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Abstract—This research investigates the opinion of third-year
Marketing students from the Far Eastern University regarding the
effectiveness of Al-generated marketing campaigns in terms of
engagement and retention. Since artificial intelligence now has
become a useful marketing tool, study calls upon how it will proceed
to affectthe means of consumer behavior. Using qualitative interviews,
the research mixing an Al-generated marketing campaign with its
traditional counterpart in visibility, clarity, and ethical mass appeal.
It turns out that while students valued the efficiency and ease of Al
content personalized to their needs, they raised concerns around
emotions and creativity and the ethical aspect of protecting privacy.
This study, therefore, suggests a balance between innovation and
ethical conductwhen addressing consumers in ameaningfuland long-
term manner toward fostering brand loyalty.
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l. INTRODUCTION

Marketing campaigns are everywhere, from billboards to social
media ads, and companies are always looking for better means
of getting the attention of potential buyers. Old marketing
methods have worked before; however, they have their
drawbacks. Ad creation can be very costly, time-consuming to
produce, and sometimes may not be embraced by the target
audience. Companies spend a lot of money on advertising
campaigns that may not be as effective, and there are times
when people may just ignore such ads.

Al is transforming how marketing is performed today.
Using Al, companies create advertisements, study consumer
trends, and provide customized content. Al can create social
media content, emails, and even TV commercials within
seconds. It is effective, never gets tired, and can tweak the
advertisements depending on what the population likes.
Because of this, companiesare increasingly using Al for their
marketing# campaigns. But there are some worries, as well.
Some folks think that Al ads sound robotic and lack the flair of
ads made by people. Others are concerned about privacy and
how Al gathers one's personal information. There is also the
issue of trust—is one emotionally invested in Al-generatedads,
or do they simply scroll past them? The focus of this research
is third-year Marketing students of Far Eastern University
(FEU) and their attitudes towards Al-created marketing
campaigns. This research aimed to answer the question:

1. How do third-year Marketing students compare the success
of marketingcampaigns produced by artificial intelligence with
the traditional approach based on:
1.1 Engagement
1.2 Retention

Since marketing students are future marketers, what they
have to say counts. If Al-drivenads are memorable and catchy,
then Al ads can be the future of marketing. But if they do not
work, companies would still require human marketers. This
researchtriedto find outif Al marketing is really effective or if
companies are simply doing it because it is the latest trend.

Il.  SIGNIFICANCE OF THE STUDY

This study is important because Al-generated marketing
campaigns are becoming more common, but people still do not
know if they work. The results of this study might help
businesses, marketers, and students figure out if Al-generated
ads are engaging, persuasive, and memorable compared to
traditional marketing.

1. For Marketing Students — Thisresearch will help marketing
students understand the good and bad sides of Al-generated
marketing. Since they will be future marketers, knowing
how Al affects engagement, and retention can help them
make better marketing decisions.

2. For Businesses and Companies — Companies that use Al-
generated marketing campaigns can use thisstudy to see if
their Al-based ads work or if they should still stick to
traditional methods.

3. For Future Researchers—Thisstudy canbe useful for future
research about Al in marketing. Since Al technology keeps
evolving, this research might help with future studies.

I1l.  Scope AND DELIMITATION

This study only focused on 3rd-year Bachelor of Science in
Business Administration major in Marketing Management
students at Far Eastern University (FEU) for the school year
2024-2025. It only looked at their opinions on Al-generated
marketing campaigns in terms of engagement, retention,
persuasion, appeal, clarity, recall rate, and ethical credibility. It
did not cover other concepts such as how Al is developed or if
it was cost-effective. Also, students from other year levels or
universities were not included.
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IV. METHODOLOGY

This research used qualitative descriptive design with a
purpose of mastering the insights of third-year marketing
students concerning their mind of Al-generated marketing
campaigns. Qualitative research suited this study since it
allowed for the exploration of various aspects in-depth related
to Al, such as opinions, beliefs, feelings, and experiences
related to marketing (Ayton, 2023). The research used
interviewsto gainrich and descriptive data. Participants forthis
study were limited to third-year Marketing Management
students at Far Eastern University (FEU). The purposive
sampling method was developed to create an ideal sample of
about 3 students having some knowledge of applied marketing
among familiar aspects of Al-generated marketing campaigns
(Nikolopoulou, 2022). The sample was considered to have
achieved adequate data saturation such that no new themes
emerged from the data. The respondents were provided with
researcher-made questionnaires to gather data. The
questionnaire was designed with open-ended questions to
ensure the data remained qualitative and descriptive, and to
allow the respondents to give their insights, opinions, and
experiences about the use of Al-generated marketing
campaigns. The interview ensured the respondents' anonymity
and confidentiality.

Participants were gathered through social media platforms.
Classrooms or comfortable locations were used for face-to-face
or video conferencing interviews to ensure participants felt
comfortable expressing themselves. Each interview lasted
about thirty minutes. Data collection took about a week,
providing enough time to conduct interviews and gather
responses from the questionnaires. This paper relied on
thematic analysis for the interview result (Terry, 2017). The
first stage consisted of familiarizing and reviewing the analysis
ofthe interviews foremergingthemesand patterns. Second, the
entire dataset was coded to develop categories of the responses
which considered specific themes related to Al generated
effectiveness marketing campaign. This assisted in
synthesizing the findings from the study and allowed for an
overall understanding of their experience. The interviews
served thepurposeof extractingqualitative dataandinsightinto
the issues at hand. These interviews were driven by a series of
open-ended questions with a measure of flexibility so that the
interviewer could explore the realities and opinions of the
participant. The environment for these interviews was set up to
ensure comfort forthe interviewee, e.g., an appropriate and
quiet room on campus or via video conferencing, thus
encouraging openness and directness on the part of the
participants.

V. RESULTS

Tab. Lincludesthemes like visual appeal, highly considered
while respondents commentingon such visuals present, in most
cases, being creative and very much aesthetically attractive,
sometimes seeming impersonal or too polished (Labib, 2024).
Impressions on the campaign, from the students, were both
positive and negative with the successful ones like Coca-Cola
and Nike termed as very engaging and personalized content
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upon which some others were criticized for beingtoo generic
or not well-defined (Haleem et al., 2024).

TABLE 1. Engagement

I Theme I [ Initial Theme Codin I I Supporting Statements I
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[rppeal of Visual Elements || [Noveln: and cusiamization,

Aestheric and steek design.

lemaotion

R2: Unique. aesthetic

komposition due to Al
volution.

R3:
but s

hing and sleck,

oo polished
and in

=

R1: Coca-Cola campaign

Positive Impressions from
blended stunning visuals and

AL Campaigns Futuristic visuals,

Natwral integration of Al

stic, surrcal

mpression

turally integrated

[Interaction and
Engagement Levels

relevant and timely
interactions.

[Forenase innuenee ||| R1: Spotily campaizn

influenced by

ization.

Digficulty identifving Al R2: No influence; can’t

listinguish Al-ger

: Yes, influenced by ads

tailored to interests.

R1: Ethical if transparent;

oncems about bias,

[Ethical Considerations V| |Fransparency.

Support for creative

inrclvistries, R2: Ethical if supporting

s and respecting

Respect for privacy

ical if transparent

and respectful of user

privacy.

The theme of engagement and interaction showed that
tailored content enhanced audience interaction, while not
purely providing the illusion of great human emotion limited
deeper connection. In terms of influence upon purchases, some
of the students accepted they were swayed by advertisement
personalization, while others could not clearly differentiate if
the campaign was Al-generated (Liu et al., 2023). Ethical
considerations also paraded among issues raised by the
students, with all those concerning transparency in Al.
However, concerns about privacy with data and manipulation
were raised (Baek et al., 2024).

For Tab. 2, the retention of campaigns was associated with
memorable elements, with the most outstanding ones being
interactive and personalized; generic campaigns were easily
forgotten (Ziakis et al., 2023). In terms of communication of
messages, clarity was required for effectiveness and efficiency,
while former complexity usually brought miscommunication
(Nikolopoulou, 2022).

Based on the Tab 2.1, the analysis also underlined the role
of Al inthe perception or credibility of brands, for with all well-
made campaigns, a brand image could be built, although
everything could be ruined by bad execution, which made a
brand robotic (Ayton, 2023). Finally, it mentioned the potential
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for long-term recognition: the students said that such an
important thing a campaign could generate brand recognition if
it gave a lot of relevant and useful content without becoming
repetitive but uncreative (Terry etal., 2017). All the above
carriedthe still-ever-burdened complexities of Al in marketing,
which by varying degrees provided different degrees of success
or failure depending on execution and audience perception.

TABLE 2. Retention

I Theme I I Initial Theme Codin I I Supporting Statements l
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Elements
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visuals.

(Creativity and
R2: Coca-Cola's "Create Real
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personalization
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[Forgettable Campaigns | || B R1: Al tech gadget campaign
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R2: Back:
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Table 2.1 — Continuation of Retention

[Brand Perception VN Vraovation improves R1: Good Al use enhances

reaibiliny -redibility: bad use appears

ey
vear execietton favis brand

mage R2: Al enhances cremivity
and brand image.
R3: When well-excecuted, Al
showeases innovation and
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sherwise, fecls robotic,

JLong-term Recognition | || R1: Can build long-term

recognition with engaging.

tethenticity and emaotional creative content.

exenance seeded alongside

i 12: Supports brand strtegy
for long-term recognition
1R3: Supports long-term
recagnition iF authenticity
findd crotional resonance are
maintaimed.

VI. CONCLUSION

This study suggested that Al-assisted marketing campaigns
could bring innovative and engaging effects, yet they also
present challenges that marketers need to address. The study
was conducted using an intensive collection of data through
semi-structured interviews conducted by the researchers and
proved the mixed reactions of third-year Marketing students
towards AI’s effectiveness as a marketing tool. The qualitative
insights generated from participants acknowledged that many
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students appreciated what Al could do in creating more
personalized and efficient marketing campaigns, while also
raising concernsabout the limitations of emotional connection
and authenticity in Al-generated content.

Theinterviewsalsohighlighted the visual appeal andclarity
of communication, as well as ethics-bound concerns about data
privacyand transparency. In addition, the data collection period
provided ample time to gather findings, underscoring the
complexity of diverse student perspectives. Ultimately, this
study emphasizes thatbrands need to investin true engagement
and ethical practices, as these are the foundations of trust-
building and long-lasting relationships with consumers. As Al
continues to evolve, marketers must periodically reevaluate
theirtactics, adaptingtheir strategies to address issues raised by
target audiences considering Al’s capabilities.

VIl. RECOMMENDATION

Marketing with Al tools must be complemented using
relatable messaging to emotionally charge consumers.
Transparency plays a huge role. The brands must make clear
and understandable statements on the nature of their own Al
usage and data use and privacy to win the trust of their
customers. Personalized experience would also relate to
information content individualized so as to improve
engagement and retention rates. It would involve the
performance measurement of the campaign at regular intervals
with the help of defined metrics and consumer feedback and
finding outthe places with scope for improvement. To this end,
educating students and marketers on the ethical impact of using
Al would lead to arming them on matters regarding privacy.
Promoting creativity through collaboration between Al tools
and human marketers can lead to innovative campaigns, while
updating knowledge on emerging trends will keep marketing
strategies relevant. Marketers would thus be able to scale such
campaigns without alienating their consumers.

APPENDIX

Following are the interview questionnaire:

I. Engagement with Al-generated Marketing Campaigns

1. Do you find the visual elements of Al-generated campaigns
appealing? Why or why not?

2. With your recent interactions with Al-generated marketing
campaigns, were there any that left you with a positive or
negative impression? Why?

3. How do Al-generated marketing campaigns perform in
terms of interaction and engagement?

4. Were there any Al-generated marketing campaigns that
have influenced you to buy the product or use the service
being advertised? What factors persuaded you?

5. Do youconsiderthe use of Alin marketingcampaignsto be
ethical?

Il. Retention of Al-generated Marketing Campaigns

1. Have you ever found an Al-generated campaign that was
memorable? If so, what elements made it stand out?

2. Were there any instances thatan Al-generated marketing
campaign did not capture your attention, or was it
forgettable? Why or why not?
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3. Have you seen any Al-generated marketing campaigns

thathave communicated their intended messages? Why or
why not?
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