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Abstract 

In the contemporary digital environment, the rapid development of artificial intelligence has 

significantly transformed traditional approaches to organizational communication and 

marketing. Artificial intelligence–generated communication tools have become increasingly 

prominent, as they are widely used in content creation, customer interaction, and decision-

making processes. This technological transformation has a substantial impact on consumer 

behavior, trust formation, and the quality of relationships between consumers and brands. 

The aim of this research is to examine the impact of artificial intelligence–generated 

communication tools on consumer behavior. The study analyzes the main areas of AI 

application in strategic communication and marketing, as well as theoretical models of 

consumer behavior and their connection to technology-driven communication. 

The research is based on a review and analysis of academic literature. The findings indicate 

that AI-generated communication increases the level of personalization, simplifies 

information processing, and significantly influences consumer engagement and purchase 

decisions. At the same time, certain challenges and risks were identified, including issues 

related to trust, ethical concerns, and the dehumanization of communication. 

The results of the study demonstrate that the effective use of artificial intelligence in 

communication requires a balanced approach that combines technological capabilities with 

human involvement. The research provides a theoretical and practical foundation for 

evaluating the use of artificial intelligence in business and strategic communication contexts. 

Key Words: Artificial Intelligence, Generative AI, Communication Tools, Consumer Behavior, 

Marketing. 
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