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Abstract

The rapid development of Artificial Intelligence (AI) has significantly transformed the practice
of marketing and brand communication. Modern brands are increasingly integrating Al tools,
however, questions remain regarding the impact of these technologies on the quality,
authenticity, and creativity of brand communication. Although the relationship between
artificial intelligence and marketing has become a widely explored topic in international
academic space, the influence of Al on the creation of branded textual content has received
comparatively less attention.

The present study aims to assess the impact of artificial intelligence on brand communication,
specifically on the process of creating textual content. A mixed-methods research approach
was employed, incorporating two quantitative surveys conducted among relevant target
groups and in-depth interviews with industry professionals. The study examined both
marketing communication specialists’ experiences and evaluations of Al usage in content
creation and consumers’ attitudes toward Al-generated commercial content.

The findings revealed that artificial intelligence significantly accelerates the content creation
process and enables the rapid generation of multiple content variations. At the same time, the
results indicated that Al capabilities remain relatively limited when content creation requires
originality, emotional depth, and an understanding of specific contextual factors. The study
also identified challenges related to the standardization of Al-generated content and its
implications for the authenticity of brand communication.

The research concluded that artificial intelligence plays a supportive role in the content
creation process, however, it does not fully possess the creative and strategic skills that form
the foundation of successful brand communication. Consequently, the findings suggest that
the creation of valuable branded content continues to depend on the effective integration of
technological capabilities and human creativity.

Keywords: Artificial Intelligence, Al, Brand Communication, Content, Copywriting,
Creativity, Marketing.
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