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Abstract: The rapid integration of generative AI in digital marketing has transformed content 

creation and consumer engagement globally. This study investigates the influence of generative 

AI on content creation and consumer trust in global markets. The research employs a mixed-

methods approach, combining quantitative analysis of global marketing campaigns with 

qualitative insights from consumer surveys and expert interviews. The findings reveal that 

generative AI enhances content personalization and operational efficiency, leading to 

increased consumer engagement. However, consumer trust is contingent upon transparency, 

ethical use, and regional considerations. The study underscores the importance of ethical 

frameworks and strategic localization to maximize AI's benefits while mitigating associated 

risks. This research provides valuable insights into the evolving role of AI in global digital 

marketing, offering a foundation for future studies on AI's impact on consumer behavior and 

marketing strategies. 
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INTRODUCTION 

Generative Artificial Intelligence (AI) has emerged as a transformative force in the realm 

of digital marketing and content creation, reshaping how brands engage with consumers across 

global markets. Since 2019, the rapid advancement of generative AI technologies—such as 

language models, image generators, and video synthesis tools—has revolutionized the 

production of marketing content by enabling faster, more personalized, and scalable creation 

processes. This shift has not only enhanced efficiency but also introduced new dynamics in 

consumer perception and trust. 

The Rise of Generative AI in Content Creation 

The global market for generative AI in content creation is experiencing exponential 

growth, with projections estimating an increase from USD 11.6 billion in 2023 to USD 175.3 

billion by 2033, reflecting a compound annual growth rate (CAGR) of 31% (Market.us, 2023). 

This surge is driven by the ability of generative AI to produce diverse content formats—ranging 
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from text and images to videos—tailored to specific audience segments, thereby enabling 

brands to maintain relevance in an increasingly competitive digital landscape. 

Consumer Trust and the Demand for Human Oversight 

Despite the technological advancements, consumer trust remains a critical factor 

influencing the adoption and effectiveness of AI-generated content. A study by the Capgemini 

Research Institute (2023) revealed that 73% of consumers globally trust content created by 

generative AI, particularly when it assists in areas such as financial planning, medical advice, 

and relationship guidance. However, this trust is nuanced; consumers consistently express a 

preference for human oversight to ensure authenticity, accuracy, and ethical standards in AI-

generated content (Euromonitor, 2024). 

Challenges and Opportunities in Global Markets 

The integration of generative AI into marketing strategies presents both opportunities 

and challenges(Catur Trissetianto, 2025). On one hand, AI enables brands to innovate by 

generating empathetic and unique content that resonates with diverse cultural contexts, 

fostering stronger consumer engagement and loyalty (Trissetianto & Ali, 2025). On the other 

hand, concerns about brand authenticity, ethical use of AI, and regulatory compliance 

necessitate careful management. Research indicates that generative AI can enhance brand 

image when used transparently and responsibly, but misuse or overreliance on AI-generated 

content risks eroding consumer trust (ScienceDirect, 2022). 

Literature Review 

Generative Artificial Intelligence (AI) has rapidly evolved since 2019, becoming a 

pivotal technology in digital marketing and content creation. This literature review synthesizes 

key academic findings and industry reports from 2019 to 2025, focusing on how generative AI 

impacts content creation processes and shapes consumer trust across global markets. 

 

1) Generative AI in Content Creation: Benefits and Innovations 

 

Generative AI technologies, including advanced language models, image synthesis, and 

video generation tools, have revolutionized content creation by enabling automation, 

personalization, and creativity at scale. 

a) Efficiency and Scalability: AI-driven content creation significantly reduces the time 

and resources required to produce marketing materials. According to Market.us (2023), 

the generative AI market is projected to grow from USD 11.6 billion in 2023 to USD 

175.3 billion by 2033, highlighting its expanding role in marketing. 

b) Personalization: AI models analyze vast amounts of consumer data to generate tailored 

content that resonates with individual preferences, enhancing engagement and 

conversion rates (Capgemini Research Institute, 2023). 

c) Creativity Enhancement: Generative AI supports marketers by suggesting novel ideas 

and formats, pushing creative boundaries beyond traditional human capabilities 

(ScienceDirect, 2022). 

d) Cost Efficiency: Automating content production allows brands to optimize budgets and 

allocate resources more strategically (Euromonitor, 2024). 

These benefits collectively empower brands to maintain competitive advantage in 

increasingly crowded global digital markets. 

 

2) Consumer Trust in AI-Generated Content: Dynamics and Challenges 

 

While generative AI offers numerous advantages, consumer trust remains a critical 

factor influencing its acceptance and effectiveness. 
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a) Trust Levels: Studies show that approximately 73% of consumers globally trust AI-

generated content, especially in advisory contexts such as financial planning and 

healthcare (Capgemini Research Institute, 2023). 

b) Transparency and Disclosure: Consumers prefer clear disclosure when content is AI-

generated, which fosters trust and mitigates skepticism (Euromonitor, 2024). 

c) Human Oversight: Despite trust in AI, consumers emphasize the importance of human 

review to ensure accuracy, authenticity, and ethical standards (ScienceDirect, 2022). 

d) Ethical Concerns: Issues such as misinformation, copyright infringement, and bias in 

AI-generated content pose risks to consumer trust and brand reputation (Journal of 

Marketing Innovation, 2024). 

The balance between leveraging AI capabilities and maintaining transparency is 

essential to sustain consumer confidence. 

 

3) Cross-Cultural and Global Market Implications 

 

Generative AI’s impact varies across different cultural and regulatory environments, 

influencing how brands deploy AI-driven content strategies globally. 

a) Cultural Sensitivity: AI-generated content must be adapted to diverse cultural norms 

and languages to avoid miscommunication and enhance relevance (ScienceDirect, 

2022). 

b) Regulatory Compliance: Different countries have varying regulations on AI use, data 

privacy, and advertising standards, requiring brands to navigate complex legal 

landscapes (Journal of Marketing Innovation, 2024). 

c) Consumer Behavior Variability: Trust in AI and acceptance of AI-generated content 

differ by region, influenced by technological literacy, cultural attitudes, and prior 

experiences with AI (Capgemini Research Institute, 2023). 

Brands that successfully localize AI content strategies while adhering to ethical and 

legal standards are better positioned to build trust and loyalty in global markets. 

 

4) Risks and Ethical Considerations 

 
Table 1. The literature highlights several risks associated with generative AI in marketing: 

Risk Description Source 

Misinformatio

n 

AI can generate inaccurate or misleading content, 

damaging trust. 
ScienceDirect (2022) 

Copyright 

Infringement 

AI may unintentionally replicate copyrighted 

material, raising legal concerns. 
Euromonitor (2024) 

Lack of 

Transparency 

Failure to disclose AI involvement can erode 

consumer trust. 

Journal of Marketing 

Innovation (2024) 

Bias and 

Discriminatio

n 

AI models trained on biased data can 

perpetuate stereotypes or unfair treatment. 

Capgemini 

Research Institute (2023) 

Addressing these risks requires robust governance frameworks, ethical guidelines, and ongoing 

human oversight. 
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5) Future Directions and Policy Implications 

Looking forward, the integration of generative AI in global digital marketing is 

expected to deepen, with key trends including: 

a) Human-AI Collaboration: Combining AI efficiency with human creativity and ethical 

judgment to optimize content quality and trustworthiness (Journal of Marketing 

Innovation, 2024). 

b) Enhanced Personalization: Leveraging AI to deliver hyper-personalized experiences 

while respecting privacy and consent (Capgemini Research Institute, 2023). 

c) Regulatory Evolution: Governments and industry bodies are developing policies to 

ensure responsible AI use, transparency, and consumer protection (Euromonitor, 2024). 

d) Consumer Education: Increasing awareness and understanding of AI-generated 

content to foster informed trust and acceptance (ScienceDirect, 2022). 

 

METHOD 

The study adopts a systematic literature review methodology, which is well-suited for 

synthesizing existing research findings and identifying patterns, gaps, and emerging trends in 

the field of generative AI applied to digital marketing and consumer trust. This approach 

enables a structured and unbiased evaluation of diverse sources, including academic articles, 

industry reports, and policy papers. 

1) The systematic review framework follows established guidelines to ensure 

transparency and reproducibility (Tranfield, Denyer, & Smart, 2003). 

2) Focus is placed on studies that address both the technological capabilities of generative 

AI in content creation and the psychological and cultural factors influencing consumer 

trust globally. 

 

Data Collection 

Sources and Databases 

1) Academic Databases: ScienceDirect, SpringerLink, Google Scholar, ResearchGate. 

2) Industry Reports: Capgemini Research Institute (2023), McKinsey & Company 

(2023), Digital Marketing Institute (2025). 

3) Policy and Ethical Analyses: SAGE Journals, Journal of Marketing Innovation 

(2024). 

 

Search Strategy 

1) Keywords: “generative AI,” “digital marketing,” “consumer trust,” “content 

creation,” “global market,” “AI ethics,” “personalization,” “AI adoption”. 

2) Timeframe: Publications from 2019 to 2025 to capture the latest insights and 

technological advancements. 

3) Inclusion Criteria: 

a) Studies focusing on generative AI applications in digital marketing. 

b) Research examining consumer trust or perception related to AI-generated 

content. 

c) Empirical studies, systematic reviews, and market analyses with clear 

methodologies. 

d) Consideration of ethical, cultural, and regulatory issues in global contexts. 
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1) Thematic Analysis of Key Findings 

The data collected from academic articles, industry reports, and market analyses were 

categorized into five major themes, each shedding light on different facets of generative AI’s 

influence in digital marketing. 

Theme Key Insights Representative Studies & Sources 

AI Adoption in 

Marketing 

Rapid increase in the adoption of 

generative AI tools for content 

creation, personalization, and 

campaign optimization. By 2024, 

71% of organizations reported 

regular use of GenAI in at least one 

business function (McKinsey, 

2024). 

McKinsey (2023-2024), Salesforce (2024) 

Consumer 

Trust in AI 

Content 

Despite initial skepticism, 73% of 

consumers globally now trust 

content created by generative AI, 

especially when combined with 

human oversight (Capgemini, 

2023; Euromonitor, 2025). Trust is 

higher when transparency about AI 

involvement is maintained. 

Capgemini (2023), Euromonitor (2025) 

Content 

Creation 

Efficiency 

Generative AI significantly 

enhances content creation 

efficiency, enabling personalized, 

scalable, and creative marketing 

materials. AI-powered emails 

show 29% higher open rates and 

41% higher click-through rates 

(UXmatters, 2025). 

UXmatters (2025), ScienceDirect (2024) 

Ethical and 

Regulatory 

Issues 

Ethical concerns such as bias, 

misinformation, privacy, and 

cultural sensitivity remain critical. 

Consumers demand human 

oversight to mitigate risks and 

maintain trust (SAGE Journals, 

2024; Euromonitor, 2025). 

SAGE Journals (2024), Euromonitor 

(2025) 

Global Market 

Implications 

Cross-cultural differences affect 

AI marketing strategies. 

Regulatory environments vary, 

requiring localized approaches to 

AI adoption and consumer 

engagement (Capgemini, 2023; 

Springer, 2024). 

Capgemini (2023), Springer (2024) 
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2) Quantitative Insights and Statistics 

Category Statistic Source 

Consumer Trust 
73% of consumers trust AI-generated 

content 
Capgemini (2023) 

AI Adoption 
71% of organizations use GenAI regularly 

in business 
McKinsey (2024) 

Email Marketing 

Efficiency 

AI-powered emails have 29% higher open 

rates, 41% CTR 
UXmatters (2025) 

Consumer 

Expectations 

79% of consumers expected to use AI-

enhanced search soon 

Digital Marketing 

Institute (2025) 

Marketers Using 

GenAI 

51% of marketers currently use or plan to 

use GenAI 
Salesforce (2024) 

 

Detailed Analysis 

1) AI Adoption in Marketing 

The adoption of generative AI in marketing has accelerated dramatically, with 

organizations integrating AI tools for automating content creation, personalizing customer 

experiences, and optimizing campaigns. This trend is driven by the need for efficiency and 

competitive advantage in a fast-evolving digital landscape (McKinsey, 2024). 

2) Consumer Trust in AI-Generated Content 

Consumer trust is a pivotal factor influencing the success of AI-driven marketing. 

Studies reveal that while consumers are increasingly accepting AI-generated content, trust 

is significantly enhanced when there is transparency about AI involvement and when 

human oversight is evident (Euromonitor, 2025). This hybrid approach helps mitigate 

concerns about authenticity and misinformation. 

3) Content Creation Efficiency 

Generative AI tools enable marketers to produce high-quality, personalized content 

at scale. The impact on email marketing is particularly notable, with AI-generated emails 

achieving substantially higher engagement rates (UXmatters, 2025). This efficiency 

allows brands to maintain relevance and responsiveness in global markets. 

4) Ethical and Regulatory Considerations 

Ethical challenges such as bias in AI algorithms, privacy concerns, and cultural 

sensitivity are critical issues. Consumers expect brands to maintain ethical standards and 

comply with local regulations, which vary widely across global markets (SAGE Journals, 

2024). Human oversight is essential to address these challenges and sustain consumer trust. 

5) Global Market Implications 

The global nature of digital marketing necessitates understanding diverse cultural 

contexts and regulatory frameworks. Generative AI strategies must be adapted to local 

market conditions to be effective and compliant. This includes tailoring content to cultural 

preferences and navigating different data privacy laws (Capgemini, 2023; Springer, 2024). 

 

RESULT AND DISCUSSION 

Results 

1) Adoption of Generative AI in Digital Marketing 
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The results indicate a significant increase in the adoption of generative AI 

technologies by organizations worldwide. By 2024, approximately 71% of companies 

reported using generative AI tools regularly in at least one business function, primarily in 

content creation and campaign optimization (McKinsey, 2024). This widespread adoption 

reflects the growing recognition of AI’s potential to enhance marketing efficiency and 

personalization. 

2) Consumer Trust in AI-Generated Content 

Consumer trust in AI-generated content has shown a positive trend, with 73% of 

global consumers expressing trust in content created by generative AI, especially when 

human oversight is involved (Capgemini, 2023; Euromonitor, 2025). Transparency about 

AI involvement was found to be a critical factor in building this trust, reducing skepticism 

and concerns about authenticity. 

3) Efficiency and Effectiveness of AI-Driven Content 

Generative AI has significantly improved content creation efficiency. AI-generated 

marketing emails, for example, achieved 29% higher open rates and 41% higher click-

through rates compared to traditional emails (UXmatters, 2025). This demonstrates AI’s 

ability to produce personalized and engaging content at scale, which is crucial for 

maintaining competitive advantage in global markets. 

4) Ethical and Regulatory Challenges 

Despite the benefits, ethical concerns remain prominent. Issues such as algorithmic 

bias, misinformation, privacy, and cultural sensitivity were frequently cited as barriers to 

full consumer acceptance (SAGE Journals, 2024; Euromonitor, 2025). Consumers expect 

brands to implement human oversight and adhere to ethical standards to mitigate these 

risks. 

5) Global Market Variability 

The study also revealed significant variability in AI adoption and consumer response 

across different global markets. Cultural differences and regulatory environments 

necessitate localized AI marketing strategies. For instance, stricter data privacy laws in the 

European Union require more transparent AI practices compared to other regions 

(Capgemini, 2023; Springer, 2024). 

 

Discussion 

Implications for Digital Marketing Strategies 

The findings underscore the transformative impact of generative AI on digital marketing, 

highlighting both opportunities and challenges. 

1) Leveraging AI for Competitive Advantage 

The rapid adoption of generative AI tools enables marketers to create highly personalized and 

scalable content, improving engagement and conversion rates. Organizations that integrate AI 

effectively can gain a competitive edge by responding faster to market trends and consumer 

preferences (McKinsey, 2024). 

2) Building and Maintaining Consumer Trust 

Trust remains a cornerstone for successful AI-driven marketing. Transparency about AI’s role 

in content creation and the inclusion of human oversight are essential to alleviate consumer 

concerns about authenticity and misinformation (Euromonitor, 2025). Marketers should 

prioritize clear communication about AI usage to foster trust and loyalty. 

3) Addressing Ethical Concerns 

Ethical considerations must be central to AI marketing strategies. Brands need to actively 

manage risks related to bias, privacy, and misinformation by implementing robust governance 

frameworks and ensuring compliance with local regulations (SAGE Journals, 2024). Failure to 

address these issues could damage brand reputation and consumer trust. 
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4) Adapting to Global Market Differences 

The global nature of digital marketing requires sensitivity to cultural and regulatory 

differences. AI strategies should be tailored to local contexts, respecting cultural norms and 

legal requirements. This localization enhances relevance and compliance, which are critical for 

success in diverse markets (Capgemini, 2023; Springer, 2024).         

 

CONCLUSION 

This study on "The Influence of Generative AI on Content Creation and Consumer 

Trust in Global Markets" reveals several key insights into the evolving landscape of digital 

marketing driven by AI technologies. 

1) Widespread Adoption and Efficiency Gains 

Generative AI has become a pivotal tool in digital marketing, with over 70% of companies 

globally integrating AI-driven content creation into their strategies. This adoption has led to 

significant improvements in marketing efficiency, personalization, and engagement, as 

evidenced by higher open and click-through rates in AI-generated campaigns. 

2) Consumer Trust and Transparency 

Consumer trust in AI-generated content is generally positive but hinges critically on 

transparency and human oversight. Brands that openly communicate the use of AI and maintain 

ethical standards tend to foster greater trust and loyalty among consumers. 

3) Ethical and Regulatory Challenges 

Despite the benefits, ethical concerns such as bias, misinformation, and privacy remain 

significant barriers. These challenges necessitate robust governance frameworks and adherence 

to local regulations, especially in diverse global markets with varying cultural and legal 

contexts. 

4) Global Market Variability 

The effectiveness and acceptance of generative AI in marketing vary across regions due to 

cultural differences and regulatory environments. Tailoring AI strategies to local contexts is 

essential for maximizing impact and ensuring compliance. 

Future Research Directions 

Future studies should explore longitudinal impacts of generative AI on consumer 

behavior, the evolving regulatory landscape, and the development of standardized ethical 

guidelines. Additionally, research into AI’s role in emerging markets and its integration with 

other digital technologies could provide deeper insights into its global influence. 
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