personalization through 

AI requires a perfect combination of technology advancement and emotional authen-

ticity. According to the literature, people have contrasting opinions on AI content. Even 

though some perceive it as innovative, others do not see the same emotional authenticity 

in it as they would in the content created by humans. It shows that human involvement 

is vital for the creation of personalized content. "AI, when used responsibly, can be a 

powerful tool for unlocking creative ideas and new ways of telling a story".  

 

The most effective usage of AI in personalized marketing does not mean replacement 

of human contribution. Rather, it creates synergy between the efficiency of AI and hu-

man judgment in order to ensure that the communication of brands is authentic and 

emotionally relevant. Transparency is crucial, with people demanding the control of 

their data and explanation of the usage of AI in marketing. In addition, different gener-

ations are characterized by different attitudes toward personalization and need to be 

treated in different ways. 

 

To conclude, the future of brand communication is a human-first GenAI approach. 

Those brands that will succeed in incorporating GenAI will treat it not as an innovation 

that replaces human creativity but as an innovative solution for augmenting it. With the 

help of creating robust ethical and governance guidelines, paying attention to collabo-

rative and empowering experiences, and always keeping the focus on building genuine 

trust from consumers, marketers will be able to use all the benefits of GenAI and create 

a stronger connection with their audiences. 
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