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ABSTRACT 

Applying Generative Artificial Intelligence (GenAI) to both marketing activities and internal 

work is reshaping today’s business strategies. GenAI is notable because it can independently 

produce content like text, images, videos, and audio which many businesses are now using AI 

for. With this technology, creativity, efficiency, and innovation can happen in important parts 

of an organization. The paper studies how strategic and operational value is increased by using 

GenAI in marketing functions and management systems. The study relies on theories and 

reviews recent academic papers, case studies from the industry, and ideas introduced by top 

technology businesses. GenAI is found to improve marketing methods by producing content 

on the spot, reaching out to audiences right away, analyzing consumer opinions, and creating 

highly personalized campaigns. GenAI helps the company by automating repeatable jobs, 

aiding workers, sharing data in real time, and aiding chief-level choices. At the same time, 

adopting GenAI does pose some problems. People still worry about data safety, unfair 

decisions from algorithms, rules imposed by authorities, employees adjusting to technology, 

and ethical issues that stand in the way of full adoption. The study ends with the proposal of a 

strategic plan to handle these problems and make the most of GenAI. The study creates 

practical and theoretical results that can guide business experts, researchers, and marketers in 

making the right decisions about using GenAI. 

 

Keywords: Generative AI, Marketing Automation, AI in Business Operations, Internal 

Management Systems, AI-Driven Decision Making, Customer Engagement Technologies, 

Digital Transformation 

 

INTRODUCTION 

 

Background and Motivation 

The swift progress of AI is causing companies to adapt their business approaches, mainly 

seen in marketing and internal management activities. Because the global market becomes 

tougher and consumer preferences shift, companies are forced to introduce smart systems that 

allow for more efficiency, expansion, and accuracy. Currently, advanced AI systems are 

capable of producing content, insights, and decisions similar to humans which is leading to 

them being added to or even replacing older data analytics and automation methods (Brock & 

von Wangenheim, 2019; Jain, 2019). 

Of all these, Generative AI (GenAI) is making waves, influencing what businesses do 

with customers and in their daily activities (Reim et al., 2020). 

 

Role of AI in Modern Business Practices 

AI is now used by nearly all industries for predictive analysis, automating processes, 

working with natural language, and optimizing tasks through machine learning. Marketing uses 

AI to group customers as they browse, target ads to them and recommend content in real-time 

(Guercini, 2023; Hsu, 2023). In the company, it supports better logistics, improves staff skills, 
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and helps managers make decisions (Chowdhury et al., 2023). With GenAI, it is now possible 

for machines to create high-quality content by themselves with only minor human direction 

(Akimoto & Ogata, 2016). Because of this big change, creative and efficient management has 

come to mean being ready to adjust at any time in a volatile market (Trocin et al., 2021). 

 

Specific Rise of Generative AI 

Models developed by Meta, Google, and OpenAI have amazed people by being able to 

produce text, noise or speech, images, and code with great speed. They use advanced 

techniques from deep learning, mainly transformer architectures, to understand what’s 

happening in the text and produce sensible outputs (Reed et al., 2016). GenAI started as a basic 

tool but is currently being used on purpose in marketing, customer support, human resources, 

and control of knowledge (Elahi et al., 2023). Being able to handle complex tasks automatically 

makes it a main tool in digital transformation (Chwiłkowska-Kubala et al., 2023). 

 

Purpose and Scope of the Paper 

This paper examines how using GenAI has impacts, benefits, and issues in marketing 

operations and internal management within a company. Attention is on how companies are 

using GenAI tools to deliver customized service, increase the efficiency of their workflows, 

cut costs, and shape important company decisions. The study also looks into the challenges 

created by structure, ethical issues, and technology when trying to integrate GenAI into 

companies (Lo Piano, 2020). 

 

Structure of the Paper 

What follows is a detailed organization of the rest of the paper. The second section 

describes the way AI has changed over the years in business and explains why GenAI is 

different. Section 3 looks into the effect GenAI can have on marketing and Section 4 analyzes 

its potential in guiding business operations inside the company. Section 5 goes over the main 

issues that are likely to appear when using GenAI. Management guidelines and best practices 

for successful integration are covered in Section 6. It proposes ideas for future research and 

identifies popular new trends. The paper is rounded off in Section 8 with main points and advice 

for managers. 

 

 

THE EVOLUTION OF AI IN MARKETING AND MANAGEMENT 

 

Brief History of AI in Business 

It was mostly in manufacturing and finance during the late 1900s that businesses started 

using Artificial Intelligence for doing tasks automatically and judging risks (Haseeb et al., 

2019). Thanks to better machine learning and big data analytics in the 2000s, there were now 

more capable applications such as prediction modeling, grouping customers, and acting 

decisively in the moment (Elahi et al., 2023). AI has developed from automating certain tasks 

to becoming smarter about learning different situations which made it useful for more strategic 

marketing and managing resources (Reim et al., 2020). 
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Figure 1: Evolution in marketing through ai advancements 

 

Introduction to Generative AI (vs. Traditional AI) 

Classification, prediction, and optimization are the main tasks that traditional AI models 

are made for (Brock & von Wangenheim, 2019). Most of their work involves using organized 

data and they are unable to act outside of what is inputted. Unlike Descriptive AI, Generative 

AI is a big step up, since it deals with information and also forms text, images, code, designs, 

and voices that resemble human creativity (Reed et al., 2016; Smith, 2017). GPT-4, DALL·E, 

and Claude are Genai systems that use a transformer and deep learning to read natural language 

prompts and write relevant, new content without much supervision (Soto-Morettini, 2017; 

Akimoto & Ogata, 2016). 

 

Table 1: Comparison between Traditional AI and Generative AI in Business Functions 

Feature/Aspect Traditional AI Generative AI 

Primary 

Function 

Prediction, classification, 

optimization 

Content generation, creative synthesis 

Data 

Requirements 

Structured or labeled data Structured, unstructured, and minimal 

prompts 

Applications in 

Marketing 

Customer segmentation, churn 

prediction 

Personalized content, ad copy, 

campaign design 

Applications in 

Management 

Workflow automation, 

forecasting 

Email drafting, meeting summarization, 

ideation 

Human 

Involvement 

High during setup and tuning Moderate during prompt engineering 

Output Format Numerical values, decisions Text, images, audio, and mixed media 

Adaptability Narrow task-focused Generalized across multiple domains 
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Shifts in Marketing Paradigms Due to AI 

Once based on intuition, marketing is now driven by solid data and automated systems 

because of AI (Lyu et al., 2023; Hsu, 2023). Before, campaigns depended on manually 

segmenting data, designing creative materials, and taking a lot of time to plan. Now, AI assists 

marketers by allowing them to identify customers, optimize their ad budget, and customize 

content for many people at once (Guercini, 2023; Wang et al., 2023). Because of GenAI, 

generation, testing, and adaptation of creative assets are now carried out at lightning speed, 

making consumers respond faster to new messages and campaigns (Wenzel et al., 2023; Yin et 

al., 2023). 
 

Relevance to Internal Management 

First, AI was applied inside companies to handle routine and repetitive activities such as 

organizing meetings or organizing papers (Luotsinen & Lovlid, 2015). As a result, GenAI is 

giving rise to applications focused on strategic tasks like reports being created by machines, 

intelligent assistance using bots, productivity evaluations for employees, and solutions for 

leaders when making decisions (Chowdhury et al., 2023; Oluwatamilore Popo–Olaniyan et al., 

2023). Incorporating GenAI lets businesses run more efficiently while also improving 

knowledge and staying creative (Trocin et al., 2021). 
 

APPLICATIONS OF GENERATIVE AI IN MARKETING OPERATIONS 
 

Content Creation and Personalization 

A major way GenAI is used in marketing is to produce materials that fit each audience 

segment. OpenAI and Google’s genAI models (GPT and Gemini) can generate blog articles, 

social posts, product descriptions, and landing pages using writing that suits the brand’s 

message and customer interests (Guercini, 2023; Yin et al., 2023). This way, marketers save 

time on production and are able to mass customize their content. GenAI can make hundreds of 

different product messages for dissimilar demographics, regional markets, or buyer personas 

(Hsu, 2023). 

GenAI uses a person’s online activities, shopping habits, and how they spend time on a 

site to develop individualized website content, scripts for videos, and phrases to urge users to 

act. Amazon Shopify and other e-commerce sites, are employing AI to create personalization 

within their platforms, allowing messages to be automatically changed as required (Wang et 

al., 2023). 
 

 
Figure 2: Generative AI reshaping the future 
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Predictive Analytics for Customer Behavior 

GenAI helps change predictive analytics in AI from a traditional practice to one that is 

easier to explain and communicate. Unlike normal forecasts, GenAI explains customer trends 

in normal language, helping marketing teams who are not experts make decisions (Chowdhury 

et al., 2023). A GenAI may look at customer trends and compile a summary of what it finds, 

for instance: “Customers aged 25–34 are not as interested in Product X lately, but they are 

engaging more with Product Y’s free trial, especially in urban areas.” 

GenAI further helps by envisioning how customers might act in the future, using recent 

data patterns. With this, companies can design their strategies ahead of any problems instead 

of only reacting (Trocin et al., 2021). 

 

Email Campaigns and Product Recommendations 

GenAI has made email marketing much better than it was before. Based on current 

information about their customers, marketers can produce entire email lists, as well as their 

titles, snippet texts, and content. These messages are prepared considering their tone, the time 

at which they are sent, and their chances for conversion which helps to improve their open and 

click rates (Lyu et al., 2023). Phrasee and Jasper AI give businesses GenAI tools for 

personalized messaging that reflect the brand’s personality and what users usually respond to. 

Also, with GenAI, product recommendation engines are able to suggest products, explain 

their reasons, and create personalized offers for customers. For instance, you could tell: 

“Because you bought a DSLR camera lately, this tripod could be a good choice for your outdoor 

photos.” By mixing data science with natural language generation, the experience and trust of 

users improve a lot (Wenzel et al., 2023). 

 

AI-Generated Ad Creatives and Branding 

Usually, advertising creative development like banners, movies, slogans, and pictures 

requires spending long hours and manual labor. GenAI can now develop different ad designs, 

taglines, and themes automatically with minimal effort from users. Marketers are using Canva, 

Adobe Firefly, and Lumen5 which include GenAI, to generate impressive images and videos 

very easily (Yin et al., 2023; Hsu, 2023). 

Also, GenAI can help with establishing the identity and positioning of the brand. It may 

predict audience reactions to branding and develop message guidelines that blend tone for 

upcoming campaigns (Chowdhury et al., 2023). Leading brands like Coca-Cola have tried 

using GenAI to make their digital ads, highlighting that the technology is now mature enough 

for regular advertising (Guercini, 2023) 

 

Use Cases from Top Firms 

There are already global firms that have used GenAI in their marketing efforts and can 

demonstrate the outcomes. 

• Working with OpenAI, Coca-Cola introduced AI-created materials and interactive 

campaigns, resulting in better global engagement online (Guercini, 2023). 

• Using GenAI, Nestlé is able to create product descriptions and ads that match regional 

needs and seasonal events which boost conversions in different areas (Wang et al., 2023).  

• BMW blends GenAI into its customer management by making personalized campaigns 

and digital experiences according to customer information (Hsu, 2023). 

• Unilever aims to use GenAI to analyze unstructured data (such as what people say on 

social media) and turn those insights into beneficial marketing plans (Wenzel et al., 

2023). 

They show that GenAI can be used in different industries and helps improve both 

creativity and financial results. 
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Ethical Concerns in Marketing Applications 

Even though GenAI adds a lot of advantages to marketing, ethics-related issues remain. 

• GenAI can produce images and videos that are incredibly real-looking which some might 

use for misleading ads or false advertisements. It makes people worried about the 

trustworthiness of brands and about the deception of consumers (Reim et al., 2020). 

• Loss of Trust from Consumers: Personalized messages done with AI may look 

impersonal and deceptive in some cases. Using the brand too often might cause 

consumers to become suspicious (Akimoto & Ogata, 2016). 

• Many GenAI models rely on free content which can result in arguments about who owns 

the AI creations. Marketers must be sure not to break any copyright rules belonging to 

others (Smith, 2017). 

• Some bias and unfairness may happen when data sets contain cultural, racial, or gender 

biases and this could be copied by GenAI. In marketing, it might result in 

communications that lack understanding or marginalize some people (Luotsinen & 

Lovlid, 2015). 

To fix these challenges, businesses are required to use ethical frameworks and clear 

guidelines which include revealing if content was made using AI and examining possible bias 

in model systems (Wenzel et al., 2023; Lyu et al., 2023). 

 

HOW THESE THEORIES HELP INSIDE A COMPANY 

With more digital solutions in daily business functions, Generative AI (GenAI) plays a 

role in marketing and also transforms internal management. The following section covers 

where GenAI is used within a company, mainly to support employees, improve business 

routines, drive smarter decisions, and develop intelligent information systems (Brock & von 

Wangenheim, 2019; Reim, Åström, & Eriksson, 2020). 

 

HR Bots and In-House Communication Help New Employees 

Using GenAI, virtual assistants are changing the way Human Resources (HR) operates. 

AI agents can have conversations about employee onboarding, and HR issues, including 

payroll, leave policies, and following company compliance procedures (Oluwatamilore Popo 

– Olaniyan et al., 2023; Chowdhury et al., 2023). For example: 

• A new employee can receive guidance from an AI assistant which includes introductions, 

guidance on training, and what documents to handle. 

• Initial interviews and frequent employee questions can be handled by HR bots which 

reduces HR’s workload and makes people happier. 

Paradox.ai, Leena AI, and Talla have all shown how GenAI can support HR 24/7, saving 

HR teams much trouble (Jain, 2019). 

 

Using Automation and Documenting Processes 

Generative AI streamlines routine procedures inside an organization by taking care of 

tasks like writing SOPs, reports, meeting summaries, emails, and compliance forms (Elahi et 

al., 2023; Reim, Åström, & Eriksson, 2020). Examples include: 

• Generating project reports on status by combining the work done by team members and 

metrics. 

• Writing instructions or guidelines for operating software or software teams. 

• Extracting answers or documentation from a support ticket history. 

Furthermore, Microsoft Copilot and AI features in Google Workspace allow GenAI tools 

to be connected with common business apps which improves productivity for employees in 

various departments (Chwiłkowska-Kubala et al., 2023). 
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Providing Help with Strategic Decision-Making 

GenAI is now being used by executives to model different strategies, anticipate 

alterations in the market, and find opportunities. Examples of what GenAI helps with include: 

• Formulating suggestions for a strategy using live data. 

• Performing analyses to see how changes in the business model could affect the 

company’s results with the help of previous and present trends. 

• Converting industry reports or heavy datasets into easy-to-read summaries very fast. 

If a GenAI has learned from both KPIs and current trends, it might explain: “If inventory 

stays the same, increased supplier prices in Southeast Asia may cause Q3 supply chain costs to 

go up by around 11%.” 

It gives C-level executives the ability to quickly go through different strategies, and 

decide which ones to pursue based on data (Reim, Åström, & Eriksson, 2020; Luo, Lin, & 

Zheng, 2019). 

 

Handling of Knowledge Management Systems 

Managing and getting information from inside large businesses can be difficult due to 

size. GenAI acts as an interactive resource providing knowledge for users (Akimoto & Ogata, 

2016; Santosh, 2020). 

• Gives answers to employees using company handbooks or internal manuals. 

• Fetches the correct policies, procedures, or past information as and when it is required. 

• Regularly, adds summaries of the most recent material from meetings, emails, and folders 

in shared drives. 

When GenAI models apply retrieval-augmented generation (RAG) strategies, they are more 

accurate and relevant in their responses. 

If an employee needs to know how the company manages client data breaches in Europe, 

the AI will return a policy-correct answer using information stored in the knowledge base about 

GDPR (Lo Piano, 2020). 

Generative AI significantly enhances knowledge management by transforming how 

organizations capture, structure, and retrieve information. Traditional knowledge bases often 

rely on static, manually curated documents that quickly become outdated. In contrast, GenAI 

tools can dynamically generate, summarize, and update knowledge content based on 

organizational data, facilitating real-time access to institutional expertise (Chowdhury et al., 

2023; Elahi et al., 2023). For example, GenAI models like OpenAI's ChatGPT Enterprise or 

Microsoft's Copilot can synthesize internal reports, meeting transcripts, and customer 

interactions into coherent documentation, enabling employees to access information on-

demand using natural language queries (Brock & von Wangenheim, 2019). 

Moreover, these systems can be integrated with enterprise platforms (e.g., SharePoint, 

Confluence, Notion) to auto-generate policy guides, onboarding materials, and training 

documentation. This reduces cognitive load on employees, improves knowledge transfer, and 

supports cross-functional collaboration (Chwiłkowska-Kubala et al., 2023).. Organizations 

such as Deloitte and PwC have piloted GenAI-infused KM systems to facilitate internal 

consulting knowledge sharing and client documentation drafting (Reim et al., 2020). 

However, successful implementation requires strong governance, data tagging strategies, and 

monitoring for hallucinated content or bias, which could affect decision quality (Doorn, 2021; 

Lo Piano, 2020). Despite these challenges, GenAI is redefining knowledge management by 

making organizational intelligence more accessible, interactive, and scalable (Soto-Morettini, 

2017). 
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Business Intelligence Dashboards Drive Business Intelligence through AI 

Dashboards using traditional BI must be organized manually and their results are left for 

users to look over. GenAI helps BI by giving detailed explanations, useful tips, and business 

visuals generated from current data (Guercini, 2023; Trocin et al., 2021). 

Important functions are: 

• Changing complex data into useful stories: “In the North area, sales were 12% less than 

last quarter because there were fewer visitors and more competition from rivals.” 

• Conversational interfaces allow executives to ask, “Last month, was there any connection 

between marketing costs and lead conversions?” and get an AI answer. 

Through these dashboards, managers can decide faster and do not depend on data analysts 

as much, but still get correct analysis (Brock & von Wangenheim, 2019). 

 

Table 2: Benefits of Generative AI Across Internal Functions 

Internal Function GenAI Application Key Benefit 

Human 

Resources (HR) 

AI-powered onboarding assistants and 

HR chatbots 

Reduced HR workload, 

improved employee 

experience 

Operations & 

Admin 

Automated SOP generation, internal 

memos, policy writing 

Increased process efficiency, 

reduced manual work 

Strategic 

Planning 

Scenario simulations, data-driven 

recommendations 

Improved decision-making, 

faster strategy cycles 

Knowledge 

Management 

Intelligent retrieval from internal 

databases and documentation 

Easier access to information, 

reduced search time 

Business 

Intelligence 

Dynamic reports with narrative 

insights and conversational querying 

Enhanced insights, reduced 

analyst dependency 

 

In short, using GenAI within an organization improves operational results, supports 

flexibility, and empowers employees. It is best used worldwide when read as part of a 

company's performance optimization efforts. 

 

CHALLENGES AND RISKS OF IMPLEMENTING GENERATIVE AI 

Even though Generative AI has many strengths in marketing operations and internal 

business management, it comes with major issues and hazards that need to be handled. 

Organizations have to address difficult data, culture, compliance, and ethics issues during 

implementation so that it is both responsible and effective. Here, the text covers what is known 

as the five major risk domains that come with integrating GenAI. 

 

 
Figure 3: Challenges and Risks in Implementing Generative AI 
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Data Privacy and Security 

A serious problem in GenAI adoption is ensuring the safety of sensitive data. Such genAI 

systems generally need a lot of personal, transactional, and behavioral information to execute 

activities such as personalizing, predicting, and engaging in strategy. This situation leads to 

several data governance issues (Chowdhury et al., 2023). 

• Poorly secured AI models might allow misuse by attackers looking to take private or 

protected data. 

• If confidential data is used to train models and these models are shared or become 

breached, private business information could become known. 

• Regulations such as GDPR (in the EU), CCPA (in the US), and PDP (in India) set tough 

rules for using data, getting consent, and what rights users have. 

If customer information is used to develop a generative marketing assistant, the privacy-

by-design approach should be followed and consent for processing the data must be given by 

the users (Doorn, 2021). 

 

Organizational Resistance 

Some employees and managers may resist GenAI because they are afraid their jobs may 

be lost, they do not understand how it works, or feel it is too complicated (Chwiłkowska-Kubala 

et al., 2023). 

• People working in marketing content creation, customer support, or documentation roles 

could see GenAI as rivals to their jobs. 

• To use AI well, many employees might need to improve their skills or learn new ones, 

but some might not be willing or involved. 

• Slow change: Sometimes, traditional organizations are reluctant to accept what AI 

systems tell them or change their standard ways of working. 

To work on this challenge, companies should use communication, start pilot programs, 

and make sure stakeholders are involved (Brock & von Wangenheim, 2019). 

 

Cost, Complexity, and Integration Issues 

GenAI automates many tasks yet it usually requires a big initial investment and technical 

skills (Reim et al., 2020). 

• Costs of infrastructure: Training or optimizing models need serious computing hardware 

(GPUs, cloud AI platforms) and this can be a pricy task. 

• If you depend on a single GenAI platform owned by a company (e.g., OpenAI, Google 

Vertex AI, Microsoft Azure), you lose flexibility and your expenses can rise over time. 

• Integration is often difficult since GenAI systems have to be added to systems like CRM, 

ERP, or internal portals through custom APIs, middleware, and governance layers. 

It may be challenging for SMEs to handle these barriers unless they adopt low-code/no-

code platforms or AI-as-a-service (AIaaS) (Elahi et al., 2023). 

 

Intellectual Property Issues 

There is a rising issue related to intellectual property (IP) in generative content. GenAI 

is generating marketing materials, reports, or descriptions of products and this highlights 

matters of ownership and legal responsibility (Reed et al., 2016). 

• Who stands as the owner of what is generated by AI? Using only a small bit of 

copyrighted material can still result in legal problems for AI. 

• Tools created with data gathered online often accidentally make use of protected images 

or text. 
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• Brand values and tone: Content from GenAI that does not match a brand’s message or 

voice might ruin its reputation or cause legal issues. 

Organizations ought to have content review methods and ensure model training is not 

performed with unauthorized or unlicensed data (Akimoto & Ogata, 2016). 

 

Ethical Problems Connected to AI-Source Content 

Because GenAI can make very lifelike yet sometimes biased or misleading statements, 

ethical concerns around it are especially high (Lo Piano, 2020). 

• In marketing, GenAI might be used to fabricate testimonials or deceptive ads. 

• If training data contains biases, models can conduct results that uphold stereotypes and 

sideline minority groups. 

• People should know if the communication they receive is being done by a person or by 

an AI. 

AI must be deployed with transparency, fairness checks, and human review. Both the 

OECD and IEEE urge developers to cover AI ethics throughout the whole process of 

developing and deploying AI (Soto-Morettini, 2017). 

Basically, introducing GenAI into an organization can steer transformation, but it is 

important to maintain strong governance, human supervision, and effective risk management. 

Taking action early to solve these issues can help lessen risks and encourage trust which can 

lead to long-term benefits from using GenAI. 

 

HOW TO USE GENERATIVE AI EFFECTIVELY AND STRATEGY 

As more organizations begin to use Generative AI (GenAI), having a well-planned 

approach is necessary to benefit from its abilities and reduce risks. Here, you will find a list of 

best practices and a roadmap that helps with using GenAI in managing the company and 

handling marketing tasks (Brock & von Wangenheim, 2019; Reim et al., 2020). 

 

Implementing GenAI in Marketing Workflows 

GenAI should be used in marketing by matching AI features with specific goals all the 

way through the customer journey. Things to think about include: 

• Identifying Use Cases: Companies should figure out which marketing areas can be 

elevated by GenAI such as making content, preparing ads, grouping buyers, and running 

automated social media activities (Chowdhury et al., 2023). 

• Experimenting with minimal pilots of ChatGPT, Jasper AI or Copy.ai lets teams check 

the tools without risking much. Success should be measured by looking at how users 

engage, how well content is personalized, and changes in conversion (Elahi et al., 2023). 

• Helping GenAI seamlessly work with marketing platforms—such as CRM systems, 

content management systems, or programmatic advertising tools—promotes better team 

performance and more useful data integration (Chwiłkowska-Kubala et al., 2023). 

• A person should review all of the content that AI creates to confirm its consistency with 

the brand, accuracy, and ethics (Doorn, 2021). 

 

Students need Competencies in Leadership and Digital Literacy 

Good GenAI implementation depends on understanding leaders and staff who 

collaborate well with AI. 

• Great leaders in the organization have to back up AI initiatives by telling others about 

their significance and using valuable resources. If top management lacks support, GenAI 

projects will probably falter (Reim et al., 2020). 

http://www.ejsit-journal.com/


European Journal of Science, Innovation and Technology 

www.ejsit-journal.com 

 

 
126 

• Every employee needs to learn about GenAI, how it functions, what it is good and bad 

for, and how to use it properly (Brock & von Wangenheim, 2019). 

• All these teams work together so that business plans, tech systems, staff needs, and rules 

are coordinated (Soto-Morettini, 2017). 

 

Handling Internal Change and Getting Staff on Board 

Successfully adopting GenAI depends a lot on changes within organizations. Having no 

organized change management plan can make even effective technical solutions fall short 

• Engaging key people at the start and throughout the process helps ensure everyone is on 

the same page, gives room to input ideas, and makes the team feel more connected 

(Chowdhury et al., 2023). 

• You should appoint representatives within the company to help spread the use of GenAI 

tools (Elahi et al., 2023). 

• Rolling out features in steps decreases stress and permits the organization to adjust its 

strategies with early experiences. For example, use AI for suggestions before letting the 

system handle publishing (Chwiłkowska-Kubala et al., 2023). 

• Set Out Clear Guidelines: Outline the rule of what is accepted with GenAI, giving 

descriptions of what is permitted, the liabilities involved, and the duties of everyone 

(Doorn, 2021). 

 

Table 3: Strategic Roadmap for Implementing GenAI in Marketing and Management 

Strategic Phase Key Actions Stakeholders 

Involved 

Expected Outcomes 

1. Discovery & 

Planning 

Identify use cases, assess AI 

readiness, define success 

metrics 

Marketing 

heads, IT, 

strategy teams 

Clear goals and 

roadmap for GenAI 

integration 

2. Pilot & 

Experimentation 

Launch limited-scope pilots 

with evaluation mechanisms 

Cross-functional 

project teams 

Proof of concept, 

initial learnings 

3. Capability 

Building 

Conduct training programs, 

hire AI experts, create AI 

task force 

HR, L&D, 

department 

managers 

Improved AI literacy 

and resource 

alignment 

4. Technology 

Integration 

Integrate GenAI tools into 

existing platforms and 

workflows 

IT, product 

teams, external 

vendors 

Seamless GenAI 

deployment 

5. Change 

Management 

Engage users, address 

concerns, establish ethical 

guidelines 

Change 

management 

leads, 

communications 

Organizational buy-

in and compliance 

6. Scaling & 

Optimization 

Expand across departments, 

monitor KPIs, refine models 

and policies 

Executive 

sponsors, 

analytics team 

Scalable and 

sustainable GenAI 

adoption 

 

Recommendations for Sustainable GenAI Adoption 

• Make sure responsible AI is deployed correctly by creating an AI ethics board or steering 

committee (Lo Piano, 2020). 

• Choose Explainable AI (XAI): Pick models and methods that are easy to interpret and 

understand (Soto-Morettini, 2017). 

• Keep checking ROI regularly by measuring how effective the change is, what customers 

think about it, and if employees are using it (Brock & von Wangenheim, 2019). 
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• Know that the GenAI landscape can change very quickly. Consistently measuring your 

company against current best practices and trends in regulations is very important (Reim 

et al., 2020). 

Applying a planned approach and ensuring cultural, personnel, and technology 

compatibility gives firms the chance to use GenAI in all areas of their business. Using this plan 

helps decrease risks and guarantees the project reaches measurable business goals and lasts in 

the market (Chowdhury et al., 2023). 

 

THE FUTURE AND DIRECTIONS FOR MORE RESEARCH 

Major shifts in creativity, thinking about ideas, and efficiency in businesses are 

happening due to the sudden growth of GenAI. Looking ahead, different developments will 

influence how GenAI will affect marketing operations and internal management. 

 

Developments in Using Different Types of Generative Models 

New developments in multimodal AI which can deal with various data forms, are 

changing both the production and use of content. In recent years, advancements in artificial 

intelligence have brought about GPT-4, Sora (OpenAI’s video generation), and Gemini by 

Google. 

• These models make it possible for brands to design whole campaigns, covering scripts, 

visuals, voices, and posts, using a single idea. It makes production faster and allows firms 

to tell very personal stories to each person. 

• Auto-created videos, reusable documents, and simulations can be made with multimodal 

AI for company employees, making learning and training for new staff faster and easier. 

Being able to work with a wide range of media is a key change in the way AI supports 

communication and business in our society. 

 

Future of AI–Human Collaboration 

More people now see GenAI as helping us, not as a direct replacement for what people 

do: 

• When using a GenAI tool, marketing teams can get first drafts, develop ideas for slogans, 

or try different versions, leaving more time for important strategic decisions and 

creativity. 

• AI can handle routine analysis so that executives focus more on meeting company goals. 

• In the future, AI systems will pay close attention to employee thoughts and feelings to 

improve their support for the organization’s morals, goals, and way of communicating. 

Working in this way can change the roles and skills needed in both marketing and 

management fields. 

 

Opportunities for Innovation and Efficiency 

Expanding opportunities are present as more people start to use GenAIs. 

• AI will make experiences so tailored that they respond to each person’s behavior, likes, 

and situation in real-time. 

• Marketers and managers will get instant help from GenAI-enabled dashboards and 

assistants, providing on-demand insights, warnings, and suggestions. 

• With AI, content is made and campaigns are managed, launched, tested, watched for 

results, and tuned automatically in real time. 

• AI copilots used in work (such as Microsoft’s Copilot or Salesforce’s Einstein GPT) are 

designed to make work more efficient, less exhausting, and easier to learn from. 
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Using GenAI as an important part of their business processes, companies can enjoy 

greatly improved efficiency and discover fresh service methods. 

 

Areas Where Further Research is Needed 

Despite the promise, many research questions remain open and critical: 

 

Research Area Key Questions 

AI Ethics and Regulation How can organizations implement ethical safeguards without 

stifling innovation? 

Explainability and 

Transparency 

How can generative models be made interpretable for non-

technical stakeholders? 

Bias and Fairness in 

Outputs 

What mechanisms can reduce bias in AI-generated marketing 

or HR content? 

Human-AI Interaction 

Design 

How should interfaces be designed to ensure productive 

collaboration? 

Cross-Industry Adoption 

Models 

What factors influence GenAI success in different sectors 

beyond tech and media? 

Sustainability and Energy 

Use 

What are the environmental implications of large-scale 

GenAI training and use? 

 

Such differences show the importance of teamwork between AI developers, marketers, 

managers, ethicists, and policymakers. 

As we move forward, GenAI is expected to be a main contributor to business innovation. 

Successful use of AI will need careful development, sensible integration, and ongoing research. 

With AI growing in power and adaptability, marketing operations and internal management 

will rely more on the teamwork between people and machines, so that human-led creativity, 

strategy, and empathy are always applied and made stronger with AI support 

 

CONCLUSION 

To include Generative AI in marketing and internal management is now a major change 

in modern business strategy (Brock & von Wangenheim, 2019; Reim et al., 2020). This work 

has examined the broad use cases, benefits, and obstacles found when using GenAI in 

companies, mainly highlighting the effects on customer engagement and internal operations 

(Chowdhury et al., 2023). 

Built-in tools in GenAI allow companies to design content for individual audiences, 

introduce new campaigns often, and understand customers better and faster than ever 

(Chwiłkowska-Kubala et al., 2023). Inside the company, GenAI supplements strategic choices, 

handles many repetitive processes, improves how staff members feel about their roles, and 

offers intelligence that improves access to organizational knowledge (Elahi et al., 2023; Soto-

Morettini, 2017). 

It is obvious that businesses that use GenAI successfully can become much more 

efficient, innovative, and responsive than those that do not (Brock & von Wangenheim, 2019). 

Yet, for a successful adoption, more than the technology is needed. There should be leaders 

with good digital knowledge, guidelines for adopting AI approaches for handling 

organizational changes, and a set of ethical rules for AI (Doorn, 2021; Lo Piano, 2020). 

Moving ahead, GenAI is about much more than technology; it transforms what 

businesses can do. As AI models improve, their abilities will confuse who is a machine and 

who is a human which will allow for more effective teamwork, quick choices, and services 

tailored to each person (Reim et al., 2020). 
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Whether GenAI helps organizations thrive in marketing and internal management 

depends on organizations’ ability to use it ethically, imaginatively, and smartly. The future for 

researchers, practitioners, and decision-makers involves making sure innovation supports 

strong and purposeful business growth (Chowdhury et al., 2023; Brock & von Wangenheim, 

2019). 
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