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ABSTRACT 

Trends in Advertising: How the Rise in Artificial Intelligence May Influence the Field of 

Content Strategy 

by 

Joel Eaton 

 

Whereas prior research on artificial intelligence has dealt with automation in fields like 

medicine, engineering, and computer science, this research study seeks to answer the question, 

“To what extent can AI be creative in the context of content strategy?” To answer this, this study 

employs content analysis using 16 online news and blog articles from primarily marketing 

organizations to identify and explain key variables surrounding the relationship between the 

computer and the creative professional. This study has found that the core belief that AI will play 

the future role of creative assistant in the context of content strategy is shared among many 

online marketing publications. As AI becomes increasingly capable of taking on lower level 

creative tasks such as content organization, ideation, basic copywriting, and photo editing, many 

believe this will open up more time for content strategy professionals to accomplish more 

creatively demanding, big picture tasks. 

 

 

 

 

  



 

 

 3 

DEDICATION 

I dedicate this thesis to my grandmother, Clara Jo Scott, who encouraged me to pursue 

writing in my education and career, and whose prayers have sustained my faith. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 4 

ACKNOWLEDGMENTS 

There are several individuals to whom I owe a debt of gratitude. These include my 

mother for her wisdom and love, my father for his encouragement, Dr. Melanie Richards for her 

ability to bring simplicity to a complex subject, Dr. Susan Waters for her warmth and brilliance 

in giving counsel, Dr. Stephen Marshall for his insight and professional expertise, Mrs. Megan 

Fannon for her help in understanding coding, and Dr. Anthony Mitchell for the role he played in 

guiding me through some of the early stages of brainstorming and planning. 

My sincere thanks to all. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 5 

TABLE OF CONTENTS                                             Page 

ABSTRACT…………………………………………………………………….…………...2 

DEDICATION………………………………………………………………………………3 

ACKNOWLEDGMENTS……………………………………………………….…………..4 

Chapter 

1. INTRODUCTION………………………………………………………………………...8 

The Rationale for Research on AI…………………..………..……...…………….…8 

The Rationale for Research on Content Strategy. ……………..……….……………9 

Foundational Theories for the Study of AI and Content Strategy…………….……10 

Labeling and Understanding This Study’s Foundational Research Questions……..12 

2. LITERATURE REVIEW………………………………………………………………..13 

Defining Terms and Understanding Concepts…………..………………………….13 

A History of Artificial Intelligence……………………..………………………..…16 

AI—Where Are We Now? …………………………..……………………………..20 

AI in Digital Marketing………………………………..……………………………22 

AI and Copywriting…………………………………..……………………………..25 

AI in Advertising….…………………………………..…………………………….26 

The Purpose of Content Strategy………………..…..………………………………28 

Idea Generation and Automated Creativity…………………..……………………..29 

Can AI Write Great Copy? ………………………………..………………………..31 

The Media’s Role in Setting the AI Agenda……………………..…………………33 

Limited Capacity Model and AI in Advertising………………..…………………..36 

3. METHOD. ………………………………..……………………………………………..40 

Method and Procedure…………………………………..………………………….40 



 

 

 6 

Content Analysis…………..……………………..……………………………40 

 Grounded Theory Methods………..……………..……………………………41 

Sampling Strategy……………………..……………………………………………44 

 Description of Materials……………..………..………………………………44 

 Keywords and Search Results……..……………..…………………………...45 

 Final Sample Selection……………..……………..………………….……….45 

4. ANALYSIS AND FINDINGS……………………..…………………………………..48 

Open Coding…………….…….………………………..………………………….48 

Axial Coding and Variables………….…………………...………………………..48 

Variables…………………………….……………………………………………..49 

Selective Coding…………………………………………………………………..58 

5. RESULTS…………………………………..…………………………………………..59 

Initial Observations..…….……………………………..………………………….59 

Selective Coding Results………………………………...………………………..59 

AI and the Personalization of Digital Experiences………………………………..64 

AI and the Need for Scalable Content…………………………………………….66 

6. DISCUSSION………………………..…………………………………………………68 

Answering This Study’s Primary Research Question (RQ1)……………………..68 

What New Theory Came of This Study?...………………………………………..68 

Will AI Replace Content Strategy Jobs?..…………..…………….……………….69 

Augmenting—Not Replacing—Human Creativity…...…………….……………..71 

Guiding Theories…………………………………...…………….………………..73 

Agenda Setting Media Theory………………………………………………...73 



 

 

 7 

Limited Capacity Model………………………………………………………74 

Study Strength: Internal Consistency……………..……………….………………74 

Limitations and Future Directions………………………….……………………...76 

 Limitations…………………………………………………………………….76 

 Future Directions……………………………………………………………...76 

Conclusion……………..……………………………………………………...77 

REFERENCES…………….………………………………………………………………79 

  APPENDICES……………………………………………………….…………………….97 

APPENDIX A: Axial Coding Variable Table……………………………………..97 

APPENDIX B: Original Sources…………………………………………………..98 

VITA…………….……..…………………………………………………………………..99 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 8 

CHAPTER 1 

INTRODUCTION 

The Rationale for Research on AI 

It is no secret that artificial intelligence has become a hot topic of late (Zhang, & Dafoe, 

2019. The term “AI” is now being used all over the Internet to describe a new kind of technology 

that has a multitude of different applications across an enormous variety of disciplines. But is AI 

simply the latest fad for computer engineering, or might there be some promise in the use of AI 

technology for content strategy? To answer this, this study must first examine the pace of AI 

growth in other sectors of the economy to more accurately gauge its role. In meteorology, AI is 

being used for making key decisions based on weather patterns (McGovern et al., 2017). In 

medicine, AI is now being used to diagnose diseases like lung cancer (Ardila, 2019). In corporate 

finance, AI is being used for fraud detection (Krausz & Colthart, 2018). AI is also being used 

heavily in digital marketing domains such as web design, chatbots, and analytics, and new AI 

innovations are even starting to incorporate elements of software that synthesize aspects of the 

creative process (Hall, 2019). Although there is an ocean of research on artificial intelligence 

across many different subjects, the current available literature says almost nothing in the way of 

describing recent innovations within AI that offer benefits to the creative process in advertising. 

We know very well what AI is capable of when it comes to medical advances, but we do not yet 

have much of a scientific basis for claims on AI’s growth in the creative process of content 

strategy. The research in this area still needs further development. It was out of this finding that 

came the rationale for the development and submission of this thesis. While AI in the real world 

does look markedly different from its depiction in pop culture media such as movies, TV, and 
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books, there are plenty of examples of innovation in a variety of areas that have resulted in 

improved technology and improved quality of life. 

 

The Rationale for Research on Content Strategy 

Those who stand to benefit most from the publication of new research on the prospective 

future impact of AI on content strategy, copywriting, and idea generation include copywriters, 

digital content planners, creative directors, digital media managers, social media strategists, 

marketing managers, and brand managers—essentially, anyone whose primary job 

responsibilities involve the creation of new content used for the purpose of growing one’s 

company or brand; however, despite the fact that content strategy is becoming more necessary 

for businesses in the digital age, there is still very little research on the subject (Müller and 

Christandl, 2019).  

In 2016, the World Economic Forum predicted that more than five million jobs would be 

lost to automation and robots by 2020 (World, 2016). As machines continue to transform the 

workforce, AI has more significant economic and social implications than ever before. Creative 

industries, such as advertising, are left wondering whether computers will soon automate the 

creative process that was once thought unique to the human brain (Pecherskiy, 2017). Is AI 

really capable of becoming the driving force behind new ideas? 

Data is quickly growing from “big” to “gargantuan” in terms of its importance in digital 

marketing. Software apps like Hootsuite, Adobe Analytics, and Google Analytics have become 

must-haves for the modern digital marketer. But acquiring accurate and compelling data is only 

part of the process. The next step after acquiring the data is using it to drive content strategy.  

It is now a well-known fact that data is key in creating great content; this much is now 

obvious—but what of the creative process? Is the same AI software that can write songs, produce 
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paintings, and make complex decisions capable also of doing the job of those humans whose 

ambition it is to create the great advertisements and the great content pieces of our world? There 

are several articles that have been published on the Internet that loosely cover the subject of the 

creative process and AI, but there is not yet a solid body of academic research that can help 

content strategists, copywriters, and creative directors to better understand how AI can be 

utilized in these disciplines. It is in light of these deficits in the literature that this present study 

was conceived. If this study is able to bring some order to the wide array of information available 

online about content strategy and AI—and thereby in some way help offer some insight and 

guidance to prospective and current creatives in the space of advertising and content strategy—it 

would be taken as a sign of success.  

 

Foundational Theories for the Study of AI and Content Strategy 

There are two media theories that have particular applicability to the subject of AI and 

content strategy—agenda setting media theory and limited capacity model. These two media 

theories relate to this study’s foundational research question in that they lay the groundwork for a 

productive discussion on how AI is influenced by societal factors and why content strategy is a 

valuable subject to invest in via future research. 

Agenda setting media theory, first proposed by McCombs and Shaw (1972), proposes 

that the media play an agenda setting role in deciding which content to publish. For instance, a 

news station will tend to present information to the public that matches with the news station’s 

own interest (the interest of its subscribers or viewers), public interest, or perhaps on ethical 

reasons; either way, the news station is still playing a role in deciding what content to air—and 

therefore deciding what content the general public will automatically deem most important. This 

has certainly been a factor when it comes to public perception of the importance of artificial 
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intelligence. Due to the agenda setting role of the media, excessive hype has periodically 

dominated the media landscape, leading to periods of overindulgence in AI narratives (Car et al., 

2019) along with periods where the public becomes disenchanted with the promise of better AI 

technology (called AI winters) (Crevier, 1993; Yang, 2006). Since public perception of the value 

and role of AI may be distorted by media metanarratives (via the agenda setting role of the 

media), the construction of new academic studies that assess the true value of AI pertaining to 

creative endeavors such as content strategy and copywriting would be a welcome addition to the 

literature.  

While not a true media “theory,” the limited capacity model comes with fascinating 

assumptions that greatly enhance our perspective on the importance of content strategy for 

modern brands (Lang, 2000). The limited capacity model views media through the lens of 

people’s inherent limited capacity for information processing, governed by the proceses of 

memory, feedback, encoding, and retrieval (Baddeley, 1997). With the media landscape always 

flooded with seemingly endless quantities of messages, today’s content strategy must be more 

defined, consistent, and consumer-driven than ever before. Brands must now overcommunicate 

in order to be heard, and to do that, they must produce a large volumes of engaging content for 

their consumers. In the context of AI and content strategy, because of our limited capacity for 

information processing, consumers of media content pay the most attention to areas highlighted 

by the media according to agenda setting theory. This present study examines how the public 

agenda in regard to content strategy and influence of AI is being constructed.  
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Labeling and Understanding This Study’s Foundational Research Questions 

 This present study will primarily be concerned with the question of the extent to which 

artificial intelligence is capable of carrying out the creative processes of ideation and 

copywriting in the profession of content strategy. This first and central question will be 

designated by the term “RQ1.” The second question this study seeks to address is the extent to 

which AI may or may not be capable of taking over the jobs of content strategists in the near 

future. This second question will be designated as “RQ2.” These questions are related questions 

in that if AI is indeed capable of carrying out the tasks normally given to content strategists, it is 

worth considering the likelihood that machines may take over their jobs as they have other 

creative jobs (Quest, 2019).  
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CHAPTER 2 

LITERATURE REVIEW 

Defining Terms and Understanding Concepts 

Before a full discussion can be meaningful regarding artificial intelligence and content 

strategy, certain key terms and foundational concepts must first be properly defined to allow for 

consistent usage of otherwise ambiguous language.  

To begin, the term “artificial intelligence,” as defined by the Oxford dictionary through 

Lexico.com, refers to “the theory and development of computer systems able to perform tasks 

normally requiring human intelligence, such as visual perception, speech recognition, decision-

making, and translation between languages” (Artificial Intelligence, 2019, para. 1). As such, this 

definition implies that there are several distinct fields that lie within the overarching field of 

artificial intelligence, such as speech recognition and visual perception. These and other sub-

fields within the overall field of artificial intelligence will be discussed in the following 

paragraphs. 

There are three more well-known fields for which “artificial intelligence” may be called 

an umbrella term: machine learning, deep learning, and natural language processing (NLP) 

(Jarek & Mazurek, 2019). The term “machine learning” concerns “the capacity of a computer to 

learn from experience, i.e. to modify its processing on the basis of newly acquired information,” 

as defined by the Oxford-powered online dictionary Lexico.com (Machine, 2019, para. 1).  

At the time of writing, the phrase “deep learning” is not a valid search in either the 

Merriam-Webster online dictionary or the Lexico.com (Oxford) online dictionary; rather than 

simply citing a dictionary for this term, those who wish to properly define this term must look to 

recent research. A computer equipped with deep learning capabilities can essentially think like a 
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human being in that it can use unstructured data—data that the computer is not preprogrammed 

to process—to accomplish its goals (Jarek & Mazurek, 2019).  

Speaking more broadly, the literature generally recognizes two primary types of artificial 

intelligence: artificial narrow intelligence and artificial general intelligence. Artificial narrow 

intelligence is a type of intelligence that refers to a computer being able to work with a narrow 

(or limited) set of data. In artificial narrow intelligence, the computer is designed to process data 

within a predetermined set of guidelines but cannot take data and make decisions in the same 

way that a human being can (Jarek & Mazurek, 2019 & Shanahan, 2015). In contrast, artificial 

general intelligence is capable of a breadth of knowledge and data processing that functions more 

like a human brain (Sterne, 2017). This ability is becoming highly sought after; in fact, as many 

as 45 organizations worldwide are currently researching the potential benefits of effectively 

harnessing the power of artificial general intelligence (Baum & Seth, 2017).  

Natural language processing (NLP) is perhaps the simplest to understand of the three 

primary sub-domains underlying artificial intelligence. Lexico.com (using Oxford’s dictionary) 

defines natural language processing as “the application of computational techniques to the 

analysis and synthesis of natural language and speech” (Natural, 2019, para. 1). At its most basic 

form, NLP denotes a computerized synthesis of speech and language. Often, the aim of natural 

language processing software is to use a computer or software to produce written content that 

sounds like it was written by a human being. 

Another key term to introduce is the term “creativity,” since a significant portion of this 

literature review will be devoted to an analysis of the current available research surrounding the 

topic of creativity in content strategy. Setting the tone for further discussion on this point is 

pertinent. To be succinct, there is significant variance in the use of the term “creativity” as it 
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relates to advertising and content strategy. Though Merriam-Webster broadly defines the term 

itself so as to mean “the ability to create,” (Merriam-Webster, 2019), Smith and Yang (2004) 

noted a gap in the research when it comes to the precise definition of creativity—and suggested 

that creativity may be defined by a combination of convention and originality—two seemingly 

contradictory ideas. Some academic research recognizes creativity to be the ability to think 

divergently (Runco & Acar, 2012). The role creativity plays in content strategy is not necessarily 

linear, but it has been found that creative processes such as brainstorming contribute measurably 

and significantly to the quality of advertising (Mbah, Nwatu, & Okafor, 2018). For the purposes 

of this literature review and study, “creativity” will refer to the complex innovation process 

within the field of advertising that leads to original ideas that have real-world application. For the 

purposes of this study, therefore, the author will assume that creativity may be defined as the 

linkage of two or more previously unlinked pieces of information for the purpose of strategically 

creating something new and valuable. This is geared towards the two creative processes of 

copywriting and ideation, for the purposes of this study. 

Merriam-Webster defines the term “advertising” as “the action of calling something to 

the attention of the public especially by paid announcements” (Advertising, 2019). Since the 

overarching concept that will be addressed throughout this paper is advertising creative, let the 

reader consider the blanket term "advertising” in the context of the creation of the ads and the 

creative and intelligent forces that govern their creation and usage.  

The term “content strategy” differs from advertising fundamentally, since “advertising” 

denotes paid messaging, while content strategy refers to the planning, creation, and distribution 

of content. According to usability.gov, “The goal of content strategy is to create meaningful, 

cohesive, engaging, and sustainable content.” Content strategy also differs from the more 
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specific realm of copywriting in that “content not only includes the words on the page but also 

the images and multimedia that are used” (Content Strategy Basics, n.d.). The primary goal of 

content strategy is for organizations to connect with audiences of potential customers by crafting 

pieces of content that match with existing interests of potential future customers (Harris, 2019). 

Content strategy exists, then, to create customers out of information gatherers—and to do so in a 

strategic, systematic manner (Du Plessis, 2015). Although there are many different tasks that fall 

within the domain of content strategy, such as content planning, keyword analysis, photo 

selection, video selection, copywriting, idea generation, video production, etc., this thesis will 

focus on the subdomains of idea generation and copywriting. 

 

A History of Artificial Intelligence 

The concept of a machine that can behave and interact like a human being is no recent 

phenomenon. It has been the subject of human imagination for over two millennia, with the 

Greeks having come up with legends about automatons and thinking objects such as Talos and 

Pandora in the late 400s B.C. (McCorduck, 2004). One source claims that the Greeks imagined 

such things as robotic servants and self-moving automatons as early as Homer, who lived in the 

late 800s and the early 700s B.C. (Mayor, 2018). In contrast to these early fantasies of robots and 

demigods, Aristotle actually may have been the first to describe the theoretical basis for what is 

now called artificial intelligence in The Organon, where he theorized that deduction, or 

syllogism, forms the bedrock on which all other intellectual pursuits are predicated (Bringsjord 

& Arkoudas, 2007 & Giles, 2016). Many other philosophers and theorists followed this Greek 

line of thinking, each offering the contribution of his own culture and experience, but the field 

proper was not officially designated until the mid-twentieth century. By the mid-1900s, 
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technology was just beginning to catch up to what, until then, had only been considered science 

fiction. 

In July 1945, Vannevar Bush published the paper “As We May Think,” in which he 

“proposed a system which amplifies people's own knowledge and understanding” (Bush, 1945 & 

Huang & Smith, 2016). In 1950, the Cambridge mathematician, logician, cryptanalyst, and 

computer scientist Alan Turing began a paper called Computing Machinery and Artificial 

Intelligence by saying, “I propose to consider the question, ‘Can machines think?’” (Turing, 

1950). This question forms the basis for the entire field of artificial intelligence, and it is because 

of this and his subsequent inventions and research that Turing is now famously referred to as one 

of the founding fathers of AI (Lin & Hazelbaker, 2019).  

In addition to the groundbreaking work of Alan Turing, well-known computer scientist 

John McCarthy asserted in the 1950s that computers could be best utilized by designing them to 

work alongside human counterparts to help process and compute information. According to a 

biographical article published in the journal Resonance – Journal of Science Education, 

“[McCarthy] was a life-long believer in using mathematical logic to describe knowledge, 

including commonsense knowledge, which led to the development of the subject of knowledge 

representation. He invented LISP (a programming language which has lived for over fifty years) 

to solve problems in Artificial Intelligence” (Rajariman, 2014, p. 198). This source also 

documents that McCarthy was the one who first coined the term “artificial intelligence” 

(Rajaraman, 2014, p. 201). 

In 1941, prolific science fiction writer Isaac Asimov first used the term “robotics” in a 

short story (Jung, 2018). Asimov later introduced the three laws of robotics, which dealt with the 

ethics of robotics (Asimov, 1950). Asimov first introduced the three laws of robotics in the 1942 
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short story “Runaround.” Asimov then published Runaround in a collection of several short 

stories in 1950 under the title I, Robot, which dealt with the ethics of AI in robotics (Asimov, 

1942). The three laws of robotics are a vital component of the history of artificial intelligence 

because they provided a launching pad for important philosophical discussions regarding the 

potential benefits and dangers of artificial intelligence. Far from a flash in the pan, Asimov’s 

three laws of robotics embodied a cultural wake-up call for both AI researchers and the general 

public by presenting a world dominated by robots that could think as humans do. The 2004 

science fiction film I, Robot drew from the ethical considerations of Asimov’s work in the 1940s 

(Wilson, 2016). 

In the decades following, several pilot AI technologies were invented. Among these were 

the invention of the first chat bot, called Eliza, in 1965 (Shum & Di Li, 2018), the first 

autonomous vehicles in the 70s and 80s (Stentz, Thorpe, Moravec, Whittaker, & Kanade, 1985; 

Thorpe, Herbert, Kanade, & Shafer, 1991), the publication of Judea Pearl’s foundational 1988 

paper called “Probabilistic Reasoning and Intelligent Systems” which essentially invented the 

first AI computers capable of computing complex probability statistics (for which he was 

awarded the 2011 Turing Award (Press, 2016), and the first chess-playing computer by IBM, 

called Deep Blue, which famously beat then-world chess champion Gary Kasperov 

(Castelluccio, 1997; Seirrawan, 1997). 

In the mid to late 1990s, following the invention of the Internet, artificial intelligence 

came to be much more widely used for personal computing applications. By 1998, the first paper 

was published on AI-generated page rankings on Internet search engines (Page, Brin, Motwani, 

& Winograd, 1998). The following year, in 1999, Cynthia Breazeal of MIT’s AI Lab introduced 

the first emotional artificial intelligence, called KISMET (Whynott, 1999). By 2004, DARPA 
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introduced its first autonomous vehicle challenge in the Mojave Desert (Press, 2016). In 2009, 

Google officially began testing its self-driving cars on public roads under supervision (Teoh & 

Kidd, 2017).  

In 2011, several key events happened that further incorporated artificial intelligence into 

everyday life. The first event was when IBM Watson, a supercomputer designed with natural 

language processing software, won the television show, Jeopardy!, defeating three Harvard 

business students (IBM’s Watson, 2011). This demonstrated that computers are capable of 

matching and even exceeding human intelligence and memory. Also in 2011, Apple first began 

to incorporate Siri to its iOS for the iPhone 4S (Mutchler, 2017). Microsoft released a similar 

voice assistance product called Cortana, followed by Amazon’s Alexa in 2014. These voice 

assistants are capable of a wide range of useful applications, including sending and receiving text 

messages, making phone calls, answering simple questions (such as “What is the weather?”), 

setting appointment reminders, controlling music and video playback, and even ordering Uber 

and Lyft rides (Lekach, 2011). By 2011, natural language processing software had introduced 

several meaningful solutions to real world problems. Due to the success of voice assistants like 

Alexa and Cortana, there is growing corporate interest in future applications of AI tech pieces 

that incorporate natural language processing (Goasduff, 2019). This revived interest in voice 

assistants has potential to open up more options for future research surrounding the topic of 

conversational AI (Ram et al., 2018).  

In 2016, Google unveiled a new kind of artificial intelligence technology called AlphaGo. 

It beat the reigning world champion five out of five times in an ancient (but popular) Chinese 

board game called Go (Granter, Beck, & Papke, 2017). This represented a significant 

breakthrough in machine learning and deep learning AI technology. Although IBM’s “Deep 
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Blue” was programmed to play chess, AlphaGo was not programmed to play Go. Instead, 

AlphaGo learned the game of Go on its own and effectively wrote its own software for winning 

at the boardgame (Gibney, 2016). 

The International Journal of Information Management published an article in 2019 about 

the history and future of artificial intelligence. In the article, authors Edwards and Dwivedi 

(2019) write that AI seems to have made significant improvements in the past several years, such 

that AI is becoming a topic of increased cultural and scientific relevance. Throughout the history 

of artificial intelligence, there have been naysayers and alarmists. Due to lack of immediate 

progress, there have been several seasons of doubt about the entire field of artificial intelligence. 

Researchers call these periods “AI winters.” Of the notion that AI is mostly in the rear view 

mirror Raymond Kurtzweil wrote, “there's this stupid myth out there that AI has failed, but AI is 

around you every second of the day” (Kurzweil 2005, p. 263). According to current available 

research, AI as a field will likely continue to progress as it has across the previous six decades, at 

a moderate pace. 

 

AI – Where Are We Now? 

In 2020, it is difficult to find a major sector of industry that has not in some way been 

touched by artificial intelligence. AI has recently been used in some surprising and helpful ways. 

For example, researchers are now looking into the possibility of using AI for United States 

military applications. Some topics the military is interested in include crowd-based modeling 

(McKenzie et al., 2008), surveillance and imagery technology (Keller, 2019), and assessing 

military readiness through aggregation of many data points (Strickland, Mariani, & Jenkins). 
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These technology upgrades will improve insights for the U.S. military significantly, which is 

likely to improve the functionality of future operations. 

As referenced previously, AI is also starting to prove useful in fraud detection (Krausz, 

Schneider, & Colthart, 2018), and its relevance in corporate finance could be beginning to take 

shape as well, with one source predicting that banks that use AI may yield 34 percent more 

revenue and 14 percent more employment by 2022 (Realizing the full value, 2018). With more 

and more companies investing in AI products for the growing financial market, new research 

estimates productivity in the financial sector in Germany will skyrocket in the coming decades 

due to increased investment in AI technology (Bredt, 2019). 

Perhaps the industry that has invested most heavily in research in artificial intelligence 

technology is the medical industry, with computers capable of improving patient care through 

machine learning-powered insights (Durant, 2019; Mincholé & Rodriguez, 2019). As of yet, AI 

simply functions medically as a useful tool for medical doctors and surgeons; it is nowhere near 

functioning on the level of a medical doctor, but it does promise faster computing time for 

decision-making processes and information grouping processes for human beings who work in 

the medical industry (Levine, 2019). Research is growing in the medical field around the topic of 

ethics in AI use (Matsuzaki, 2018; Whitaker, 2019).  

In addition to its medical and mathematical achievements, studies all across the world 

confirm that artificial intelligence now possesses the ability to accurately perceive and judge 

human emotion, to the point that AI software is now capable of performing sentiment analysis on 

movie reviews (María et al., 2016). AI can also carry out the task of textual emotion mining 

using NLR (natural language processing) software (Chawla & Mehrotra, 2018). Well-known 

companies whose artificial technology is now integral in their businesses include Amazon, Tesla, 
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Cogito, Netflix, and Pandora (Adams, 2017). AI looks to be a valuable asset to business and 

economics; it can help accountants better identify and evaluate complex financial problems 

(Dirican, 2015; Ransbotham et al., 2018). 

This summary provides a very brief overview of the kinds of industries artificial 

intelligence is capable of helping with so far. The goal of the subsequent sections is to support 

the methodology and the analysis of this study by preeminently grounding those sections in 

relevant, recent research and events in the field of digital marketing. 

 

AI in Digital Marketing 

Digital marketing as a field incorporates many different software and digital platforms. 

The primary digital marketing domains tend to include social media platforms such as Facebook, 

Twitter, and Instagram, websites, and search engines such as Google and Bing. Most digital 

marketers also utilize marketing data analytics software such as Adobe Analytics and Google 

Analytics to improve their website traffic and help them make strategic decisions to boost ROI, 

and search engines. The use of artificial intelligence is bringing about many changes to the field 

of digital marketing; many of these changes center around providing means to a better user 

experience, predictive customer behavior, and real-time customer support (Martin, 2018).  

Perhaps the most obvious example of artificial intelligence in digital marketing would be 

with chatbots (Barker, 2019). Chatbots are software that use natural language processing (NLP) 

and natural language generation (NLG) software to communicate and interact with humans. This 

can be done through audio or text. Companies began using chatbots in the mid-2010s to 

affordably provide easily accessible information to their customers; even social media platforms 

such as Facebook are using chatbots to answer user queries (Conger, 2016). Many of these 
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chatbots use software powered by machine learning that can learn how a set of consumers 

behave and interact in order to optimize the user experience (Barker, 2019). Few studies have 

examined why consumers use chatbots, but one study reported that most people are more 

interested in their novelty, entertainment, and personal factors than in their ability to provide 

accurate information (Brandtzaeg & Følstad, 2017).  

Another key AI-driven influence in the modern digital marketing landscape is in website 

design. Many of the popular website design host platforms use what is called artificial design 

intelligence (ADI) technology. Companies that use ADI include Wix, Bookmark, and Leia. Wix 

was the first cloud-based web design platform to incorporate ADI into its design in 2016 (Wix 

Launches, 2016). Websitebuilderexpert.com explains the emerging technology of ADI in layman 

terms: “Put simply, [ADI is] artificial intelligence that uses machine learning to identify and 

implement web design trends. Put simpler still, it’s technology that can make websites on its 

own” (O’Brien, 2019). A company called B12 promises a fully functioning, overhauled, custom 

website by using web crawling bots in just one week using artificial intelligence (b12, 2020). 

ADI systems can analyze real websites designed by humans and replicate their coding 

automatically based on user activity. Rather than replacing human ingenuity entirely, most 

experts think ADI will play an augmenting role in the future of digital web design, allowing 

humans to be more creative and ultimately craft better user experiences (Chathurika, 2019). 

A third area of digital marketing that has been impacted by the rise in AI is in analytics. 

In April 2019, The Innovation Summit organized a conference on predictive analytics. It featured 

distinguished speakers from top industry brands such as Amazon, LinkedIn, Spotify; the event 

was marketed as a “deep-dive into a new era of AI and data strategy” (Predictive Analytics, 

2020). In May of 2019, the Data and Marketing Association (DMA) put on the 2019 Marketing 
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Analytics Conference in Atlanta, GA. It boasted numerous in-demand professionals from a wide 

variety of companies, including McCalister’s Deli, UPS, Macy’s, Sony Music, AMC, and Coca-

Cola (Marketing Analytics, 2020). Yet another conference on analytics for marketing, the 

Marketing Analytics Summit, is currently scheduled for June of 2020 (Marketing Analytics 

Summit, 2020). Analytics is one of the most popular topics among professionals in business, 

data, marketing, and advertising. Every kind of company wants to better understand its 

consumers. They want to know what they like to do, where they like to go, what other brands 

they support, what products they use, which social media sites they frequent, and where they 

spend their money. Fortunately for large corporations, AI promises dividends for companies 

willing to invest in this new technology.  

One such example of a software real companies are using to track consumer behavior and 

monitor campaign progress in real time is Adobe Sensei. Sensei is an AI powerhouse.  

“What makes [Adobe] Sensei so unique is Adobe is the only company in the 

industry that can marry [the] art of content and creative expression and science and data 

at a massive scale…if I can go all the way from how I create content in the creative tools 

and then have the ability to personalize it at scale to Adobe Experience Cloud, then have 

the ability to measure it to [Adobe] Analytics and feed the measurement back into the 

creative workflow, saying, ‘Hey, these designs work better,’ that actually is the holy grail 

in what customers tell us they want.” Abhay Parensis, EVP and CTO for Adobe (Adobe, 

2018).  
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Adobe Sensei also uses predictive analytics and ad spend optimization to help manage 

the creative workflow for digital marketing projects (Adobe, 2018). Large companies such as 

Chevron are using these kinds of AI-driven insights to save money through using AI to locate 

errors in cybersecurity and textual agreements (Ransbotham et al., 2018).  

For advertising creatives who want to optimize their creative workflow, Adobe promises 

that AI will not overtake human creativity—instead, it will amplify it. Adobe promises insights 

through Adobe Sensei that can help dig through piles of data to find actionable insights, speed up 

creative workflows, and even use content-aware tools to help summarize or sort through lengthy 

text or image files (Adobe Enterprise Content Team, 2019; Adobe Experience Cloud, 2019; 

Martin, 2018). 

It seems that AI is now predominantly being utilized by larger businesses that have more 

money to spend. In Adobe’s 2019 Digital Trends report, Adobe researchers found that, among 

organizations included in the study whose annual revenue exceeded $195 million, the largest 

portion (41%) of organizations that were asked why they have not invested in artificial 

intelligence reported that their companies were not yet mature enough to leverage it. The second 

largest cluster of organizations (38%) who were asked this same question reported that they have 

not yet assessed the use of AI in their companies. While some of the top companies are investing 

heavily in automation, chatbots, and other AI tools, it seems that companies are still hesitant 

about incorporating AI into their organizations.  

 

AI and Copywriting 

Opinions vary on the subject of artificial intelligence and copywriting. Some believe AI 

poses a massive danger to human copywriters due to AI software outperforming human 
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copywriters in isolated A/B copywriting shootouts (Duffy, 2017), while others believe AI 

software will ultimately only offer assistance to human copywriters, streamlining their workflow. 

There is also some mention online of AI making A/B testing irrelevant and outdated (Brenner, 

2018). This topic is not significantly developed in the literature, however. 

An excellent example of a company that currently utilizes AI to optimize and even write 

headlines and marketing copy is Persado. Persado has worked with clients such as Comcast, Citi, 

Chase, Dell, Expedia, and Hotels.com with the goal of “reinventing marketing creative by 

applying mathematical certainty to words, the foundational DNA of marketing” (Persado, 2020, 

p.1). According to the VP of Global Consumer and Business Development for Hotels.com Ben 

Blake, who has worked with Persado, “Through Persado, we've gained invaluable insight around 

the power that language, particularly the emotional components, can have to engage customers. 

Persado's machine learning algorithms understand how people react to what they're reading, and 

in that understanding, can lead to far higher levels of engagement” (Persado, 2018, p.1).  

 

AI in Advertising 

AI has made incredible advances in engineering and science-based fields, but recent 

research and practice has also demonstrated that AI may also be capable of shaping the creative 

process of advertising, too.  

 In his well-known book on advertising Hey Whipple, Squeeze This, Luke Sullivan 

compares the process of writing an ad to washing a pig (Sullivan, 2016). This is to illustrate the 

complex and often frustrating process of coming up with new, creative ideas in advertising. 

Fortunately for advertising professionals such as copywriters and content strategists, there is a 

growing market for AI-powered advertising solutions. For instance, AI can be used to write and 
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personalize emotional ads (Mogaji, Olaleye, & Dandison, 2020). The ability for marketers to 

personalize ads at scale and utilize tailored audience preferences on social media has also opened 

up more possibilities when it comes to targeting ads on Facebook, as Facebook allows for 

targeting ads based on the way its users interact with content on Facebook (Tran, 2017).  

 Using AI with analytics is already an established trend. AI can incorporate large amounts 

of data and use that information to predict customer buying preferences in advance—and at scale 

(Davenport et al., 2020). This is possible because of “in-depth semantic analysis and real-time 

user interactions [that can] predict the probability that a consumer will accept a creative idea in 

the forseeable future” (Li, 2019, p. 333). While the idea of AI assisting with media buying and 

audience analytics may be old news, researchers are now seeking to determine whether AI may 

be able to take over some of the more creative advertising work as well. One study published last 

year by the Journal of Advertising provided evidence in support of integrating AI analytics with 

AI creative (Chen et al., 2019). This came as a result of the consideration that creative tasks 

demand a great deal of time and resources, both for companies and for creative professionals. 

While AI has helped in analytics, there seems to still be a need for creative applications of AI to 

assist advertisers and content strategists in the creative process. 

 The most apparent and accessible solution for those wishing to align advertising analytics 

with advertising creative is Adobe Advertising Cloud. Adobe Advertising Cloud is a demand-

side advertising platform designed to improve return on advertising spend (ROAS) through 

detailed audience analytics, and it also allows for creative asset management (Adobe Advertising 

Cloud, 2020). Adobe Advertising Cloud promotes itself as a creative management tool for 

advertisers who use all forms of media.  
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 The recent, industry-wide shift from traditional media formats to digital, mass-scale 

advertising has amounted to a dramatic change in the ad industry. Some in the advertising 

industry view this shift to automated advertising negatively. A 2017 article published by 

Marketing Week suggested that the quality of advertising has dropped in general as a result of the 

rise in branded content on the Internet. In fact, this article quotes Dan Izbicki, creative excellence 

director at Unilever, who argued that the increased ability of nearly all businesses to advertise 

online has led to a lower overall quality in advertising online—something that he believes is a 

result of the widespread use of AI-based software (Bacon, 2017).  

While the use of AI in advertising for analytical purposes has been generally helpful in 

providing higher quality data instantly, creative applications so far have been very limited. 

 

The Purpose of Content Strategy 

Since there is very little academic research on content strategy, there is need to 

incorporate more professional sources for this section. Most publications on the subject are 

indeed from professional sources, and in fact, as recently as 2016, there were only two peer-

reviewed sources that even touched the subject (Clark, 2016). In Erin Kissane’s book, The 

Elements of Content Strategy, Kissane quotes Rachel Lovinger, who does content planning for 

the media development company Razorfish (now Publicis Sapient); Lovinger is quoted as 

saying, “Content strategy is to copywriting as information architecture is to design” (Kissane, 

2011, p. 1). In other words, just as information architecture informs design, so content strategy 

informs copywriting.  

Also, Julia McCoy of Search Engine Journal explains that there is a difference between 

content marketing and content strategy. According to McCoy, content strategy has more to do 
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with audience selection and media planning, whereas content marketing has to do with actually 

producing content for brands. So, while content strategy and content marketing may be two 

different processes, they are both part of the same overall process of strategically using content 

to attract new leads and delight existing customers. 

Marketing Week published an article in December 2019 that claimed there are more than 

twice as many jobs in content marketing (5,091 jobs) than there are in search engine optimization 

(2,224 jobs); in addition, almost two out of every three search engine optimization jobs require 

skills in content strategy (“The five trends,” 2019). However, although there is much to be 

gained from proper utilization of content strategy for brands, there are some pitfalls of using 

content strategy that often occur. When companies become too engaged in short term goals to 

recognize the value created by having a solid content strategy, when departments within the 

company have competing goals, or when creating content is viewed as a luxurious expense rather 

than a vital investment for a brand, content strategy can be hindered (Forster, 2019).  

 

Idea Generation and Automated Creativity 

White published an article in 1972 with the Journal of Advertising called Creativity: The 

X Factor in Advertising Theory. Ideation—the process of creating the ideas that drive campaigns 

and digital content—is highly valued in the marketplace. Companies must be constantly 

engaging their customers with fresh, relevant, high quality content if they are expected to 

maintain their relevance in today’s media-driven landscape. Given the importance of consistently 

creating new, quality content, answering the question of how one can manage the creative 

process most efficiently is clearly of the utmost importance. The more time one spends staring at 

a blank page, the less new content is being generated. The less new content is being generated, 
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the less relevant the brand will be in search engine optimization, and the fewer leads will be 

funneled all the way through, creating lifetime brand advocates and customers. Sometimes these 

periods of unproductivity may lead to gobsmacking ideas—but this is not always the case. What 

can be done to improve ideation for copywriters, social media strategists, and content creators? 

Given that more and more content is being produced than has ever been before, this brings about 

the question of whether software that employs AI can add value not just in the realm of data 

analytics—but of creative ideation as well. 

Ideation (or “idea generation”) is an important part of the process of producing good 

content. In order to know what a social media post should look like in terms of its layout, its 

copy, and its core message, one must first begin by considering key audience insights and 

working with those to determine the kind of person the brand should target with its content as 

well as the messaging the person should use. When it comes to understanding creativity as it 

relates to good advertising or good content, one is quickly confronted with a vast array of 

different definitions of creativity. While some view creativity as a nonlinear spark that just 

happens to people, others view it as a process. Either way, it is understood that creativity is a 

highly valuable factor when it comes to creating great content. Whereas it has been taken for 

granted for many years that machines are machines and humans are humans, such that machines 

are inherently incapable of making creative decisions equivalent to human decisions, researchers 

and professionals alike have been surprised to learn that this assumption now seems to contradict 

recent innovation. To be clear, machines cannot yet employ the full spectrum of human thought 

and emotion (this would require the far more complex deep learning—not just machine 

learning); however, while approximating human-like cognition may be a distant fantasy, there 
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are areas where software powered by AI might offer some assistance to the creatives that work in 

content strategy initiatives in the near future.  

In 1940, James Webb Young published the classic book “A Technique for Producing 

Ideas.” In this book, Young’s thesis on ideation was that “An idea is nothing more or less than a 

new combination of old elements” (Young, 2009, p. 12). Young was pointing out that, contrary 

to the assumption many make that creativity is a mysterious, unfathomable “spark” that comes 

and goes like the wind, creativity is actually a discrete process with identifiable characteristics 

and quantifiable mechanics. It is, in essence, the simple combination of already-present facts or 

bits of information. This ties in neatly with the overall point of this thesis, which is to examine 

whether emerging AI technology is now able to assist in the creative process when it comes to 

producing content for brands.  

This conversation about the process of ideation is especially important for content 

strategists going into 2020 and beyond because it encourages a healthy view of the role AI may 

play in the future of copywriting and ideation, and it helps inform academics and professionals of 

the value AI could have on the field of content strategy in the future. If creativity is indeed a 

linear process which primarily consists of the merging of existing facts or pieces of information, 

it could be that artificial intelligence may be very capable of assisting copywriters, creative 

directors, and social media content writers alike, changing the way they produce their ideas in 

the near future. 

 

Can AI Write Great Copy? 

It is a busy world, and it is only getting busier. In today’s information age, it seems that 

new information has quickly become an asset worth streamlining for efficiency. In the words of 
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the digital news source Digiday, “Every day, brands and marketers are demanding more and 

more speed and more and more ideas from their “creative” agencies” (Duffy, 2017, para. 18). 

Given the necessity of publishing new articles in real time with ever-increasing efficiency in 

conversions and lead generation, many agencies have turned their attention toward developing 

new AI software that can write copy automatically. The kind of emerging technology that can 

write articles automatically might seem like a pipe dream for some, but it is actually already a 

reality.  

Although AI software cannot yet write novels, it can indeed write body copy and 

headlines for blogs, emails, and articles—an increasingly valuable asset. It can—and it has. At 

the 2016 Rio Olympics, The Washington Post used an AI software called Heliograf to write 

news articles on 300 different events. According to “These robot-generated articles were 

published alongside ones written by humans. Crucially, no-one spotted the difference.” “The 

paper now regularly uses Heliograf for sports reports like the one below and the same software is 

used under license by news organizations around the world” (Henson, 2017, para. 5). The same 

source reports that a software called Phrasee that writes email subject lines can not only write 

headlines, but it can also outperform human copywriters and write more quickly than human 

copywriters. “95% of [Phrasee’s] AI-generated subject lines outperform those written by 

humans” (Henson, 2017, para. 25). Mark Duffy wrote an article in 2017 for Digiday which 

argued that AI and machine learning would replace copywriters in the near future because of its 

superior copywriting ability (Duffy, 2017).  

The U.S.’s largest bank, JPMorgan Chase, recently started using Persado, a digital 

marketing agency that uses AI to intricately craft words in its marketing copywriting (Persado, 

2019). “Persado’s technology is incredibly promising. It rewrote copy and headlines that a 
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marketer, using subjective judgment and their experience, likely wouldn’t have. And they 

worked” (DiStefano, 2019, para. 6).  

Persado has worked with clients such as Comcast, Citi, Chase, Dell, Expedia, and 

Hotels.com with the goal of “reinventing marketing creative by applying mathematical certainty 

to words, the foundational DNA of marketing” (Persado, 2020, p. 1). According to the VP of 

Global Consumer and Business Development for Hotels.com Ben Blake, who has worked with 

Persado, “Through Persado, we've gained invaluable insight around the power that language, 

particularly the emotional components, can have to engage customers. Persado's machine 

learning algorithms understand how people react to what they're reading, and in that 

understanding, can lead to far higher levels of engagement” (Persado, 2018, p. 1). These AI-

driven software companies promote themselves very often as leaders in the field and typically 

report higher levels of engagement from their AI-derived copy. This has been mainly seen 

regarding email and web copywriting. The literature on this particular topic is still 

underdeveloped, so further research is needed on this to form a more scientific basis for claims 

as to the effectiveness of AI copywriting in the real world.  

 

The Media’s Role in Setting the AI Agenda 

The media have played a significant role in guiding the general public’s opinion on the 

overall impact of AI on various fields over the past several decades. This section will explain 

what agenda setting media theory is and why it is an important theory to consider when it comes 

to considering the future of artificial intelligence and content strategy. 

The agenda setting media theory provides an important theoretical rationalization for the 

way in which the media influence public opinion. The agenda setting approach suggests that the 

media set the mental agenda for the public—they decide what topics are on the public’s mind. 
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Proponents of the agenda setting media theory hold that, by their coverage of certain topics and 

individuals (as well as attributes of those topics and individuals), the media actually serve the 

function of deciding both what issues the public thinks about and also how the public thinks 

about them (McCombs & Shaw, 1972). 

The term “agenda setting” was first coined in reference to media theory by Maxwell 

McCombs and Donald Shaw as part of a research study published in 1972, but its origins lie with 

the late Walter Lippmann. Lippmann published his famous work titled Public Opinion in 1922. 

Public Opinion introduces the notion that the public is separated from reality by the media 

(Lippmann, 1922, p. 2). Building on this framework, McCombs and Shaw published their 

famous “Chapel Hill study” in 1972. McCombs and Shaw conducted the Chapel Hill study at the 

University of North Carolina at Chapel Hill in 1968 and published the results in a paper in 1972. 

The study reports that, during the time leading up to the 1968 election, the media “appear to have 

exerted a considerable impact on voters’ judgments of what they considered the major issues of 

the campaign” (McCombs & Shaw, 1972, p. 180). In plain terms, the research McCombs and 

Shaw documented that news media can influence voters’ perceptions of political candidates 

through the topics they choose to report on. The Chapel Hill study was the foundational study in 

agenda setting theory—a theory that has since led to hundreds of research studies. 

In 1963, Bernard Cohen famously stated that, while the media may not be effective in 

telling readers what to think, the media is “stunningly successful in telling its readers what to 

think about” (Cohen, 1963). The public may be capable of deciding what they believe about the 

news, but even in having an opinion they are still thinking about the news—and it is still leaving 

an impression in the minds of its viewers. In this way, the news media are involved in shaping 

the public agenda. Agenda setting theorists argue that, in selecting which news to cover, the 
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media by default decide which issues to thrust into the public eye. McCombs explains that this 

process is “not a deliberate, premeditated influence—as in the expression ’to have an agenda’—

but rather an inadvertent influence resulting from the necessity of the news media to select and 

highlight a few topics in their reports about the most salient news of the moment” (McCombs, 

Shaw & Weaver, 2014, p. 2). Rather than theorizing a media conspiracy, agenda setting theory 

states that the media simply do not have time to cover every news story, so they must prioritize 

for the audience—and it is in this prioritization that the media then set the agenda for the public. 

There is some research being published the acknowledges the affect of social media on agenda 

setting media theory. A 2017 study found that issue salience was higher among individuals who 

had been shown certain political messages on Facebook (Feezell, 2017). Clearly, even in the 

digital age of social media and the Internet, the agenda setting theory still holds sway over the 

public. 

The point this brings us to in our discussion of the future trends of artificial intelligence is 

simply to understand that, from a historical perspective, public interest in AI has always waxed 

and waned. Since AI’s infancy in the 1950s, there have been periods of almost unbelievable 

growth as well as periods where “the hype far exceeded AI's accomplishments” (Yang, 2006, p. 

17), causing widespread disregard for the topic altogether; however, all the while, consistent 

scientific breakthroughs have allowed slow advances in AI that have changed society—in many 

ways, for the better. BBC News recently published a news article by Sam Shead suggesting the 

possibility that the world may be getting ready for another “AI winter” (Shead, 2020). Citing 

various media crazes over new AI labs, faster supercomputers, and other advancements in the 

10s, the article ultimately reminds researchers of the importance of maintaining a long-term 

perspective when considering matters such as artificial intelligence. When discussing the merits 
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of the application of artificial intelligence to the field of advertising and content strategy, it is 

vital to take a broad, historical perspective. In years past, it is true that the media have set the AI 

agenda for the public through the publication of books and the production of blockbuster films 

which glorify AI and overexaggerate the pace of its growth; however, it is important to 

remember that there has been a decades-long, steady growth in progress of AI technology and 

software that has helped guide society to the point where it is today. Thus, while the media may 

have played an agenda setting role in causing excess “hype” about AI in various ways, a 

moderate view of the topic—and one that encompasses both previous failures and successes—is 

most likely to be consistent with future trends regarding the role AI may play in facilitating 

content strategy.  

 

Limited Capacity Model and AI in Advertising 

While the limited capacity model is indeed a model and not a true media theory, it offers 

an interesting and helpful perspective on media from the consumer’s point of view in that it 

highlights the importance of considering newer approaches of producing content for media 

publication. Each time someone views a billboard advertisement or hears a radio commercial he 

or she must decide whether to pay attention. With the increasingly vast amount of media 

information simultaneously competing for the attention of its users, the question of humans’ 

ability to accurately perceive, interpret, and fully absorb media content is an interesting and very 

relevant point to bring up in regard to the subject of the application of artificial intelligence to 

content strategy in advertising.  

The limited capacity model proposes to view media consumption through the lens of a 

consumer's limited capacity for information processing. As a theoretical perspective, the limited 
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capacity model may enhance media professionals’ understanding of how consumers think and 

behave—a highly valuable asset, given that entire advertising industry exists to change the minds 

and behavior of consumers in targeted ways.  

Although Annie Lang first hypothesized the limited capacity model in the year 2000, its 

conceptual roots stretch back to the 1970s. Neisser, Brunswick, and Gibson’s early research on 

certain topics within cognitive psychology speak of ideas such as memory, feedback, encoding, 

and retrieval (Baddeley, 1997). These topics are important concepts underpinning the limited 

capacity theory. Since its founding, Lang and other researchers have performed several more 

studies on the limited capacity model. While it is still a young theory, the limited capacity model 

shows promise in its direct applicability to the world of mass media and its drawing from older 

theories. 

Ready to apply her new theory to a real-world project, Lang published a second study in 

2006, just six years following her original publication that dealt with effective messaging for 

cancer awareness and prevention. While Lang’s study does ultimately call for further research on 

the application of the limited capacity model, she did find support in her study to demonstrate the 

existence of two types of motivation: the appetitive and the aversive. The appetitive motivation 

would govern people’s desire to obtain or consume information, while the aversive would cause 

consumers to seek to avoid an unpleasant experience (Lang, 2006, p. 1). Lang has recently done 

research that confirms the essential components of her original theory, including the two 

different automatic resource allocation mechanisms and the three-step process of encoding, 

storing, and retrieval of information (Lang, 2017). Notably, other recent research has confirmed 

the value of limited capacity model in merging biology, psychology, and communication 
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research for the purpose of better understanding of the way the mind perceives and judges 

messages (Fisher et al., 2018).  

In her paper, The Limited Capacity Model of Mediated Message Processing, Lang 

hypothesizes that media users have a limited means of processing messages.  The limited 

capacity model is designed to increase communicators’ understanding of “how the content and 

structure of messages interact with a viewer's information-processing system to determine which 

parts and how much of a communication message is remembered” (Lang, 2000, 1). Lang 

attempts to firmly ground her limited capacity model into the current body of literature on 

communication and media theory. With this attempt to ground her new theoretical model in the 

wealth of available research, Lang sidesteps potential issues that may have otherwise come up 

that contradict with what is known from the existing, accepted theories.  

Lang explains that her goal in setting forth a new model of communication was to 

illustrate the mechanisms that lie beneath some of the more well-known theories (Lang, 2000). 

Thus, an important distinction between the limited capacity model and most media effects 

theories of the twentieth century is that the limited capacity model emphasizes the processes that 

take place in the mind during communication rather than the short or long-term effects of media 

content. In a research article Lang et al. explains that Lasswell’s 1948 question, “Who says what, 

in which channel, to whom, and with what effect?” is unanswerable apart from the mental 

processes that govern consumers’ choices (Lang et al., 2003). 

Lang’s model reminds content strategists that it is becoming increasingly necessary for 

high-performing brands to have access to tools that allow them to engage consumers with 

immediacy, clarity of message, and precision in formatting. Having highlighted the vast sum of 

information available online and the necessity of brands becoming content producers, the 
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purpose of this thesis—to determine how AI may influence the content production process—now 

necessitates a close look into the insights of working professionals in the advertising and content 

management spaces.  
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CHAPTER 3 

METHOD 

Method and Procedure 

Content Analysis 

This study employs content analysis as its method. The term “content analysis” is defined 

in an article published in 2016 in the journal NursingPlus Open: “The purpose of content 

analysis is to organize and elicit meaning from the data collected and to draw realistic 

conclusions from it” (Bengtsson, 2016, p. 8). Klaus Krippendorff writes that content strategy 

essentially exists for the purpose of developing a meaningful understanding of a topic by 

inferring meaning through context (Krippendorff, 2004). Content analysis once consisted of 

cutting out and organizing newspaper clippings to understand the media messages being 

conveyed. In the age of the Internet, the methodology of content analysis has certainly 

diversified; yet, its core of seeking a deep, meaningful understanding of content and literature 

remains unchanged. Content analysis may be either quantitative or qualitative, but because its 

basis is in the interpretation of language, which is inherently subjective, there is a sense in which 

all content analysis begins and ends qualitatively. Numbers, Krippendorff writes in his often-

cited work Content Analysis: An Introduction to Its Methodology, are merely “convenient” ways 

of keeping track of the ideas one notices in the content being analyzed (Krippendorff, 2004, p. 

87).  

While there are various methods to choose from, the important function of any method 

used for this study is that which is likely to provide the most accurate picture of how AI is 

influencing the field of content strategy. As stated by Bengtsson, “No matter what chosen 
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method, the process of analysis reduces the volume of text collected, identifies and groups 

categories together and seeks some understanding of it” (Bengtsson, 2016, p. 8). No method of 

research is flawless; nevertheless, large amounts of error are unlikely to accompany a research 

design that flows naturally from a thoughtful and honest consideration of the topic and available 

literature and seeks to define the terms of the study apart from one’s own biases, as this one does.  

The present study used content analysis to determine the extent to which artificial 

intelligence can currently reproduce human thought and creativity in content strategy; 

specifically, it looked at concept generation/ideation and copywriting as two important markers 

for creative application of AI—thereby addressing the primary research question. Just as Alan 

Turing’s 1950 paper began with the research question, “Can machines think?” (Turing, 1950, p. 

433) this study began with the question, “Can machines be creative [regarding content 

strategy]?” The goal of this study is to highlight the areas in content strategy that are 

experiencing the most growth to both inform industry leaders on current and future trends and 

guide future research endeavors in the area of artificial intelligence and content strategy. 

 

Grounded Theory Methods 

Grounded theory methods was initially developed by researchers Glaser and Strauss in 

1967 (Glaser & Strauss, 1967). Due to their contemporaries’ prioritization of testing existing 

theory rather than on developing new theories, Glaser and Strauss wanted to begin utilizing a 

methodology that allowed its practitioners to develop new ideas and new theories based on 

context and inference from data (Timonen, Foley, & Conlon, 2018). According to Grounded 

Theory and Grounded Theorizing: Pragmatism in Research Practice, during the 1950s and 

1960s, quantitative research had become more respected than qualitative research among 
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academics and researchers. This was at roughly the same time as when people began to view the 

social sciences (such as language arts and music) as inferior to that of the “hard sciences” (such 

as math and science). Glaser and Strauss wanted grounded theory to provide a more disciplined, 

structured way of conducting qualitative research to allow researchers who wanted to incorporate 

qualitative research into their methodology to be able to do so in a more systematic manner 

(Bryant, 2017). Ultimately, Glaser and Strauss saw the benefit of qualitative research in drawing 

out new theory from existing text or content.  

Over fifty years later, there is now a wide variety of research that incorporates various 

strands of grounded theory methods. While not necessarily simple, its intuitive format seeks to 

let the text inform the development of new theory; this makes grounded theory methods 

attractive even for “novice researchers,” since it is a structural framework for identifying and 

linking complex variables derived from large quantities of data (Tie, Birks, & Francis, 2019, 

para. 3). Grounded theory methods may be used qualitatively or quantitatively; in this case, the 

author opted to use a qualitative approach. Grounded theory methods may be especially helpful 

“when little is known about a phenomenon” (Tie et al., 2019, pp. 1-2), and it is nearly always 

used to help craft a new theory to aid in understanding the relationships between many different 

variables (Glaser & Strauss, 1967).  

Grounded theory methods was originally developed following the meeting of the two 

researchers Glaser and Strauss during the mid-1960s. The pair worked together first on a 

research undertaking called Awareness of Dying, in which they employed some of the methods 

of modern grounded theory to their 1965 study of dying patients and the relationships and 

variables surrounding the fact that they were aware that they were dying. In 1967, just three 

years later, Glaser and Strauss wrote The Discovery of Grounded Theory: Strategies for 
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Qualitative Research (Glaser & Strauss, 1967). The overall approach of grounded theory helps 

researchers see through large quantities of information to find an overarching theme that may not 

be best explained by current theories.  

The author chose to use grounded theory methods for his study on artificial intelligence 

and content strategy on the grounds that the existing research on the subject was quite scant. The 

author felt that using grounded theory methods would give this study more weight in the 

academic realm due to the systematic coding process required of this approach. As a new 

researcher on this subject, the author also was privileged by the added benefit of not already 

personally adhering to any existing theories on creativity, AI, or content strategy. This was 

helpful in allowing the author to focus more on what the data said avoid basing research findings 

on any apparent presuppositions. A conscious effort to avoid bias also has helped keep this 

research study from unnecessary bias.  

The author approached content analysis using grounded theory methods as his specific 

analytical technique. The author used grounded theory methods because it is a qualitative 

approach that uses inductive methodology and reasoning. Rather than simply searching through a 

sample of data for discrete terminology (based on a biased assumption of what is important), this 

study surveys a wide range of publications that reference content strategy topics like ideation and 

copywriting to find information on the relationship between AI and content strategy—a subject 

that has not yet been researched or widely covered in the media. More specifically, this study 

employed content analysis on several news articles and blog articles available online to the 

public to determine common themes that run throughout what various authors and brands have 

been reporting online about the subject of AI and content strategy. Alongside this goal was the 
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purpose of constructing variables to present an accurate picture of what these news articles and 

blogs brought up topically in a way that makes sense and is consistent internally and externally.  

 

Sampling Strategy 

Description of Materials 

For this study, 78 total advertising and marketing news publications were gathered via 

Google. The search terms used to find each one were recorded, and the publications were broken 

down into four main categories: general publications, marketing-related publications, tech-

related publications, and blogs. The goal of using these four categories was to gather a 

representative sample of recent news and discussion surrounding the topic of recent innovations 

in AI and content strategy.  

Initial sources were chosen based on a few criteria. First, they were chosen based on their 

date of publication. Since this research study is intended to be prospective in nature and not 

simply an analysis of current literature, only sources published within the past two years were 

selected. Second, source selection was based on the sources’ ranking in Google’s search engine. 

In general, for each term, the author looked at the first three or four search result pages. Past that 

point, the relevant research started to diminish in quality to the point of being off topic, too old, 

or pertaining to a category irrelevant to this study (such as blog or website publications from 

internet digital marketing agencies that sell AI-powered copywriting). Third, sources were 

selected based on their relevance to content strategy—and specifically to copywriting and 

ideation. A few sources were not selected because they were off topic by pertaining primarily to 

web design rather than copy or ideation. Blogs were used sparingly—and only when they 
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presented new information; in addition, blog sources that appeared driven by sales alone and not 

a true understanding of the issues were not considered. 

 

Keywords and Search Results 

The search results for this study presented different findings than anticipated. While the 

author expected that there would be a somewhat equal distribution of sources from each of the 

four categories (marketing, general, technology, and blog publications), the vast majority of 

relevant search results came from blog publications and marketing publications, with around 30 

coming from both marketing publications and blogs. A moderate number of sources—14—came 

from general publications. The most surprising finding regarding the search results was that only 

two sources came from technology-based publications. Since artificial intelligence is a 

technology-intensive entity, the author expected more sources to come from technology-related 

publications. This assumption proved incorrect. 

 

Final Sample Selection 

During this research study, the author gathered 31 articles from marketing publications, 

14 articles from general publications, two articles from technology publications, and 31 articles 

from blogs (both personal and company), making up a total universe of 78 articles (See 

Appendix B). This study only considered sources from the past two years—2018 and 2019. Bias 

was limited by choosing professional and news-related sources over more biased sources such as 

businesses selling their own AI copywriting packages online. By focusing primarily on only 

news media and professional sources while excluding out-of-date sources and sources whose 

motives for publishing their content might be tied to their own company’s products, the study 
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limited bias and achieved a more accurate picture of what online news publications were 

collectively saying about AI and content strategy throughout 2018 and 2019.  

When gathering the source titles, the author recorded the keywords that were typed into 

Google’s search engine to find the article. Examples of keywords used to find data during this 

research study include “ai news copywriting,” “artificial intelligence content creation,” “2019 ai 

and copywriting,” and “journal advertising ai content strategy.” The keywords that yielded the 

best results were “journal advertising ai content strategy,” “artificial intelligence content 

creation,” “2019 ai and copywriting,” and “research ai content strategy” (See Appendix B for a 

complete list of search terms and articles).  

In addition, during the source selection process, the author specifically looked for sources 

that presented new information that had not been previously addressed in a separate source. 

While some sources duplicated some pieces of information, and while there was certainly some 

consensus on certain key themes pertaining to AI and content strategy (which will be addressed 

later in this paper), each source presented a unique perspective. The result of this careful process 

was, the author feels, a balanced array of perspectives from online news media and blog 

publications. While many articles provided similar information, the articles selected for coding 

and in-depth research analysis were the ones that provided new details which were not present in 

other materials. For example, there were more than eight different articles written on JPMorgan’s 

acquisition of an AI software that can write copy that outperforms copy written by human 

copywriters (Cheng, 2019). When searching for general terms such as “ai” and “copywriting,” 

many of these articles appeared on the first page of the search results; however, in order to 

maintain topical balance and not skew the findings toward this particular story, only one such 

story was incorporated into the final coding process. While it is certainly worth noting that this 
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topic was of considerable interest to many different news sources, using several similar sources 

would have hindered the research process by detracting from other new and pertinent news on AI 

and content strategy.  

Some emphasis was placed on offering an inclusive variety of perspectives on the value 

of artificial intelligence to the field of content strategy as well, but not so much as to dilute the 

opinions available from the organic search results. The author also felt it was important to prefer 

sources with established levels of trustworthiness over other sources where possible, even if they 

were published by organizations with corporate interests. There are academic research studies 

that exist as a result of corporate funding, yet even academic research must be judged based on 

its methodology, relevance, and consistency with other sources. The use of sources that appeared 

to have some corporate interest was permitted only in the case that the organization was a 

thought leader on the subject of content strategy or AI. An article published by HubSpot was 

selected on this basis; however, even this article by HubSpot presented numerical data from 

external sources (Lee, 2018). 

Overall, this approach worked favorably. My observation was that the articles published 

by established marketing or advertising websites tended to present more relevant and detailed 

information, adding to the clarity of this study’s results and discussion. As an important 

additional note, the process of inspecting and selecting the articles was only done after the 

articles were collected—not before—in order to prevent my own potential biases from 

influencing the overall pool of research. The goal of this sampling strategy was to achieve a 

balanced view of the latest corporate and private innovations in the field of artificial intelligence 

and content strategy.  
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CHAPTER 4 

ANALYSIS & FINDINGS 

Open Coding 

The first phase of grounded theory methods is called open coding. In this process, the 

researcher closely examines the texts to find key themes and relationships between various 

factors, conditions, and ways of thinking about the subject being researched. The author 

accomplished this via making notes in the margins of the texts. These notes may be simple 

summaries of larger portions of text, or they may be questions or observations about the content 

of the research. The ultimate purpose of open coding is to come up with “concepts that fit the 

data” in order to find the overarching themes and relationships that make up the collective data 

(Strauss 1987, 28).  

In order to code these articles, the author transferred the text of the articles into a 

document in Microsoft Word and made notes in the margins about the concepts that were 

introduced. This research used inductive reasoning to identify the main points the author of each 

article was attempting to convey. These notes included any position(s) taken by the author(s), 

noted any key perspectives and opinions provided by the post or article, and highlighted any 

consistent references and themes that were brought up with any measure of repetition.  

 

Axial Coding and Variables 

Axial coding is the second step of content analysis in grounded theory. It takes place 

immediately after the literature or research is coded for themes, patterns, and findings. Axial 

coding is meant to yield an organized view of the research, and it is a process oriented toward 
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locating variables in the research and identifying relationships between these variables that may 

give rise to a deeper understanding of the topic—and potentially present themes that may be 

applicable beyond the immediate context in which they were observed (Strauss, 1987). Appendix 

A of this paper contains a chart of all seven variables identified as a part of this study. 

 

Variables 

The first variable was AI’s relationship to the copywriter in future years. While some 

anticipate that AI will play the role of sole creator of content in the near future, most seem to 

believe AI will act only as a creative assistant for copywriters and content creators—and 

therefore will not threaten to replace human jobs, but rather facilitate the human creative process. 

An example of the first view, AI as sole creator, JPMorgan Chase found that Persado’s AI bots 

could write better marketing copy than JPMorgan Chase’s own in-house copywriters. JPMorgan 

Chase now uses Persado for ideation in display ad campaigns (Cheng, 2019). In the article titled, 

“How and why creatives can make use of artificial intelligence projects,” the author states, “AI 

in the creative industry might have people scared that their jobs will be taken over by robots, but, 

in reality, it’ll be more of a collaborative, assistive relationship” (Clickatell, n.d., p. 14).  

The second variable constructed during this study was “Benefits of Using AI for Creative 

Tasks.” The first benefit for this variable provided by this study is that artificial intelligence does 

not have humanoid preferences. AI is a machine—not a person. It does not need lunch breaks. It 

does not have needs or preferences as humans do, and so an AI bot will work harder than a 

human can, for longer—and it will make far fewer mistakes. It is worth noting, however, that this 

applies exclusively to very mundane areas of work, and not to creatively intensive activities, as 

will later be discussed. The second benefit within this variable is that AI provides a mathematical 
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basis for creative decisions. One of the research articles examined during this study reported that 

CEO and co-founder of the AI copywriting software company Persado, Alex Vratskides, 

explains, “’To the creative community, the marketing community, this brings accountability and 

data-driven insight,’ he says. ‘If you go to any marketing creative out there and you ask, “How 

did you come up with that, why did you use that word and not that word,” they cannot actually 

answer. With Persado, there is a mathematical answer’” (Pasquarelli, 2019, para. 1). The third 

benefit outlined under this variable is that AI can now be used to create human-sounding 

content—particularly when it comes to voice-activated technologies such as Siri, Google 

Assistant, and Alexa. Consumers are warming up to these voice-activated technologies (Garvin, 

2019). The fourth benefit of using AI for creative tasks is that AI is capable of amassing large 

amounts of data and acting on that information in intelligent ways. In the words of one of the 

sources in this study, “It’s [AI is] increasingly capable of more complex functions and is 

available 24/7” (Garvin, 2019).  

The third variable construct is “Challenges of Using AI for Content Strategy.” One such 

challenge is the maintenance of privacy and trust between consumers and companies that employ 

AI technology as part of their services. The author’s findings on this point were seemingly 

contradictory; consumers seemed to both value technologies that use AI while at the same time 

expressing distrust over the increasingly widespread use of AI software, particularly with voice-

activated software such as Siri and Google Assistant. According to one source analyzed during 

this study, while “50% of respondents had used a voice assistant to make a purchase,” “When it 

comes to voice-powered ecommerce, trust and privacy remain top concerns with consumers” 

(Garvin, 2019). Another challenge of using AI for content strategy, according to this study’s 

research, was market resistance to AI-created material. The idea is that if AI writes much of the 
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material on the web, at some point users may tire of its homogeny. According to Martin Chuck, 

writing an online piece of online content for Business 2 Community, “There is such a thing as 

market resistance. Our current ads, slogans, and headlines may give people satiety, reading the 

same thing over and over again rendering the copies ineffective. Indeed, the market will 

eventually get tired of that urgency-inducing copies” (Chuck, 2019). As an important note, this 

concept of “AI-fatigue” was only observed in this article during this study, and no others. Still, it 

was included here to bring attention to a potentially valid notion that could lead to valuable 

future research in this area. The next challenge of using AI for content strategy is that, in 

ideation, AI is not yet useful in all the ways it could be. One article examined during this study 

reported IBM research manager John Smith as saying, “’It’s easy for AI to come up with 

something novel just randomly. But it’s very hard to come up with something that is novel and 

unexpected and useful’” (Quest, n.d.). Another challenge presented by the research is that 

company executives often overestimate—or simply misunderstand—what AI can do for them. 

An example of this is “the perception that AI can handle the job by itself.” Thus, a company’s 

“perception [of artificial intelligence] affects the success of AI projects” (Chuck, 2019). The next 

challenge that befalls content-related AI applications is that companies are not experiencing 

significant revenue increases from creativity-oriented applications. An article by BBC reported 

in May of 2019 that “over 40% of companies have yet to report any financial gain from AI use” 

(Costa, 2019). The final challenge for AI presently is its user-friendliness. There was some 

mention of smaller businesses not having any practical use for AI applications. One article in 

particular reported, Many merchants, and especially smaller ones, lack the marketing expertise or 

resources. We aim to solve this problem with easily-accessible and user-friendly technology” 

(Costa, 2019). 
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The fourth variable identified in this study was “Goals of Using Machine Learning for 

Content Strategists.” There are many new companies and software completely dedicated to using 

AI for content strategy, so rather than stating each individual case, the author named three 

distinct categories that seem to make up most of the current applications of AI to content 

strategy. The first goal of using machine learning technology for content strategy is to save time. 

As expressed in one article, “With this innovative software, designers are no longer limited by 

their own imagination. Instead, they’re collaborating with technology to co-create better products 

with less time used and less money spent on drawn-out brainstorming processes” (Clickatell, 

n.d., p. 4). It is becoming increasingly necessary to employ machines to accomplish the work 

normally done by humans. According to one article examined during this study, “Elliott 

Sedegah, senior product marketing manager at Adobe, claims that thanks to mounting consumer 

expectations, brands will be faced with increasing pressures to quickly create ‘personalized and 

relevant digital experiences.’ The kind of experiences that are only possible with a little help 

from AI” (Ismail, 2018, para. 3). The second general goal of content strategy is to save money. 

One source says, “Juniper research estimates that AI will save as much as $8bn [$8 billion] a 

year by 2020, up from $20m [$20 million] in 2017” (Human Creativity, 2018, para. 1). The third 

goal of applying AI to content strategy is to sound more human. It appears that even humans are 

now having a hard time telling the difference between content created by humans and content 

created by machine learning software. ““Kristin Lemkau, chief marketing officer of JPMorgan 

Chase, noted that machine learning can actually help achieve more humanity in marketing. 

‘Persado’s technology is incredibly promising,’ she said in a statement. ‘It rewrote copy and 

headlines that a marketer, using subjective judgment and their experience, likely wouldn’t have’” 

(Chuck, 2019). As a side note, the company Persado appeared frequently in this study’s research 
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due to its prominence in the media arising from the fact that the company was hired by JP 

Morgan Chase to replace its own in-house copywriters. There are other copywriting agencies that 

are based on AI software (such as Article Forge, Phrasee, and Articoolo), but Persado was 

referenced most often. All of these brands claim their products have a human touch that makes 

them capable of taking the place of human copywriters. Notably, there are still some issues with 

the software of some of these AI companies. Regarding the software Articoolo, Chuck (2019) 

reported having used it himself—with unsatisfactory results. “I did play around with the software 

a little longer, but by the time it produced an article on copywriting it was so far away from the 

original topic it was unusable” (Chuck, 2019). Perhaps not all of these software are fully 

applicable to each aspect of the creative process; nevertheless, these are the three most 

referenced uses of AI for content strategy. 

The fifth variable that the author observed was that there were many specific applications 

of AI. The following are the primary categories with copywriting and ideation that are being 

discussed online currently: personalizing email marketing, writing copy for online advertising 

(such as PPC, or pay-per-click, ads), automating ad spending based on personalized audiences, 

using chatbots to improve the end user experience and answer customer questions quickly and 

efficiently, organizing and recommending content, and smart text editing (which consists of 

checking for errors in spelling, grammar, syntax, and vocabulary). Regarding the first category in 

this variable, personalizing email marketing, one source reports, “Retailers such as Lacoste are 

personalizing ads based on customer data. Lacoste [a French clothing and sportswear company] 

regularly switched up its creative during one programmatic ad campaign, generating 19,749,380 

impressions and 2,290 sales across three markets” (Garvin, 2019). Another source reports, “AI 

makes it easier than ever to actually personalize email content based on the stuff subscribers care 
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about” (Lee, 2018). According to these sources, programmatic ad targeting is already generating 

meaningful results for the companies who are already using AI effectively. AI is also being used 

to write copy for online advertising—though less frequently than for online advertising 

automation purposes. “While the use of AI in advertising copywriting is still very niche, such 

automation is widely employed in the selling and distribution of digital ads, and increasingly, in 

journalism” (Costa, 2019). On this note, the third component of this variable is marketing 

automation. Many companies are already using some form of automation software for their 

marketing efforts. According to “How Artificial Intelligence Is Transforming Digital 

Marketing,” a source used in this study, “With AI, businesses can optimize their return on 

investment by only placing ads in front of relevant viewers. Ads can be bought automatically, 

then personalized at scale. Many advertisers are already using this technology” (Hall, 2019). 

Chatbots are another component of this variable. Generally, chatbots seem to be a helpful part of 

many large companies’ marketing plans. This is because “Chatbots are already on numerous 

websites, as they excel at answering customers' frequently asked questions” (Hall, 2019). 

Another source reports that chatbots have been particularly successful in their ability to “provide 

users with specific content, assist with customer service, and generate new leads.” In my 

research on 16 articles, the author found 16 total uses of the word “chatbot.” Fortunately, this 

gave me the opportunity to dig a little deeper on this point to try to discern the mechanism 

behind why chatbots are coming up so often. A third source in this study helped explain this 

conundrum by pointing out that chatbots should really be considered a part of the overall 

consumer experience. “The key fascination with chatbots is the impact they can have on the 

customer experience. For some businesses, there aren't enough employees or hours in the day to 

answer customer queries quickly. Chatbots allow customers to help themselves.” In addition, the 
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same source (from Forbes) argues that AI-powered chatbots could be the future of lead 

generation. “In the future, I wouldn't be surprised to see smart chatbots engaging in sales 

prospecting, lead generation and customer service” (Hall, 2019). So—perhaps the data here 

imply that chatbots are most helpful when they make meaningful contributions to the customer 

experience (such as shorter wait times and improved quality of communication). This might be 

something worth researching further in a separate study, due to the thematic saturation on this 

topic and its significant potential for increasing customer retention by improving the user 

experience for companies’ digital profiles. The fifth theme within the topic of the application of 

AI to marketing goals lies in organizing and recommending content. The Content Marketing 

Institute referred to topic clusters as “one of the most effective content marketing strategies” and 

cited well known content strategy brand HubSpot as its original creator (Dopson, 2018). The 

ability of artificial intelligence software to assist in the creation of content may be a helpful 

future point of research. The final aspect of the variable of applications of AI the author noticed 

in the research was smart text editing. This includes software such as Grammarly that uses a 

unique combination of machine learning and natural language processing (NLP) to assist writers 

in coming up with more strategic vocabulary choices, more accurate grammar, and better 

sentence structure (Sherwood, 2019). According to a blog post by TechTalks (not part of the 

coded research in this study), “Grammarly might not employ the best AI scientists or the latest 

deep learning techniques developed at Google and OpenAI. But it has surely found a very good 

use for deep learning in text processing, one that recognizes the limits of current AI technologies 

and embraces their strengths” (Dickson, 2019). Consequently, it seems that wider applications of 

natural language processing (NLP) and natural language generation (NLG) are still out of 

reach—but they may nevertheless be a helpful topic for future research studies. For instance, if 
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Grammarly is just the beginning of these kinds of NLP software for marketing application, what 

can we expect the future of NLG in marketing to look like, both for brands and consumers? This 

may be a useful question prompting subsequent exploratory research. 

The sixth variable identifies two different perspectives on specific copywriting software 

brought up by the articles in this research study. One perspective identifies some of the software 

as beneficial, often in the context of increasing revenue or saving time and money (as referenced 

by the third and fourth variables), while the other perspective identifies challenges of current 

uses of AI in copywriting. For this variable, copywriting was preferred over ideation, since the 

research examined seemed to indicate that copywriting as an AI application has made more 

progress than has ideation. Ideation may have great potential for future innovation and marketing 

strategy, according to these sources, but AI-powered copywriting has already produced 

documented results in meaningful, real-world environments. This was also demonstrated by the 

fact that it is much more difficult to locate quality online articles about ideation than about 

copywriting. None of the articles in this study seemed to be particularly pessimistic about the use 

of AI for copywriting; rather, most seemed to highlight some of the benefits of AI and point out 

areas of potential future growth. Regarding an AI-assisted email campaign for Virgin Holidays, 

one source quoted Phrasee chief executive Parry Malm as saying, “’Ongoing testing resulted in a 

revenue increase of several million pounds for their email campaigns - which Virgin Holidays 

has confirmed was a direct result of using Phrasee's AI technology for email marketing’” (Costa, 

2019). This is a great example of the benefits of using AI for copywriting, particularly with 

email. As regards the many challenges of using AI in copywriting, a brand called Articoolo is 

being “promoted as a top AI-enhanced copywriting tool.” In contrast to some of the other 

software tacked by this article, such as Article Forge, Acrolinx, and the HubSpot Content 



 

 

 57 

Strategy Tool, when the article’s author tried out Articoolo, it did not deliver the anticipated 

results. “I did play around with the software a little longer, but by the time it produced an article 

on copywriting it was so far away from the original topic it was unusable” (Sherwood, 2019). 

While not without its challenges, copywriting software seems to be headed in a positive 

direction. In the future, many look forward to AI copywriting software being able to provide a 

more efficient user experience and an upgraded level of personalization for consumers. 

The seventh variable deals with the contrasting relationship between the increased 

demand for privacy and the increased expectation of personalized digital experiences. In January 

of 2020, a “landmark privacy law” took effect in California that gave consumers more ability to 

control how much of their data companies could use (California’s, 2019). In November 2019, 

Senator Maria Cantwell proposed the Consumer Online Privacy Right Act, which would, among 

other things, restrict companies’ ability to collect sensitive consumer data, protect consumers 

from hidden opt-in settings, and create a bureau of privacy under the Federal Trade Commission 

(Warzel, 2019). In addition, according to a Statista.com article published in October 2019, 

“Worldwide, 53 percent of online users are currently more concerned about their online privacy 

compared to a year ago” (Clement, 2019). While on the one hand, it is clear that demands for 

privacy are at a peak, users respond significantly better to personalized communication. Stated 

differently—on one hand, consumers fear the growing use of AI, but on the other hand, they 

prefer digital experiences that involve AI. This seems contradictory, at least on the surface. As 

stated by one of this study’s articles, titled “Artificial Intelligence in Marketing is What 

Consumers Want,” the author argues, “Many companies hesitate to use AI in their marketing 

because of how it may be perceived by their customers... However, that’s the beauty of artificial 

intelligence. It’s a computer or machine that simulates how humans think. As a result, it can 
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deliver customer experiences with a seemingly human touch, but with the scale and efficiency of 

a machine” (Garvin, 2019). This study’s research has shed light on a number of important future 

issues in content strategy and artificial intelligence, but perhaps this issue of consumers’ 

simultaneous demands for privacy and for AI-driven personalization must be further researched 

before any definitive statements may be made on the subject. 

 

Selective Coding 

Selective coding is the final stage of the coding process for grounded theory methods. 

The process of selective coding is that of finding the common thread within the data that ties 

them all together into an understandable storyline (Strauss, 1987). Often, according to Strauss, 

this process calls for sensitivity and attention to both detail and the overarching metanarrative in 

the text; done well, selective coding identifies this singular storyline and, in so doing, explains 

the complex relationships between each of the variables neatly. Findings from this study’s 

selective coding process will be presented and reviewed in the next chapter. 
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CHAPTER 5 

RESULTS  

Initial Observations 

After reviewing 78 news and blog articles via Google’s Internet search engine (see 

Appendix B), there were a few main subjects in the research that were observed beyond the 

variables that seemed to reach a point of thematic saturation. The author noticed that many of the 

articles examined reported a growing demand for personalized digital experiences and an 

increased need for scalable content (made possible by AI). In addition, the author also noticed 

that most of the articles took the view that AI will likely be a helpful creative assistant in the near 

future—but will not become a sole creator of content, at least not for a while (Chuck, 2019; ; 

Clickatell, n.d.; Human, 2018; Ismail, 2018; Sherwood, 2019; Quest, 2019). These and other 

observations will be discussed in greater detail throughout this chapter. 

 

Selective Coding Results 

For this study, the overarching theme found in this research study was the relationship 

between the creative professional and the machine—between the copywriter and the artificial 

intelligence. This core concept ties together all other variables in a meaningful way that brings a 

central theme to the research. Variables such as “Functions of Copywriting-Based Software,” 

“Benefits of Using AI for Creative Tasks,” and “Goals of Using Machine Learning for Content 

Strategists” all point back to the main variable: the finding of “AI’s Relationship to the 

Copywriter in Future Years." See Appendix A for a summary of each identified variable. 
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A large portion of the articles used for this study pertained to specific AI applications of 

new and existing software. Because of this, there was more fact-based information than 

expected—and therefore less variance in opinions. In general, though, the theme of AI’s 

relationship to the copywriter seemed to permeate the research, connecting all the variables with 

one singular, overarching story. This is well exemplified by the first variable: AI’s relationship to 

the copywriter in future years. The first polarity within this variable that has been identified is AI 

as creative assistant. In this capacity, AI is seen as helping the copywriter with the creative 

process by providing various services, such as checking for grammar usage and spelling errors, 

brainstorming a set of new creative ideas for a new marketing campaign from which the 

copywriter can choose, or classifying content for ease of use by the human copywriter. The other 

polarity is AI as the sole creator. While we don’t currently see AI software writing award-

winning advertising campaigns without the guidance and programming of human innovators, in 

the future, there is some speculation as to the extent to which AI could replace human content 

strategy jobs. The question of “whether AI has the potential to become a true creative partner or 

even the creator of solo works of art” (Quest, 2019) is a very valid question to ask in 2020, given 

the increasing ability of AI technologies to perform work that was once performed by a human 

being. 

The other six variables include benefits of using AI for creative tasks, challenges of using 

AI for content strategy, goals of using machine learning for content strategists, top marketing 

applications of AI, perspectives on the value of copywriting software, and demand for privacy 

versus demand for personalized digital experiences. All these variables, in some form, relate 

back to the initial variable which deals with the relationship of AI to the copywriter. These 

variables allow for a deeper consideration of that single construct. For example, the variable 
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“benefits of using AI for creative tasks” matters only because, in order to know whether 

computers might replace human copywriters, one first needs to know what benefit(s) are offered 

by these computers. If the benefit(s) offered by machine learning-enabled computers align 

closely with the job responsibilities of the copywriter, this implies a scenario where the computer 

may be acquiring the same abilities that make copywriters stand out in the workplace. 

These variables relate to each other to form a better view of what AI is like in the real 

world. For example, a comparison of the third and fourth variables, which deal with the 

challenges and goals of using AI, respectively, yields the understanding that, although there are 

several marked advantages of using AI for content strategy (saving time and money and 

sounding more human), these variables remain out of reach for many employers. This is a 

consequence of their misunderstanding of the nature and capabilities of AI. This 

misunderstanding of the uses of AI relates to another challenge of using AI which was identified 

in the third variable—that AI is not yet financially profitable for many corporations. Perhaps 

corporations might make more money from the application of AI to media curation and creation 

if there were more research on the subject that authoritatively identified the capabilities and 

applications of AI to media-related fields such as content strategy. Another link between two 

different variables in this study is that the second variable reports that computers lack 

preferences. How might this relate to the first variable: AI’s relationship to the copywriter in 

future years? It is no secret that creatives tend not to lack preferences. Since AI lacks creative 

preference, this could make AI an excellent creative partner. AI would provide the content 

strategist with ideas and content but not with contradictory opinions that detract from the creative 

professional’s own agenda. Another link between the variables is that, while it seems the sources 

in this study agree that artificial intelligence can make money for corporations via AI-enabled 
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copywriting software, as stated in the sixth variable, it is abundantly clear that even the highly 

successful copywriting function of AI can serve only as a help to the human being (in saving 

time and money, as identified in the fourth variable). In the context of the presence of these 

simultaneous variables, AI can be successfully applied in a creative setting such as content 

strategy by performing the iterative, generative, repetitive processes that come before a piece of 

content is edited, polished, and finished. AI may be capable of performing grunt work, but the 

true creative weight must still be shouldered by a creative human being—someone who can 

place the work of a computer in context with what his or her organization may need. 

Fortunately for creative copywriters, content strategists, and creative directors, the 

entirety of the research in this study strongly indicated that computers possess only skills that can 

make existing copywriting and ideation processes more efficient—not skills that can generate 

completely new projects from scratch. In other words, a computer may be able to write and read 

words, but it cannot interpret those words in a broader sociocultural manner and meaningfully 

apply that information to a future ad campaign. Artificial intelligence may be used to identify 

topics as a part of a media planner’s content strategy, but it cannot otherwise take over the job of 

the human media strategist. According to the articles examined in this study, this level of 

creative automation is almost certainly not possible in the coming years. 

The primary research question that drove this study was “Is AI capable of carrying out 

the processes of ideation and copywriting?” This research question was effectively answered. 

The answer, of course, is not a definite “yes” or “no.” Based on this study, it is reasonable to 

conclude that the most likely occurrence in the future for copywriters, content strategists, and 

creative directors is that various programs for copywriting and ideation will assist them in 

developing new creative concepts and digital content—but will not replace their jobs. People will 
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still be writing and editing articles for some time, but most of the articles in this study agree that 

the newest software available on the market could feasibly reduce the time spent by humans on 

some of the more mundane tasks like cropping and editing images or recommending creative 

images to accompany a campaign. Software like Phrasee and Grammarly can help speed up the 

workflow of copywriters and their work more accurate (Duffy, 2017), while software like Adobe 

Sensei can help content strategists produce higher volumes of content in shorter amounts of time 

with its AI-powered auto-crop, auto-tagging, and swatch creation (Adobe, 2018).. This would 

free up human content strategists to be more involved in creating new material (Chuck, 2019; 

Clickatell, n.d.; Human, 2018; Ismail, 2018; Sherwood, 2019; Quest, 2019). 

 Inside this question of whether AI can replace creative jobs in content strategy (RQ2) is 

the simpler question (RQ1): “Can AI be functionally creative in copywriting and ideation?” It is 

not enough to ask whether artificial intelligence is capable of taking over creative jobs without 

first understanding whether AI is capable of functional creativity—that is, creativity that can be 

applied to the workplace. The results of this study lead me to conclude that AI is indeed capable 

of functional creativity, but it is nowhere near so advanced that humans should fear AI robots 

taking over their jobs. AI advances in engineering did not eradicate the need for engineers—nor 

is it likely to in the near future (“Will Architects and Engineers,” 2020). The work that really 

matters—the innovating, the creating—will remain the responsibility of humans for some time to 

come. There is currently significant fear among workers that AI may take over their jobs 

(Douglas, 2019). Even with this, however, it appears it is far more likely AI will replace tasks 

than that it will replace jobs (McKendrick, 2018). Perhaps at some point in the distant future it 

may become possible for computers and machine learning software to essentially perform the 
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tasks a human can perform, but for now this possibility does not seem likely, according to 

prevailing online opinion.  

 

AI and the Personalization of Digital Experiences 

One of the most singular findings of this study has been the repeated assertion that AI is 

expected to make the customer journey feel more personal. In the 16 articles examined during 

this study, the word “personalization” was mentioned eight times, and the word “personalize” 

was mentioned 22 times. Clearly, the idea of AI being used to personalize digital experiences 

permeates online news and blog content written about AI and content strategy.  

For example, in the article “How AI is Transforming Copywriting” by CMSWire, Kaya 

Ismail writes, “Elliott Sedegah, senior product marketing manager at Adobe, claims that thanks 

to mounting consumer expectations, brands will be faced with increasing pressures to quickly 

create ‘personalized and relevant digital experiences.’ The kind of experiences that are only 

possible with a little help from AI” (Ismail, 2018, para. 3). This and other sources examined in 

this study seem to view AI as integral to creating the kind of scalable, personalized experiences 

that consumers are demanding. 

As another example of the role personalization plays in the creation and distribution of 

online media content, one need not look beyond some of the world’s most popular online 

platforms. “Companies like Netflix, Amazon, and Spotify are raising the bar on consumer 

expectations for personalized experiences. These companies are using technologies like artificial 

intelligence (AI) to provide customized recommendations to subscribers and customers in real-

time" (DeHard, 2019, p.1). Apparently, the New York Times is also cashing in on the value of AI 

by using “machine learning algorithms to deliver personalized newsletter content." The Times 
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uses machine learning to automatically recommend content based on articles users have already 

read. The result was that the likelihood of readers subscribing to the Times’ free newsletters 

doubled (DeHard, 2019). It appears that AI may be capable of great feats not just in data-driven 

projects but in more creatively oriented ones as well. 

Customers apparently seem to realize their own desire for personalized digital 

experiences. According to another source examined during this study, “Salesforce Research 

found that 84% of consumers said being treated like a person rather than a number was a priority 

to them. Respondents also doubled down on personalized engagement: 59% said specific 

communications built off past interactions were important, as were customized offers” (Garvin, 

2019, para. 7; Salesforce, 2020, para. 8). Fortunately, companies like Adobe are putting 

resources into figuring out how to use AI to boost the personalization of ads. Speaking as a 

principal solutions consultant for Adobe, Richard Curtis explains, “the machine [AI] will 

continue to learn customer patterns that help you fine-tune your personalization even 

further...More personalization leads to more clicks” (Adobe Enterprise Content Team, 2019, 

para. 27). 

Yet another source in this study reports that customers expect quality digital experiences 

"at all times, in all places, and on all platforms” (Adobe Enterprise Content Team, 2019). 

However, although the need for personalized media seems to be pervasive, another source 

suggests that one particular medium—email—may be the most valuable medium through which 

to implement an AI-driven approach. “Evergage and Researchscape International found that 70 

percent of organizations surveyed said email was the most important marketing channel to 

personalize” (Lee, 2018, para. 39). In the years to come, it certainly will be interesting to see 
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what new software may be developed to fit this growing and ubiquitous need for personalized 

digital experiences.  

 

AI and the Need for Scalable Content 

The research examined in this study also indicated that a major area where AI could be 

beneficial in the future is in working with scalable content. The term “scalable content” means 

“content that’s expandable and contractible within a moment’s notice,” for the purpose of being 

replicated and distributed across multiple media formats (Galileo Tech Media, 2019, para. 5). 

Along with producing the content, it is also important for companies to be able to easily 

distribute this content across a variety of media to engage with consumers.  

One of this study’s sources comments on what some companies are doing to address this 

problem. “Creating high-quality content, at scale, is a challenge that almost every organization 

faces. Larger budgets can help, but as the need for content grows, and as more channels emerge, 

brands are turning to artificial intelligence (AI) to help with the content creation process” 

(Ismail, 2018, para. 1). Adding to this sentiment, according to experts at Adobe, “47% of 

marketers say that producing content at scale is one of their biggest challenges” (Adobe 

Enterprise Content Team, 2019). This study’s source material indicated at several points that AI 

likely would have the capability in the future of producing higher volumes of content at scale, 

allowing time for human employees to direct their processes to other endeavors with the goal of 

accomplishing a greater amount of work.  

Another source reports, “AI enables ideas to scale, test and measure more easily and 

quickly, producing hundreds of possible iterations of an idea instantly, which a human never 

could” (Human Creativity, 2018). This scale can then be applied to numerous editing processes 
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to aid human content strategists. “When trained on very large amounts of data, deep-learning 

systems can identify objects in photos, recognize faces and facial expressions, describe the style 

or mood of an image, and perform any number of other humanlike tasks – all at high speed and 

at scale” (Adobe Enterprise Content Team, 2019). Given the growing demand for content and the 

growing media channels each piece of content must be formatted for, the ability of AI to assist 

humans by taking their ideas and transforming them into all the different necessary formats is 

becoming highly valuable in today’s media landscape (Hall, 2019). Though the research is clear 

that producing scalable content seems a promising new process for AI to renovate, only time will 

tell the extent to which AI will be capable of producing scalable content for content strategists in 

the coming years. 
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CHAPTER 6 

DISCUSSION 

Answering This Study’s Primary Research Question (RQ1) 

The primary research question (RQ1) this study seeks to answer is whether artificial 

intelligence is capable of the creative processes of ideation and copywriting as they apply to 

content strategy. Upon a systematic, careful review of the 16 sources examined during this 

study’s coding process, it is clear that many online sources now take the viewpoint that AI is 

certainly capable of the creative processes of copywriting and ideation in content strategy. As to 

whether this conclusion may affect the day-to-day employment of content strategists and 

copywriters, this follow-up question (RQ2) will be examined in the next section.  

 

What New Theory Came of This Study? 

As previously stated, grounded theory methods exists to help researchers publish new 

theory to add meaningfully to an existing body of research through context-driven, inductive 

research. The principle question (RQ1) that initially drove this study’s research was the question 

as to the extent of of the role AI would play in the near future regarding the creative work of 

copywriting and ideation. Along with this first question is the secondary question (RQ2) of the 

likelihood that AI could be capable in the near future of overtaking the jobs of content strategists 

and copywriters. The present and concluded study’s selective coding process has yielded the new 

theory that AI’s most likely future place in the creative processes of content strategy is not in the 

chair of the creative (as a replacement for the creative)—but beside creative as their assistant.  
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Will AI Replace Content Strategy Jobs (RQ2)? 

AI has long been thought of as a futuristic replacement for human thinking and ingenuity, 

but just how far is AI capable of going in the coming years? Since AI is proving capable of 

creative tasks such as ideation and copywriting, this has led to the understandable fear that AI 

might take over creative jobs. In fact, CNBC published the results of a survey it conducted of 

Americans in the workforce in 2019. While 33 percent of insurance workers feared replacement 

by AI technology in the next five years, 35 percent of transportation and delivery workers feared 

replacement, the largest category of employees who feared AI replacement were in the category 

of “Advertising and marketing,” with 45 percent of advertising and marketing employees 

expressing concern about the potential for their jobs to be replaced by artificial intelligence 

(Douglas, 2019). Clearly, the fear of AI replacing one’s job is not bound to a single career field 

and is also not an isolated experience.  

Apple co-founder and computer developer Steve Wozniak made some comments on this 

very issue in a February 2018 interview. In this interview, when asked about the prospect of 

artificial intelligence replacing human jobs, Wozniak replied, “No machine sits down and says; 

humm, what should I work on? Humans tell machines what to work on. Machines just do it well 

for us. We are building technology which will make things easier for us. Machines do just the 

grunge work billions of times faster, all so that we can apply our minds to other things” (Agarwal 

& Singh, 2018). This statement is in precise agreement with the findings of this study. A 

computer may process, but even deep learning—the most advanced form of artificial 

intelligence—is yet incapable of understanding the world in the same way as a human, and it is 

therefore not capable of taking the place of a human. AI must be programmed to accomplish 
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meaningful tasks. It is not yet capable of independent functionality, and the articles examined in 

this research are all agreed on this point. 

This study has considered the creative tasks of copywriting and ideation to be two 

fundamental pillars of content strategy. Thus, the singular question that led to this study is this: 

“Can artificial intelligence replace creative jobs in content strategy?” While no one is capable of 

predicting future trends with complete inerrancy, the consensus of the data this study employs 

firmly suggests that AI will continue to make some significant advances to the fields of both 

copywriting and ideation in the coming years; however, fortunately for those whose daily jobs 

require either copywriting or ideation, it is highly unlikely that these new advances in AI 

described in this study will replace humans who work in these sectors of the job market. Rather, 

the current speculation of marketing sources, news sources, and blogs contend that AI’s most 

probable role in the creative aspect of content strategy would be one of a creative assistant 

(Chuck, 2019; Clickatell, n.d.; Human, 2018; Ismail, 2018; Sherwood, 2019; Quest, 2019). 

In simple terms, the prevailing online opinion strongly suggests that, in the future, AI will 

probably assist humans in their creative work—not take over their jobs. As many as six out of 

the 16 articles examined during this study commented on this point specifically. Each had the 

same opinion on the question of AI replacing human content marketers. “I personally think that 

copywriters and artificial intelligence both have a place in the industry. They will share the work 

desk, helping each other complete their tasks” (Chuck, 2019). “AI-enabled copywriting tools are 

here to help but not replace human writers” (Sherwood, 2019). “This will not lead to the 

replacement of creatives, but will rather give rise to a new type of creative” (Clickatell, n.d., 

para. 8). “According to Christine Connor, managing director, Accenture Interactive UKI, AI will 

"not replace the creative process" because there will always be the need for "a moment of 
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intuition and a leap of faith, which is largely a human creative process...Rather, AI will enhance 

the existing process.” (Human Creativity, 2018, para. 8). “And while it will never replace the 

human soul of creativity, AI can certainly offer many benefits serving as a smart, efficient and 

inspirational assistant” (The Quest, 2019, para. 18). “It is doubtful AI can ever replace the true 

creativity the human brain can...AI creativity can be used as inspiration and to improve the work 

of human artists, whether it’s a collaboration or behind the scenes” (Aceyus, 2019, para. 5). 

From a qualitative standpoint, the notion that AI will likely act as creative assistant to content 

strategists in the years to come seems worthy of some repute, since a wide variety of popular 

marketing-related publications all agree on this point.  

 

Augmenting—Not Replacing—Human Creativity 

The question of AI replacing human jobs must be grounded in the larger societal 

discussion of what AI’s role will be in the future in the context of creative, human jobs. Relating 

to this, the discussion concerning the role of AI was actually alive and well even before the age 

of the Internet. This section will provide a specific example of how a younger Steve Jobs 

addressed societal fears of AI taking over their livelihoods. This section will explain why the 

concept of AI functioning as a creative assistant for humans is not a new concept and why AI 

should be valued rather than feared in the workplace.  

In a 1981 interview broadcasted on live television with Nightline’s then host Ted Koppel, 

Apple founder Steve Jobs spoke with writer David Burnham about the potential dangers that 

might come with the rise of the personal computer. His remarks were almost prophetic in that, 

although he made his remarks nearly forty years ago, they still apply today—39 years later. 

When asked about these potential dangers that might come with the rise of personal computers, 



 

 

 72 

Jobs explained that ultimately what computers would do for mankind was increase “man’s 

ability as a toolmaker to fashion a tool to amplify an inherent ability that he has.” In context, 

Jobs was saying that the computer, far from replacing man’s work, would simply amplify man’s 

creative ability to allow him to produce his work more efficiently and at a higher quality. In this 

interview, Jobs also said, “Right now we’re [Apple is] at the mechanical part of intelligence, 

where one of these devices [contextually, an Apple personal computer] can free a person from 

many of the drudgeries of life and allow human to do what they do best, which is to work on a 

conceptual level—to work on a creative level” (Wealth, 2017, 3:32). This much is clear from the 

above statements: the notion of technology functioning as a creative assistant to humans was 

alive and well in the early 1980s. Times have certainly changed in many ways, but Steve Jobs’ 

remarks remain striking in how applicable they are to today’s discussion regarding the potential 

dangers artificial intelligence may pose to the public, both in terms of privacy and replacing jobs. 

One source comments that AI will work beside content marketers rather than in their 

stead (Henson, 2017). Another source reports a similar view: “As AI provides opportunities for 

augmenting creativity, automation means creatives are free for more strategic thinking. In 

addition, AI enables ideas to scale, test and measure more easily and quickly, producing 

hundreds of possible iterations of an idea instantly, which a human never could” (Human 

Creativity, 2018, para. 9). Other online marketing sources published as recently as the past two 

years also consistently bear out this notion (Ismail, 2018; Sherwood, 2019; Clickatell, n.d.; 

Human, 2018; Chuck, 2019; Quest, 2019), further cementing the validity of this key finding. 
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Guiding Theories 

This study’s literature review included the mention of two media theories that are both 

helpful in guiding productive discussion on the subject of AI and content strategy. 

Agenda Setting Media Theory 

The first is agenda setting media theory, first proposed by researchers McCombs and 

Shaw (1972). As stated earlier in this paper, agenda setting media theory takes into account that 

the public’s perception of media is generally formed by the decisions media outlets make 

regarding which news to cover. Those decisions play the vitally important role of setting the 

public’s agenda, making up what the public views as important news versus what is unimportant 

news. In other words, the media decide what information to place on the public’s radar. An 

example of how the media have set the public’s agenda regarding the use of artificial intelligence 

is readily apparent when one considers the vast number of science fiction films which feature 

artificial intelligence technology either taking over the world or dominating mankind in some 

way. The media’s massive influence in setting the public’s agenda on the subject of artificial 

intelligence has certainly contributed to inappropriate levels of concern regarding the use of AI 

in general; it has also likely contributed to the general public’s exaggeration of the ease with 

which AI might take over their jobs. The reality, of course, is that artificial intelligence is very 

different from what most science fiction movies depict. Although artificial intelligence may be 

the subject of considerable “hype,” a moderate view of the progress researchers are making in AI 

is essential when attempting to elicit a productive, accurate discussion of the merits, dangers, and 

promises of AI for content strategists in the coming years. 
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Limited Capacity Model 

The second media theory has not technically able to be defined as a full “theory,” but it is 

nevertheless a helpful model for understanding the way consumers interact with media content. 

The limited capacity model, first developed by Annie Lang in 2000, views media content 

through the lens of human beings’ limited capacity for information gathering, analysis, and 

comprehension (Lang, 2000). Viewing the discussion of artificial intelligence and content 

strategy through this lens helps to remind researchers and developers of new AI technologies that 

humans have a unique way of processing information. Lang’s limited capacity model reminds 

researchers and content strategists that personalizing digital experiences is becoming essential in 

today’s media landscape. In light of this, help from artificial intelligence could dramatically 

improve the field of content strategy, allowing companies to reach more people with 

personalized, human content than ever before. 

 

Study Strength: Internal Consistency 

It is important to ground the more definitive statements in this study in the internal 

agreement of its sources. This study does not rely on mass amounts of data for its conclusions; 

however, this is a strength rather than a weakness because it allows for the identification of 

topical themes and patterns that might otherwise remain hidden in the data. The following 

paragraphs explain why this study’s greatest strength is its internal consistency. 

The Encyclopedia of Research Design published an article in 2010 about internal 

reliability and consistency. In this article, the author argues that a work may be deemed 

internally consistent when it includes enough sources to fully saturate a topic. For narrow topics, 

this source reports that only a few items might be necessary to accomplish this (Salkind, 2010). 
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That is why the present study allowed topics to pass from the open coding process into the axial 

coding process only after each one achieved some meaningful level of thematic saturation. 

Topics that were only brought up in one or two insignificant instances were ignored, whereas 

topics that appeared consistently and throughout the sources were examined further in the axial 

coding process. 

Each source should behave in relative harmony to the other sources in order to create a 

singular picture of the opinions of online news media and blog sources on the future of AI and 

content strategy. This accomplishes an important purpose: it adds credential to the overall study 

in that if multiple sources written from multiple, different viewpoints say the same thing about 

the same subject, this harmony of message may be deemed more trustworthy than if each article 

had presented separate opinions. For research so based on the various opinions of online news 

and blog writers, neither of which are known for their inherent credibility, it is of great 

importance that there is internal consistency among the sources. A high degree of internal 

consistency on a subject implies a consensus of opinion among these various authors—opinion 

that could result in the subsequent development of new theories that more focused research may 

later confirm.  

A very high level of consistency was observed in the sixteen sources during this study. 

The author noted very little discord among the sources when it came to matters of fact (such as 

the degree to which humans are currently able to rely on AI to perform their various tasks and 

the various types of AI currently employed in content analysis). Though the sources as a whole 

did not disagree with each other per se, each source did have a slightly different focus (whether 

email copywriting, auto-text copywriting, copyediting, ideation for email headlines, ideation for 

campaign creative, etc.). The fact that each source came from a slightly different perspective, 
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with different goals, different writing styles, and coming from a different brand, demonstrates 

that the previously stated findings and results are worthy of a higher degree of trust. If only 

online websites for AI-powered copywriting software believed AI would assist humans in their 

jobs, while other sources disagreed, it would be obvious that their goal was simply to attract new 

business. The comparative variety of articles used in this study imply an absence of goal-related 

bias among the sources examined.  

 

Limitations and Future Directions 

Limitations 

While the author of this study attempted to avoid bias by allowing the data to inform this 

study’s research findings, no study is entirely without its limitations. One key limitation of this 

study lies in the fact that its findings are discrete and not generalizable. This is due to this study’s 

reliance on relatively few sources. While this qualitative approach was highly beneficial in that it 

allowed for greater detail in textual analysis and the unearthing of key thematic elements and 

their complex relationships to each other, it is important to note that this approach has not 

yielded a high level of generalizability. Indeed, generalizability is not generally the goal of 

qualitative research, although qualitative research and generalizability are not necessarily 

mutually exclusive (Carminati, 2018). Another limitation of this study is that this study only 

reviewed online publications. As a result, it could be that material published across various other 

media might have yielded different findings. Perhaps the most significant limitation to this 

research study is that it seeks to answer an impossible question. No amount of devotion to one’s 

research can produce an accurate prediction of the future. This study, therefore, does not proport 

to predict the future; instead, the author believes this present study is simply a fair and factual 
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estimate of the most popular and current online sentiment regarding the subject of the impact of 

artificial intelligence on content strategy. 

Future Directions 

This present study yielded specific results by looking qualitatively at a handful of 

sources; however, future research could achieve success by employing a significantly larger 

sample size and using a more quantitative methodology, thereby providing valuable information 

to the research community as well as corporations and content strategists. Since this study lacks 

generalizability, future studies about useful applications of AI for businesses and marketers 

could benefit a wide variety of consumers. Future research ideas could be borrowed from this 

study’s axial coding process, which resulted in seven different variables, each with its own 

unique focus. Such a quantitative approach could be used to research the broader societal 

impressions, expectations, and hopes for artificial intelligence. This could be valuable to 

companies who invest their resources in AI. An example of a variable identified in this study that 

could be used to stimulate further research would be variable seven, which identifies a point of 

apparent inconsistency among the public’s perception of AI. Variable seven deals with the 

public’s need for privacy as well as its simultaneous expectation for personalized digital 

experiences that require the use of personal data. In addition, researchers could conduct 

quantitative research on the public’s expectations and hopes for AI to create good digital content 

could prove helpful to companies who design user experience software. Some potentially helpful 

questions that could be addressed in future research include, “How would a company decide 

whether to invest in AI software?” or even, “Should small-to-mid-size businesses use 

copywriting software, or should they do their own in-house copywriting?” There are many 

similar questions that could yield highly valuable and meaningful results. 
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Conclusion 

In conclusion, the primary coded variable discovered in this study was that of the 

relationship of the copywriter to the machine—whether the machine threatens the jobs of 

copywriters and content strategists (as many worry). This study also developed the new theory of 

AI and content strategy that the role of AI in the near future for content strategy will be one of 

creative assistant rather than creative director. Fortunately for copywriters and content 

strategists, it seems that AI likely poses no significant threat to those careers. In fact, it is actually 

expected by many marketers to boost the value of those careers through automating intricate and 

often time-consuming processes and acting as a creative assistant to the creative professional, 

allowing more time for the complex creative processes that are so inherent in their jobs.  

The author agrees with the late English mathematician, logician, and computer scientist 

Alan Turing who concluded his seminal paper “Computing Machinery and Intelligence” by 

saying, “We can only see a short distance ahead, but we can see plenty there that needs to be 

done” (Turing, 1950, p. 460). There is indeed plenty of room for growth in understanding in the 

area of artificial intelligence and content strategy. It is the author’s hope that more research will 

be done on this subject in the future—both for the edification of content strategists and for the 

purpose of discovering the creative boundaries of artificial intelligence. 

 

 

 

 

 

 



 

 

 79 

REFERENCES 

Aceyus Suite of Solutions. (2019). Retrieved from https://www.aceyus.com/resource-

center/why-ai-will-never-match-human-creativity 

Adams, R. L. (2017). 10 Powerful Examples Of Artificial Intelligence In Use Today. Retrieved 

from https://www.forbes.com/sites/robertadams/2017/01/10/10-powerful-examples-of-

artificial-intelligence-in-use-today/#1cf1bf69420d 

Adobe Advertising Cloud. (2020). Adobe Advertising Cloud: Where programmatic meets media. 

All media. Retrieved from https://www.adobe.com/advertising/adobe-advertising-

cloud.html# 

Adobe. (2018, February 18). Get to Know Adobe Sensei [YouTube Video]. Retrieved from 

https://www.youtube.com/watch?v=tL46xeIV5mc 

Adobe Developers. (2018, March 27). Adobe Sensei Content AI: Integrate powerful artificial 

intelligence into your apps and workflows [Video file]. Retrieved from 

https://www.youtube.com/watch?v=_fNezm7HgVA 

Adobe Enterprise Content Team. (2019). Amplifying Human Creativity with Artificial 

Intelligence. Retrieved from https://theblog.adobe.com/amplifying-human-creativity-

with-artificial-intelligence/ 

Adobe Enterprise Content Team. (2019). The Magic of AI in a Content-Driven World — Using 

Artificial Intelligence to Create Content Faster. Retrieved from 

https://theblog.adobe.com/the-magic-of-ai-in-a-content-driven-world-using-artificial-

intelligence-to-create-content-faster/ 

https://www.aceyus.com/resource-center/why-ai-will-never-match-human-creativity
https://www.aceyus.com/resource-center/why-ai-will-never-match-human-creativity
https://www.forbes.com/sites/robertadams/2017/01/10/10-powerful-examples-of-artificial-intelligence-in-use-today/#1cf1bf69420d
https://www.forbes.com/sites/robertadams/2017/01/10/10-powerful-examples-of-artificial-intelligence-in-use-today/#1cf1bf69420d
https://www.youtube.com/watch?v=tL46xeIV5mc
https://www.youtube.com/watch?v=_fNezm7HgVA
https://theblog.adobe.com/amplifying-human-creativity-with-artificial-intelligence/
https://theblog.adobe.com/amplifying-human-creativity-with-artificial-intelligence/
https://theblog.adobe.com/the-magic-of-ai-in-a-content-driven-world-using-artificial-intelligence-to-create-content-faster/
https://theblog.adobe.com/the-magic-of-ai-in-a-content-driven-world-using-artificial-intelligence-to-create-content-faster/


 

 

 80 

Adobe Experience Cloud Leverages Sensei to Streamline Content Delivery. (2019). 

https://www.eweek.com/cloud/adobe-experience-cloud-leverages-sensei-to-streamline-

content-delivery 

Agarwal, S. & Singh, S. (2018). I agree with the ‘A’ and not the ‘I’ of artificial intelligence: 

Apple cofounder Steve Wozniak. Retrieved from 

https://economictimes.indiatimes.com/tech/software/i-agree-with-the-a-and-not-the-i-of-

artificial-intelligence-apple-cofounder-steve-

wozniak/articleshow/63070006.cms?from=mdr 

Ardila, D., Kiraly, A., Bharadwaj, S., Choi, B., Reicher, J., Peng, L., Tse, D., Etemadi, M., Ye, 

W., Corrado, G., Naidich, D., & Shetty, S. (2019). End-to-end lung cancer screening with 

three-dimensional deep learning on low-dose chest computed tomography. Nature 

Medicine, 25, 954-961. https://doi.org/10.1038/s41591-019-0447-x 

Artificial Intelligence. (2019). In Lexico.com (Oxford Dictionary). Retrieved from 

https://www.lexico.com/en/definition/artificial_intelligence 

Asimov, I. (1942). I, Robot [PDF file]. Retrieved from https://www.ttu.ee/public/m/mart-

murdvee/Techno-Psy/Isaac_Asimov_-_I_Robot.pdf 

Bacon, J. (2017). The future of creativity in an automated world. Retrieved from 

https://www.marketingweek.com/future-creativity-automated-world/  

Baddeley, A. (1997). Human memory: Theory and practice: Hove: Psychology Press. 

b12. (2020). Retrieved from https://www.b12.io/ 

Barchard, K. (2010). Internal Consistency Reliability. Encyclopedia of Research Design, 1. doi: 

https://dx.doi.org/10.4135/9781412961288.n191 

https://www.eweek.com/cloud/adobe-experience-cloud-leverages-sensei-to-streamline-content-delivery
https://www.eweek.com/cloud/adobe-experience-cloud-leverages-sensei-to-streamline-content-delivery
https://economictimes.indiatimes.com/tech/software/i-agree-with-the-a-and-not-the-i-of-artificial-intelligence-apple-cofounder-steve-wozniak/articleshow/63070006.cms?from=mdr
https://economictimes.indiatimes.com/tech/software/i-agree-with-the-a-and-not-the-i-of-artificial-intelligence-apple-cofounder-steve-wozniak/articleshow/63070006.cms?from=mdr
https://economictimes.indiatimes.com/tech/software/i-agree-with-the-a-and-not-the-i-of-artificial-intelligence-apple-cofounder-steve-wozniak/articleshow/63070006.cms?from=mdr
https://doi.org/10.1038/s41591-019-0447-x
https://www.lexico.com/en/definition/artificial_intelligence
https://www.ttu.ee/public/m/mart-murdvee/Techno-Psy/Isaac_Asimov_-_I_Robot.pdf
https://www.ttu.ee/public/m/mart-murdvee/Techno-Psy/Isaac_Asimov_-_I_Robot.pdf
https://dx.doi.org/10.4135/9781412961288.n191


 

 

 81 

Barker, S. (2019). The Future of AI in Digital Marketing (Updated May 2019). Retrieved from 

https://shanebarker.com/blog/ai-digital-marketing/ 

Bengtsson, M. (2016). How to plan and perform a qualitative study using content analysis. 

NursingPlus Open, 2, 8-14. https://doi.org/10.1016/j.npls.2016.01.001 

Brandtzaeg, P. & Følstad, A. (2017). Why People Use Chatbots. International Conference on 

Internet Science. Retrieved from 

https://www.researchgate.net/publication/318776998_Why_people_use_chatbots 

Bredt, S. (2019). Artificial Intelligence (AI) in the Financial Sector—Potential and Public 

Strategies. Frontiers in Artificial Intellegence, 2(16). doi: 10.3389/frai.2019.00016   

Brenner, M. (2018). Why AI is better than A/B Testing. Retrieved from 

https://www.concured.com/blog/why-ai-is-better-than-a/b-testing 

Bringsjord, S. and Arkoudas, K. (2007). The Philosophical Foundations of Artificial Intelligence 

[PDF file]. Retrieved from http://kryten.mm.rpi.edu/sb_ka_fai_aihand.pdf 

Bryant, A. (2017). Grounded theory and grounded theorizing: Pragmatism in research practice. 

New York, NY: Oxford University Press. 

California's groundbreaking privacy law takes effect in January. What does it do? (2019). 

Retrieved from https://www.theguardian.com/us-news/2019/dec/30/california-consumer-

privacy-act-what-does-it-do 

Car., J., Sheikh, A., Wicks, P., & Williams, M. (2019). Beyond the hype of big data and artificial 

intelligence: building foundations for knowledge and wisdom. BMC Medicine, 17(143). 

https://doi.org/10.1186/s12916-019-1382-x 

Castelluccio, M. (1997). Checkmate humanity? Management Accounting 79(1), 64. 

https://shanebarker.com/blog/ai-digital-marketing/
https://doi.org/10.1016/j.npls.2016.01.001
https://www.researchgate.net/publication/318776998_Why_people_use_chatbots
https://www.concured.com/blog/why-ai-is-better-than-a/b-testing
http://kryten.mm.rpi.edu/sb_ka_fai_aihand.pdf
https://www.theguardian.com/us-news/2019/dec/30/california-consumer-privacy-act-what-does-it-do
https://www.theguardian.com/us-news/2019/dec/30/california-consumer-privacy-act-what-does-it-do


 

 

 82 

Carminati, L. (2018). Generalizability in Qualitative Research: A Tale of Two Traditions. 

Qualitative Health Research, 28(13). https://doi.org/10.1177/1049732318788379 

Chathurika, H. (2019). Future of Artificial Intelligence in Design. Retrieved from 

https://uxplanet.org/future-of-artificial-intelligence-in-design-ce8f4e7a2adc 

Chawla, S. & Mehrotra, M. (2018). A CONCEPTUAL MODEL FOR UNDERSTANDING THE 

IMPACT OF TEXTUAL EMOTION MINING. International Journal of Advanced 

Research in Computer Science, 9(1), 860-863. 

http://dx.doi.org/10.26483/ijarcs.v9i1.5472 

Chen, G., Xie, P., Dong, J. & Wang, T. (2019). Understanding Programmatic Creative: The Role 

of AI. Journal of Advertising, 48, 347-355. 

https://doi.org/10.1080/00913367.2019.1654421 

Cheng, M. (2019). JPMorgan Chase has an AI copywriter that writes better ads than humans can. 

Quartz at Work. Retrieved from https://qz.com/work/1682579/jpmorgan-chase-chooses-

ai-copywriter-persado-to-write-ads/ 

Chuck, M. (2019). When Copywriters Drank Spoiled Milk Due to Artificial Intelligence. 

Retrieved from https://www.business2community.com/marketing/when-copywriters-

drank-spoiled-milk-due-to-artificial-intelligence-02251564 

Clark, D. (2016). Content Strategy: An Integrative Literature Review. IEEE Transactions on 

Professional Communication, 59(1), 7-23. doi:10.1109/TPC.2016.2537080. 

Clement, J. (2019). Online privacy - Statistics & Facts. Retrieved from 

https://www.statista.com/topics/2476/online-privacy/ 

Clickatell. (n.d.). Retrieved from https://www.clickatell.com/articles/technology/creative-

artificial-intelligence-projects/ 

https://doi.org/10.1177%2F1049732318788379
https://uxplanet.org/future-of-artificial-intelligence-in-design-ce8f4e7a2adc
http://dx.doi.org/10.26483/ijarcs.v9i1.5472
https://qz.com/work/1682579/jpmorgan-chase-chooses-ai-copywriter-persado-to-write-ads/
https://qz.com/work/1682579/jpmorgan-chase-chooses-ai-copywriter-persado-to-write-ads/
https://www.business2community.com/marketing/when-copywriters-drank-spoiled-milk-due-to-artificial-intelligence-02251564
https://www.business2community.com/marketing/when-copywriters-drank-spoiled-milk-due-to-artificial-intelligence-02251564
https://www.statista.com/topics/2476/online-privacy/
https://www.clickatell.com/articles/technology/creative-artificial-intelligence-projects/
https://www.clickatell.com/articles/technology/creative-artificial-intelligence-projects/


 

 

 83 

Cohen, B. (1963). The press and foreign policy. New York: Harcourt. 

Conger, M. (2016). Welcoming our Chatbot Overlords: Why the world needs to look to China, 

not the US, for innovation in this sector. Retrieved from 

https://www.chinabusinessreview.com/welcoming-our-chatbot-overlords-why-the-world-

needs-to-look-to-china-not-the-us-for-innovation-in-this-sector/ 

Content Strategy Basics. (n.d.). Retrieved from https://www.usability.gov/what-and-

why/content-strategy.html 

Costa, A. (2019). The pun-loving computer programs that write adverts. Retrieved from 

https://www.bbc.com/news/business-47944276 

Crevier, Daniel. (1993). AI: The Tumultuous Search for Artificial Intelligence. New York, NY: 

BasicBooks. 

Davenport, T., Guha, A., Grewal, D., & Bressgott, T. (2020). How artificial intelligence will 

change the future of marketing. Journal of the Academy of Marketing Science, 28, 24-42. 

https://doi.org/10.1007/s11747-019-00696-0 

DeHart, P. (2019). 3 Ways Publishers Are Using AI to Meet Reader Expectations. Retrieved 

from https://www.pubexec.com/post/publishers-using-ai-to-meet-reader-expectations/ 

Dickson, B. (2019). Grammarly AI: The sweet spot of deep learning and natural language 

processing. Retrieved from https://bdtechtalks.com/2019/10/17/grammarly-ai-assistant-

grammar-checker/ 

Dirican, C. (2015). The Impacts of Robotics, Artificial Intelligence On Business and Economics. 

Procedia - Social and Behavioral Sciences, 195, 564-573. 

https://doi.org/10.1016/j.sbspro.2015.06.134 

https://www.chinabusinessreview.com/welcoming-our-chatbot-overlords-why-the-world-needs-to-look-to-china-not-the-us-for-innovation-in-this-sector/
https://www.chinabusinessreview.com/welcoming-our-chatbot-overlords-why-the-world-needs-to-look-to-china-not-the-us-for-innovation-in-this-sector/
https://www.usability.gov/what-and-why/content-strategy.html
https://www.usability.gov/what-and-why/content-strategy.html
https://www.bbc.com/news/business-47944276
https://www.pubexec.com/post/publishers-using-ai-to-meet-reader-expectations/
https://bdtechtalks.com/2019/10/17/grammarly-ai-assistant-grammar-checker/
https://bdtechtalks.com/2019/10/17/grammarly-ai-assistant-grammar-checker/
https://doi.org/10.1016/j.sbspro.2015.06.134


 

 

 84 

DiStefano, J. (2019). ‘Machine learning is the path to more humanity in marketing’: JPMorgan 

picks AI to write ads. The Philadelphia Inquirer. Retrieved from 

https://www.inquirer.com/business/phillydeals/jpmorgan-artificial-intelligence-copy-

writing-persado-ads-20190730.html 

Douglas, J. (2019). These American workers are the most afraid of A.I. taking their jobs. CNBC 

News. Retreived from https://www.cnbc.com/2019/11/07/these-american-workers-are-

the-most-afraid-of-ai-taking-their-jobs.html 

Dopson, E. (2018). How to Get Ranked and Read With the Topic Cluster Content Model. 

Retrieved from https://contentmarketinginstitute.com/2018/10/topic-cluster-content/ 

Du Plessis, C. (2015). Academic guidelines for content marketing: research-based 

recommendations for better practice, LCBR European Marketing Conference. Lisbon, 

2015. Department of Communication Science, University of South Africa, South Africa. 

Duffy, M. (2017). Code eats copy for breakfast: Human copywriters are doomed. Digiday. 

Retrieved from https://digiday.com/marketing/humanoid-copywriters-good-as-dead/ 

Durant, T. J. (2019). Machine Learning and Laboratory Medicine: Now and the Road Ahead: As 

artificial intelligence proliferates, clinical laboratorians can leverage their expertise in 

validating new technology to improve patient care. Retrieved from 

https://www.aacc.org/publications/cln/articles/2019/march/machine-learning-and-

laboratory-medicine-now-and-the-road-ahead 

Edwards, J. S. & Dwivedi, Y. K. (2019). Artificial intelligence for decision making in the era of 

Big Data: evolution, challenges and research agenda. International Journal of 

Information Management, 48, 63-71. 

https://www.inquirer.com/business/phillydeals/jpmorgan-artificial-intelligence-copy-writing-persado-ads-20190730.html
https://www.inquirer.com/business/phillydeals/jpmorgan-artificial-intelligence-copy-writing-persado-ads-20190730.html
https://www.cnbc.com/2019/11/07/these-american-workers-are-the-most-afraid-of-ai-taking-their-jobs.html
https://www.cnbc.com/2019/11/07/these-american-workers-are-the-most-afraid-of-ai-taking-their-jobs.html
https://contentmarketinginstitute.com/2018/10/topic-cluster-content/
https://digiday.com/marketing/humanoid-copywriters-good-as-dead/
https://www.aacc.org/publications/cln/articles/2019/march/machine-learning-and-laboratory-medicine-now-and-the-road-ahead
https://www.aacc.org/publications/cln/articles/2019/march/machine-learning-and-laboratory-medicine-now-and-the-road-ahead


 

 

 85 

Feezell, J. (2017). Agenda Setting through Social Media: The Importance of Incidental News 

Exposure and Social Filtering in the Digital Era. Political Research Quarterly, 71(2). 

https://doi.org/10.1177/1065912917744895 

Fisher, J., Keene, J., Huskey, R., & Weber, R. (2018). The limited capacity model of motivated 

mediated message processing: taking stock of the past. Annals of the International 

Communication Association, 8(1), 1-21. DOI: 10.1080/23808985.2018.1534552 

The five trends defining SEO and content marketing careers. (2019). Retrieved from 

https://www.marketingweek.com/five-trends-defining-seo-content-marketing-careers/ 

Forster, C. (2019). WHY CONTENT STRATEGY IS AT THE HEART OF DIGITAL 

TRANSFORMATION. Retrieved from https://adage.com/article/DAC/why-content-

strategy-heart-digital-transformation/2198201 

Galileo Tech Media. (2019). Retrieved from https://galileotechmedia.com/creating-content-to-

scale/ 

Garvin, K. (2019). Artificial Intelligence in Marketing Is What Customers Want. Retrieved from 

https://www.salesforce.com/products/marketing-cloud/best-practices/artificial-

intelligence-for-marketing/# 

Gibney, E. (2016). Google AI algorithm masters ancient game of Go. Retrieved from 

https://www.nature.com/news/google-ai-algorithm-masters-ancient-game-of-go-

1.19234#/b2 

Glaser, B. G., & Strauss, A. L. (1967). The discovery of grounded theory: Strategies for 

qualitative research. 

https://doi.org/10.1177/1065912917744895
https://www.marketingweek.com/five-trends-defining-seo-content-marketing-careers/
https://galileotechmedia.com/creating-content-to-scale/
https://galileotechmedia.com/creating-content-to-scale/
https://www.salesforce.com/products/marketing-cloud/best-practices/artificial-intelligence-for-marketing/
https://www.salesforce.com/products/marketing-cloud/best-practices/artificial-intelligence-for-marketing/
https://www.nature.com/news/google-ai-algorithm-masters-ancient-game-of-go-1.19234#/b2
https://www.nature.com/news/google-ai-algorithm-masters-ancient-game-of-go-1.19234#/b2


 

 

 86 

Goasduff, L. (2019). This Gartner Hype Cycle highlights how AI is reaching organizations in 

many different ways. Retrieved from https://www.gartner.com/smarterwithgartner/top-

trends-on-the-gartner-hype-cycle-for-artificial-intelligence-2019/ 

Granter, S., Beck, A., & Papke, D. (2017). AlphaGo, Deep Learning, and the Future of the 

Human Microscopist. Archives of Pathology and Laboratory Medicine, 141(5), 619-621. 

DOI: 10.5858/arpa.2016-0471-ED 

Harris, J. (2019). How to Develop a Content Strategy: Start With These 3 Questions. Retrieved 

from https://contentmarketinginstitute.com/2019/09/questions-content-strategy/ 

Hall, J. (2019). How Artificial Intelligence Is Transforming Digital Marketing. Retrieved from 

https://www.forbes.com/sites/forbesagencycouncil/2019/08/21/how-artificial-

intelligence-is-transforming-digital-marketing/#379462ee21e1 

Henson, M. (2017). Yes, a robot can write your advertising copy – here’s how. Smart Insights. 

Retrieved from https://www.smartinsights.com/persuasion-marketing/web-

copywriting/yes-robot-can-write-advertizing-copy-heres/ 

Hoy, M. (2018). Alexa, Siri, Cortana, and More: An Introduction to Voice Assistants. Medical 

Reference Services Quarterly, 37(1). https://doi.org/10.1080/02763869.2018.1404391 

Human creativity v machine creativity: when artificial intelligence gets creative. (2018). 

Retrieved from https://www.campaignlive.co.uk/article/human-creativity-v-machine-

creativity-when-artificial-intelligence-gets-creative/1485063 

IBM’s Watson edges Harvard students in “Jeopardy!” quiz. (2011).. Network World, 28(20), 8. 

Retrieved from 

http://search.ebscohost.com/login.aspx?direct=true&AuthType=ip,shib&db=ofm&AN=6

7789397&site=ehost-live&scope=site 

https://www.gartner.com/smarterwithgartner/top-trends-on-the-gartner-hype-cycle-for-artificial-intelligence-2019/
https://www.gartner.com/smarterwithgartner/top-trends-on-the-gartner-hype-cycle-for-artificial-intelligence-2019/
https://contentmarketinginstitute.com/2019/09/questions-content-strategy/
https://www.forbes.com/sites/forbesagencycouncil/2019/08/21/how-artificial-intelligence-is-transforming-digital-marketing/#379462ee21e1
https://www.forbes.com/sites/forbesagencycouncil/2019/08/21/how-artificial-intelligence-is-transforming-digital-marketing/#379462ee21e1
https://www.smartinsights.com/persuasion-marketing/web-copywriting/yes-robot-can-write-advertizing-copy-heres/
https://www.smartinsights.com/persuasion-marketing/web-copywriting/yes-robot-can-write-advertizing-copy-heres/
https://doi.org/10.1080/02763869.2018.1404391
https://www.campaignlive.co.uk/article/human-creativity-v-machine-creativity-when-artificial-intelligence-gets-creative/1485063
https://www.campaignlive.co.uk/article/human-creativity-v-machine-creativity-when-artificial-intelligence-gets-creative/1485063
http://search.ebscohost.com/login.aspx?direct=true&AuthType=ip,shib&db=ofm&AN=67789397&site=ehost-live&scope=site
http://search.ebscohost.com/login.aspx?direct=true&AuthType=ip,shib&db=ofm&AN=67789397&site=ehost-live&scope=site


 

 

 87 

Ismail, K. (2018). How AI is Transforming Copywriting. CMSWire. Retreived from 

https://www.cmswire.com/digital-marketing/how-ai-is-transforming-copywriting/ 

Jarek, K. & Mazurek, G. (2018). Marketing and Artificial Intelligence. Central European 

Business Review 8(2):46-55. DOI: 10.18267/j.cebr.213 

Jung, G. (2018). Our AI Overlord: The Cultural Persistence of Isaac Asimov’s Three Laws of 

Robotics in Understanding Artificial Intelligence [PDF file]. Retrieved from 

http://emergencejournal.english.ucsb.edu/wp-content/uploads/2018/06/Our-AI-Overlord-

Jung-Thesis-1.pdf 

Keller, J. (2019). Special Forces sets May technology demonstration for artificial intelligence 

(AI) and cognitive modeling. Retrieved from 

https://www.militaryaerospace.com/computers/article/16721992/special-forces-sets-may-

technology-demonstration-for-artificial-intelligence-ai-and-cognitive-modeling 

Kissane, E. (2011). The Elements of Content Strategy. New York, NY: A Book Apart. 

Krausz, G. & Colthart, J. (2018). How Artificial Intelligence Uncovered Evidence of Fraud. 

Retrieved from https://acfeinsights.squarespace.com/acfe-insights/2018/12/14/how-

artificial-intelligence-uncovered-evidence-of-fraud 

Krippendorff, K. (2004). Content Analysis: An Introduction to Its Methodology. Thousand Oaks, 

CA. Sage Publications. 

Krippendorff, K. (2004). Reliability in Content Analysis Some Common Misconceptions and 

Recommendations. Human Communication Research, 30(3), 411-433. Retrieved from 

https://onlinelibrary.wiley.com/doi/pdf/10.1111/j.1468-

2958.2004.tb00738.x?casa_token=2EuPPErS_9gAAAAA%3AIOh0TTi0ZUZYRVLsSj2

l7E9-ikwcOJ6-gIpWjqVGmzIDnrR4lDNQ-ppuSCJvCJAfnnwERIoy5H4nP3A 

https://www.cmswire.com/digital-marketing/how-ai-is-transforming-copywriting/
http://emergencejournal.english.ucsb.edu/wp-content/uploads/2018/06/Our-AI-Overlord-Jung-Thesis-1.pdf
http://emergencejournal.english.ucsb.edu/wp-content/uploads/2018/06/Our-AI-Overlord-Jung-Thesis-1.pdf
https://www.militaryaerospace.com/computers/article/16721992/special-forces-sets-may-technology-demonstration-for-artificial-intelligence-ai-and-cognitive-modeling
https://www.militaryaerospace.com/computers/article/16721992/special-forces-sets-may-technology-demonstration-for-artificial-intelligence-ai-and-cognitive-modeling
https://acfeinsights.squarespace.com/acfe-insights/2018/12/14/how-artificial-intelligence-uncovered-evidence-of-fraud
https://acfeinsights.squarespace.com/acfe-insights/2018/12/14/how-artificial-intelligence-uncovered-evidence-of-fraud
https://onlinelibrary.wiley.com/doi/pdf/10.1111/j.1468-2958.2004.tb00738.x?casa_token=2EuPPErS_9gAAAAA%3AIOh0TTi0ZUZYRVLsSj2l7E9-ikwcOJ6-gIpWjqVGmzIDnrR4lDNQ-ppuSCJvCJAfnnwERIoy5H4nP3A
https://onlinelibrary.wiley.com/doi/pdf/10.1111/j.1468-2958.2004.tb00738.x?casa_token=2EuPPErS_9gAAAAA%3AIOh0TTi0ZUZYRVLsSj2l7E9-ikwcOJ6-gIpWjqVGmzIDnrR4lDNQ-ppuSCJvCJAfnnwERIoy5H4nP3A
https://onlinelibrary.wiley.com/doi/pdf/10.1111/j.1468-2958.2004.tb00738.x?casa_token=2EuPPErS_9gAAAAA%3AIOh0TTi0ZUZYRVLsSj2l7E9-ikwcOJ6-gIpWjqVGmzIDnrR4lDNQ-ppuSCJvCJAfnnwERIoy5H4nP3A


 

 

 88 

Lang, A. (2000). The Limited Capacity Model of Mediated Message Processing. Journal of 

Communication. 50(1). pp. 46-70. https://doi.org/10.1111/j.1460-2466.2000.tb02833.x 

Lang, A. (2006). Using the Limited Capacity Model of Motivated Mediated Message 

Processing to Design Effective Cancer Communication Messages. Journal of 

Communication. 56(1). pp. S57-S80. https://doi-

org.iris.etsu.edu:3443/10.1111/j.1460-2466.2006.00283.x 

Lang, A. (2017). Limited Capacity Model of Motivated Mediated Message Processing (LC4MP). 

The International Encyclopedia of Media Effects. DOI: 

10.1002/9781118783764.wbieme0077 

Lang, A., Bradley, S., Chung, Y., & Lee, S. (2003). Where the mind meets the message: 

Reflections on ten years of measuring psychological responses to media. Journal of 

Broadcasting and Electronic Media; 47(4), pp. 650–655. 

Lee, J. (2018). Here's How AI Will Pull Content Marketing Back From the Brink of Destruction. 

Retrieved from https://blog.hubspot.com/marketing/ai-save-content-marketing 

Levine, B. A. (2019). AI has brains--but it's no MD: artificial intelligence has uses in medicine, 

but will never replace doctors' intuition. Contemporary OB/GYN, 62(4). 

Lekach, S. (2018). Google Assistant finally lets you book Uber, Lyft rides. Retrieved from 

https://mashable.com/article/google-assistant-lyft-uber/ 

Li, H. (2019). Special Section Introduction: Artificial Intelligence and Advertising. Journal of 

Advertising, 48(4), 333-337. https://doi.org/10.1080/00913367.2019.1654947 

Lin, P. & Hazelbaker, T. (2019). Meeting the Challenge of Artificial Intelligence: What CPAs 

Need to Know. Retrieved from https://www.cpajournal.com/2019/07/03/meeting-the-

challenge-of-artificial-intelligence/ 

https://doi.org/10.1111/j.1460-2466.2000.tb02833.x
https://doi-org.iris.etsu.edu:3443/10.1111/j.1460-2466.2006.00283.x
https://doi-org.iris.etsu.edu:3443/10.1111/j.1460-2466.2006.00283.x
https://blog.hubspot.com/marketing/ai-save-content-marketing
https://mashable.com/article/google-assistant-lyft-uber/
https://www.cpajournal.com/2019/07/03/meeting-the-challenge-of-artificial-intelligence/
https://www.cpajournal.com/2019/07/03/meeting-the-challenge-of-artificial-intelligence/


 

 

 89 

Lippmann, W. (1922). Public opinion. New York: Harcourt, Brace and Co. 

María, M. N., Saddys, S., López, V. F., Muñoz, M. D., & Sánchez, A. L. (2016). Web mining 

based framework for solving usual problems in recommender systems. A case study for 

movies' recommendation. Neurocomputing: An International Journal, 176, 72-80. 

http://dx.doi.org/10.1016/j.neucom.2014.10.097 

Martin, M. (2018). Retrieved from How AI Is Revolutionizing Digital Marketing. 

https://www.forbes.com/sites/nicolemartin1/2018/11/12/how-ai-is-revolutionizing-

digital-marketing/#1140d3ab1f62 

Marketing Analytics Strategy Summit 2019. (2020). Retrieved from 

https://digitalagencynetwork.com/marketing-analytics-strategy-summit-2019/ 

Marketing Analytics Summit. (2020). Retrieved from https://marketinganalyticssummit.com/ 

Mayor, A. (2018). Gods and Robots: Myths, Machines, and Ancient Dreams of Technology. 

Princeton, NJ: Princeton University Press. 

Mbah, C., Nwatu, C., & Okafor, O. (2018). Using Creativity Tools to Achieve Advertising 

effectiveness in Organizations. International Journal of Academic Research in Business 

and Social Sciences, 8(7), 887–901. http://dx.doi.org/10.6007/IJARBSS/v8-i7/4432 

McCombs, E. M. & Shaw, D. L. (1972). The Agenda-Setting Function of Mass Media. Oxford 

University Press: The Public Opinion Quarterly. 36(2). 176-187. Retrieved from 

https://www.jstor.org/stable/2747787. 

McCombs, Maxwell E.; Shaw, Donald L.; Weaver, David H. (2014). New Directions in 

Agenda-Setting Theory and Research. Mass Communication & Society. 17: 781–802. 

doi:10.1080/15205436.2014.964871 

http://dx.doi.org/10.1016/j.neucom.2014.10.097
https://www.forbes.com/sites/nicolemartin1/2018/11/12/how-ai-is-revolutionizing-digital-marketing/#1140d3ab1f62
https://www.forbes.com/sites/nicolemartin1/2018/11/12/how-ai-is-revolutionizing-digital-marketing/#1140d3ab1f62
https://digitalagencynetwork.com/marketing-analytics-strategy-summit-2019/
https://marketinganalyticssummit.com/
https://www.jstor.org/stable/2747787


 

 

 90 

McCoy, J. (2020). The Difference Between Content Marketing & Content Strategy (& Why You 

Need Both). Retrieved from https://www.searchenginejournal.com/content-marketing-vs-

content-strategy/349392/#close 

McGovern, A., Elmore, K., Gagne, D., Haupt, S., Karstens, C., Lagerquist, R., Smith, T., & 

Williams, J. (2007). Bulletin of the American Meteorological Society, 98(10), 2073-2090. 

doi: 10.1175/BAMS-D-16-0123.1 

McKendrick, J. (2018). Artificial Intelligence Will Replace Tasks, Not Jobs. Retrieved from 

https://www.forbes.com/sites/joemckendrick/2018/08/14/artificial-intelligence-will-

replace-tasks-not-jobs/#6207978fa7fa 

McKenzie, F. D., Petty, M. D., Kruszewski, P. A., Gaskins, R. C., Nguyen, Q. H., Seevinck, J., 

& Weisel, E. W. (2008). Simulation & Gaming, 39(1), 10-38. 

Mincholé, A. & Rodriguez, B. (2019). Artificial intelligence for the electrocardiogram. Retrieved 

from https://www.nature.com/articles/s41591-018-0306-1 

Mogaji, E., Olaleye, S., & Ukpabi, D. (2020). Using AI to Personalise Emotionally Appealing 

Advertisement. Digital and Social Media Marketing. (pp. 137-150). DOI: 10.1007/978-3-030-

24374-6_10 

Mutchler, A. (2017). Voice Assistant Timeline: A Short History of the Voice Revolution. 

Retrieved from https://voicebot.ai/2017/07/14/timeline-voice-assistants-short-history-

voice-revolution/ 

Müller, J. and Christandl, F. (2019). Content is king – But who is the king of kings? The effect of 

content marketing, sponsored content & user-generated content on brand responses. 

Computers in Human Behavior, 96, 46-55. https://doi.org/10.1016/j.chb.2019.02.006 

https://www.nature.com/articles/s41591-018-0306-1#auth-1
https://www.nature.com/articles/s41591-018-0306-1
https://voicebot.ai/2017/07/14/timeline-voice-assistants-short-history-voice-revolution/
https://voicebot.ai/2017/07/14/timeline-voice-assistants-short-history-voice-revolution/
https://doi.org/10.1016/j.chb.2019.02.006


 

 

 91 

O’Brien, F. (2019). Artificial Intelligence and the Future of Web Design. Retrieved from 

https://www.websitebuilderexpert.com/designing-websites/artificial-intelligence-and-the-

future-of-web-design/ 

Ogilvy, D. (1985). Ogilvy on Advertising. New York, NY: Random House. 

https://becominghuman.ai/the-future-of-advertising-artificial-intelligence-creativity-

522e969d194b 

Page, L., Brin, S., Motwani, R. & Winograd, T. (1998). The PageRank citation ranking: Bringing 

order to the Web. Proceedings of the 7th International World Wide Web Conference 

(161-172). Retrieved from http://ilpubs.stanford.edu:8090/422/1/1999-66.pdf 

Pasquarelli, A. (2019). CHASE COMMITS TO AI AFTER MACHINES OUTPERFORM 

HUMANS IN COPYWRITING TRIALS. Ad Age. Retrieved from 

https://adage.com/article/cmo-strategy/chase-commits-ai-after-machines-outperform-

humans-copywriting-trials/2187606 

Pecherskiy, V. (2017). Will AI Replace Creative Jobs? Forbes. Retrieved from 

https://www.forbes.com/sites/forbescommunicationscouncil/2017/10/11/will-ai-replace-

creative-jobs/#6802eca296a2. 

Perreault, M. & Mosconi, E. (2018, January). Social Media Engagement: Content Strategy and 

Metrics Research Opportunities [Paper presentation]. Hawaii International Conference 

on System Sciences, Hawaii. doi: 10.24251/HICSS.2018.451 

Persado. (2018, September 25). How Hotels.com Uses AI-Generated Copy to Engage Their 

Customers [YouTube Video]. 

https://www.youtube.com/watch?time_continue=64&v=dw6BXphZplI 

https://www.websitebuilderexpert.com/designing-websites/artificial-intelligence-and-the-future-of-web-design/
https://www.websitebuilderexpert.com/designing-websites/artificial-intelligence-and-the-future-of-web-design/
https://becominghuman.ai/the-future-of-advertising-artificial-intelligence-creativity-522e969d194b
https://becominghuman.ai/the-future-of-advertising-artificial-intelligence-creativity-522e969d194b
http://ilpubs.stanford.edu:8090/422/1/1999-66.pdf
https://adage.com/article/cmo-strategy/chase-commits-ai-after-machines-outperform-humans-copywriting-trials/2187606
https://adage.com/article/cmo-strategy/chase-commits-ai-after-machines-outperform-humans-copywriting-trials/2187606
https://www.forbes.com/sites/forbescommunicationscouncil/2017/10/11/will-ai-replace-creative-jobs/#6802eca296a2
https://www.forbes.com/sites/forbescommunicationscouncil/2017/10/11/will-ai-replace-creative-jobs/#6802eca296a2
https://www.youtube.com/watch?time_continue=64&v=dw6BXphZplI


 

 

 92 

Persado. (2020). Retrieved from 

https://www.persado.com/?gclid=EAIaIQobChMI8sm7q4v65QIVi5OzCh2NhgrdEAAY

ASAAEgK8dfD_BwE 

Predictive Analytics Innovation Summit: Deep-dive into a new era of AI and data strategy. 

(2020). Retrieved from https://www.theinnovationenterprise.com/summits/predictive-

analytics-innovation-summit-san-diego-2019 

Press, G. (2016). A Very Short History Of Artificial Intelligence (AI). Retrieved from 

https://www.forbes.com/sites/gilpress/2016/12/30/a-very-short-history-of-artificial-

intelligence-ai/#253c94266fba 

The quest for AI creativity. (n.d.) Retrieved from https://www.ibm.com/watson/advantage-

reports/future-of-artificial-intelligence/ai-creativity.html 

Thorpe, C., Herbert, M., Kanade, T., and Shafer, S. (1991). Toward Autonomous Driving: The 

CMU Navlab. Part I: Perception. IEEE Expert, 6(4), 31–42. 

Tran, T. P. (2017). Personalized ads on Facebook: An effective marketing tool for online 

marketers. Journal of Retailing and Consumer Services, 39, 230-242. 

Ram, A., Prasad, R., Khatri, C., Venkatesh, A., Gabriel, R., Liu, Q., Nunn J., Hedayatnia, B., 

Cheng, M., Ashish Nagar, Eric King, Kate Bland, Wartick, A., Pan, A., Song, A., 

Jayadevan, Hwang, G., & Pettigrue. A. (2018). Conversational AI: The Science Behind 

the Alexa Prize. Retrieved from https://arxiv.org/abs/1801.03604 

Ransbotham, S., Gerbert, P., Reeves, M., Kiron, D., & Spira, M. (2018). ARTIFICIAL 

INTELLIGENCE IN BUSINESS GETS REAL: Pioneering Companies Aim for AI at 

Scale. Retrieved from https://sloanreview.mit.edu/projects/artificial-intelligence-in-

business-gets-real/ 

https://www.persado.com/?gclid=EAIaIQobChMI8sm7q4v65QIVi5OzCh2NhgrdEAAYASAAEgK8dfD_BwE
https://www.persado.com/?gclid=EAIaIQobChMI8sm7q4v65QIVi5OzCh2NhgrdEAAYASAAEgK8dfD_BwE
https://www.theinnovationenterprise.com/summits/predictive-analytics-innovation-summit-san-diego-2019
https://www.theinnovationenterprise.com/summits/predictive-analytics-innovation-summit-san-diego-2019
https://www.forbes.com/sites/gilpress/2016/12/30/a-very-short-history-of-artificial-intelligence-ai/#253c94266fba
https://www.forbes.com/sites/gilpress/2016/12/30/a-very-short-history-of-artificial-intelligence-ai/#253c94266fba
https://www.ibm.com/watson/advantage-reports/future-of-artificial-intelligence/ai-creativity.html
https://www.ibm.com/watson/advantage-reports/future-of-artificial-intelligence/ai-creativity.html
https://arxiv.org/abs/1801.03604
https://sloanreview.mit.edu/projects/artificial-intelligence-in-business-gets-real/
https://sloanreview.mit.edu/projects/artificial-intelligence-in-business-gets-real/


 

 

 93 

Realizing the full value of AI in banking. (2018). https://www.accenture.com/us-

en/insights/banking/future-workforce-banking-survey 

Runco, M. & Acar, S. (2012). Divergent Thinking as an Indicator of Creative Potential. 

Creativity Research Journal, 24(1), 66-75. 

https://doi.org/10.1080/10400419.2012.652929 

Salesforce. (2020). Retrieved from https://www.salesforce.com/research/customer-expectations/# 

Salkind, N. (2010). Internal Consitency Reliability. Encyclopedia of Research Design. 

https://dx.doi.org/10.4135/9781412961288.n191 

Seirrawan, Y. (1997). Still No Match for the Human Brain. Communications of the ACM 40(8). 

Retrieved from 

https://pdfs.semanticscholar.org/3373/c869db150b498341eb4a1128891ba9b63f11.pdf 

Shead, S. (2020). Researchers: Are we on the cusp of an ‘AI winter’? Retrieved from 

https://www.bbc.com/news/technology-51064369 

Sherwood, R. (2019). The top 6 AI-enabled copywriting tools. Retrieved from 

https://www.theukdomain.uk/the-top-6-ai-enabled-copywriting-tools/ 

Shum, H. & Di Li, X. (2018) From Eliza to XiaoIce: challenges and opportunities with social 

chatbots. Frontiers of Information Technology & Electronic Engineering, 16(1), 10-26. 

https://doi.org/10.1631/FITEE.1700826 

Smith, R. & Yang, (2004). Toward a General Theory of Creativity in Advertising: Examining the 

Role of Divergence. Marketing Theory 4(1), 31-58. DOI: 10.1177/1470593104044086 

Strauss, Anselm L. (1987). Qualitative Analysis for Social Scientists. Cambridge, MA: 

Cambridge University Press. 

https://www.accenture.com/us-en/insights/banking/future-workforce-banking-survey
https://www.accenture.com/us-en/insights/banking/future-workforce-banking-survey
https://doi.org/10.1080/10400419.2012.652929
https://www.salesforce.com/research/customer-expectations/
https://pdfs.semanticscholar.org/3373/c869db150b498341eb4a1128891ba9b63f11.pdf
https://www.bbc.com/news/technology-51064369
https://www.theukdomain.uk/the-top-6-ai-enabled-copywriting-tools/
https://doi.org/10.1631/FITEE.1700826


 

 

 94 

Strickland, F., Mariani, J., & Jenkins, I. (2019). Military readiness through AI: How technology 

advances help speed up our defense readiness. Retrieved from 

https://www2.deloitte.com/us/en/insights/industry/public-sector/ai-military-

readiness.html 

Teoh, E. R., & Kidd, D. G. (2017). Rage against the machine? Google’s self-driving cars versus 

human drivers. Journal of Safety Research, 63, 57–60. 

https://doi.org/10.1016/j.jsr.2017.08.008 

Tie, Y., Birks, M., & Francis, K. (2019). Grounded theory research: A design framework for 

novice researchers. SAGE Open Medicine, 7. doi: 10.1177/2050312118822927 

Timonen, V., Foley, G., & Conlon, C. (2018). Challenges When Using Grounded Theory: A 

Pragmatic Introduction to Doing GT Research. International Journal of Qualitative 

Methods. https://doi.org/10.1177/1609406918758086 

Turing, A. (1950). Computing Machinery and Intelligence. Mind, 49, 433-460. 

Wallace, R. S., Stentz, A., Thorpe, C. E., Moravec, H. P., Whittaker, W., & Kanade, T. (1985). 

First Results in Robot Road-Following [PDF File]. Retrieved from 

https://pdfs.semanticscholar.org/aed9/62d06b081820cb3481fafa5a59568fca4764.pdf?_ga

=2.70507794.323535031.1580844163-892545327.1580844163 

Warzel, C. (2019). Will Congress Actually Pass a Privacy Bill? Retrieved from 

https://www.nytimes.com/2019/12/10/opinion/congress-privacy-bill.html 

Wealth Talks. (2017, March 11). Steve Jobs 1981 Interview [Video File]. Retrieved from 

https://www.youtube.com/watch?v=hNThOf1XlSI 

https://www2.deloitte.com/us/en/insights/industry/public-sector/ai-military-readiness.html
https://www2.deloitte.com/us/en/insights/industry/public-sector/ai-military-readiness.html
https://doi.org/10.1016/j.jsr.2017.08.008
https://pdfs.semanticscholar.org/aed9/62d06b081820cb3481fafa5a59568fca4764.pdf?_ga=2.70507794.323535031.1580844163-892545327.1580844163
https://pdfs.semanticscholar.org/aed9/62d06b081820cb3481fafa5a59568fca4764.pdf?_ga=2.70507794.323535031.1580844163-892545327.1580844163
https://www.nytimes.com/2019/12/10/opinion/congress-privacy-bill.html
https://www.youtube.com/watch?v=hNThOf1XlSI


 

 

 95 

Whitaker, P. (2019). The computer will see you now: A typical doctor makes 10,000 decisions a 

year. But even the best will get things wrong at least 100 times. Can AI offer a solution to 

human error in medicine? Retrieved from 

https://www.newstatesman.com/politics/health/2019/07/computer-will-see-you-now 

Whynott, D. (1999). The robot that loves people. Discover, 20(10), 66–73. Retrieved from 

http://search.ebscohost.com/login.aspx?direct=true&AuthType=ip,shib&db=gft&AN=50

3679617&site=ehost-live&scope=site 

Will Architects and Engineers be Replaced by Robots? (2020). Retrieved from 

https://academy.archistar.ai/will-architects-and-engineers-be-replaced-by-robots 

Wilson, R. (2016). The ethics of I, robot. Electronics Weekly, 2686. Retrieved from OmniFile 

Full Text Mega (H.W. Wilson). 

Wix.com Launches Wix ADI - Artificial Design Intelligence - and Delivers the Future of 

Website Creation for Desktop and Mobile Websites Worldwide. (2016). Retrieved from 

https://www.prnewswire.com/news-releases/wixcom-launches-wix-adi---artificial-

design-intelligence--and-delivers-the-future-of-website-creation-for-desktop-and-mobile-

websites-worldwide-300281115.html 

World Economic Forum. (2016). The Future of Jobs: Employment, Skills and Workforce 

Strategy for the Fourth Industrial Revolution [PDF file]. Retrieved from  

Yang, G. (2006). AI Winter and its lessons. History of Computing [PDF file]. Retrieved from 

https://courses.cs.washington.edu/courses/csep590/06au/projects/history-ai.pdf. 

Young, J. (2009). A Technique for Producing Ideas: The simple, five-step formula anyone can 

use to be more creative in business and in life! West Valley City, UT: Waking Lion 

Press. 

https://www.newstatesman.com/politics/health/2019/07/computer-will-see-you-now
http://search.ebscohost.com/login.aspx?direct=true&AuthType=ip,shib&db=gft&AN=503679617&site=ehost-live&scope=site
http://search.ebscohost.com/login.aspx?direct=true&AuthType=ip,shib&db=gft&AN=503679617&site=ehost-live&scope=site
https://academy.archistar.ai/will-architects-and-engineers-be-replaced-by-robots
https://www.prnewswire.com/news-releases/wixcom-launches-wix-adi---artificial-design-intelligence--and-delivers-the-future-of-website-creation-for-desktop-and-mobile-websites-worldwide-300281115.html
https://www.prnewswire.com/news-releases/wixcom-launches-wix-adi---artificial-design-intelligence--and-delivers-the-future-of-website-creation-for-desktop-and-mobile-websites-worldwide-300281115.html
https://www.prnewswire.com/news-releases/wixcom-launches-wix-adi---artificial-design-intelligence--and-delivers-the-future-of-website-creation-for-desktop-and-mobile-websites-worldwide-300281115.html
https://courses.cs.washington.edu/courses/csep590/06au/projects/history-ai.pdf


 

 

 96 

Zhang, B. & Dafoe, A. (2019). Artificial Intelligence: American Attitudes and Trends. 

https://governanceai.github.io/US-Public-Opinion-Report-Jan-

2019/us_public_opinion_report_jan_2019.pdf 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://governanceai.github.io/US-Public-Opinion-Report-Jan-2019/us_public_opinion_report_jan_2019.pdf
https://governanceai.github.io/US-Public-Opinion-Report-Jan-2019/us_public_opinion_report_jan_2019.pdf


 

 

 97 

APPENDICES 

Appendix A: Axial Coding Variable Table 

This table represents all seven variables identified during this study’s axial coding process. 
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Appendix B: Original Sources 

These four tables are the original 78 sources gathered for this study. They are taken from four 

primary categories: marketing publications, general publications, technology publications, and 

blog articles. 
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