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Abstract: The article researches the transformative possibility of Artificial Intelligence (Al) technology tools in digital marketing communications. By leveraging machine learning,
natural language processing, and data analytics capabilities, Al tools enable marketers to automate tasks, personalize content, optimize campaigns, and gain deeper insights into
customer behaviour. The paper examines applications of Al in digital marketing, analyses the way of transforming digital communication by Al, compares it to the traditional PESO
communications model, presents the utilization of Al tools within the PESO framework and their collaboration to enhance communications, and proposes a framework for successful
implementation. The research question in this paper is: how do artificial intelligence tools transform communication in a digital marketing environment? The results provide valuable

insights into how Al-based technology transforming digital marketing communications.
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1 INTRODUCTION

Digital technologies such as artificial intelligence (AI)
are known to be highly complex and continuously evolving.
Embracing them necessitates organizations to consistently
realign their resources, personnel, culture, and decision-
making procedures [1]. They are defined as "products or
services that are either embodied in information and
communication technologies or enabled by them" [1]. They
exist as digital platforms or artifacts with digitized
components. While there are various types of digital
technology, they all share a common theme: separating
digital information from the physical form of the device [1].
Digitalization extends beyond implementing technology to
signify a fundamental shift in the entire business model and
the evolution of work [1]. Al has been touted as a means for
organizations to reduce costs and enhance the quality of their
services, coordination, productivity, and operational
efficiencies [1]. According to a market analysis of global Al
in marketing, it is projected that the global Al in marketing
market will experience a compound annual growth rate
(CAGR) of 30% between 2023 and 2028 [2]. This
demonstrates the rapid growth and adoption of Al in the
marketing sector worldwide. Additionally, research by
Statista shows that 84% of marketers are either using Al in
their marketing activities or planning to do so, indicating the
widespread adoption of Al among marketing professionals
[2]. Furthermore, a study by Gartner predicts that by 2025,
80% of marketing organizations will utilize Al to personalize
customer experiences, highlighting the increasing emphasis
on using Al for customer-centric marketing strategies [2].

Spending on Al-powered advertising is expected to
reach $35 billion worldwide by 2025, indicating a significant
rise in Al-driven marketing budgets [2]. The rapid growth of
Al technologies emphasizes the need for extensive research
in this field, as they are increasingly utilized in various
business operations creating new opportunities for digital
transformation, and presenting fresh challenges for process
managers.

This article aims to identify available scientific literature
and Al tools as a framework for transforming digital

marketing communications and to determine how Al tools
transform digital communication.

Literature reviews on Al tools in digital marketing
communication are being conducted, analysing key
applications and benefits, and describing utilization of Al
tools within PESO digital communications framework and
provide examples of how they are incorporated in practice.

The primary aim of our research was to explore the ways
in which artificial intelligence tools are revolutionizing
communication in the context of digital marketing, how Al
reshaping communications and compare it to the traditional
PESO communications model (paid, earned, shared, and
owned media). Furthermore, the study presents the utilization
of Al tools like ChatGPT within the PESO framework. It
determines how they can collaborate to enhance
communications and also explores how businesses can use
ChatGPT to enhance their PESO communications strategy.

The scientific contribution of this study is an exploration
of a relatively unexplored and under-researched field,
guiding future studies of Al-based technologies that enhance
digital marketing communications.

The paper is structured as follows: Firstly, we outline the
aims and purpose of the study. The main section of the study
will introduce the research approach, including a review of
the literature, an exploration of the framework for developing
a comprehensive digital communication strategy, and an
analysis of Al tools that transform communication. Our
research findings offer valuable insights into the potential
and challenges of Al in revolutionizing digital marketing
communications. Finally, the last part of the paper will cover
research limitations and provide recommendations for future
research.

2 RESEARCH APPROACH

Through an in-depth analysis of relevant literature, we
have identified the framework for developing an effective
communication strategy in digital marketing. Additionally,
we exemplified how Al, illustrated by Chat GPT, is
reshaping digital transformation.
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2.1 Literature Review

Al tools are pivotal in enhancing digital communication
across diverse industries. These tools empower designers by
expanding the range of solutions available [3], enable
marketers to craft personalized customer experiences and
gain a deeper understanding of their audience [4]. Al-
powered tools not only provide quick insights and
simulations to designers but also facilitate personalized and
automated message-based interventions to promote
sustainable lifestyles and healthy choices [4]. When
integrated into digital marketing, Al allows marketers to
automate tasks, enhance customer interactions, and gain
insights into consumer behaviour, ultimately simplifying
their work and improving communication strategies.

The utilization of Al tools in digital communication
continues to transform various industries, offering innovative
solutions and enhancing overall efficiency. According to
citation database Web of Science there is a great interest in
studying Al tools that are involved in all segments of life and
speed up work processes and automation. Analyzing the
available articles using the keyword according to the topic
"Al and digital communication", 874 articles are available,
which leads us to believe that this is still an unexplored topic.
The oldest works appear in the early nineties of the 20
century. Refine our search by Web of Science Categories:
Business, Management, and Economics we get 68 articles.
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Figure 1 Al and digital communication Articles from Web of Science Published by
Year [5]

By examining the documents, the thematic framework
evolves to prioritize personalized user experience and the
utilization of various Al tools in their integration into the
business process. When we look at the broader digital
economy, Al technologies, such as machine learning and big
data analytics, are transforming various sectors, improving
efficiency, and personalizing customer experiences [6].
While Al offers significant value for businesses in areas such
as process automation, decision-making, and
personalization, its implementation also presents challenges
related to security, privacy, and staff training. Successful Al
application requires a strategic approach, including
adaptation of work processes and organizational culture [7].

Al tools are transforming digital communication across
various domains, including social media marketing,
healthcare, and interpersonal interactions. In social media,
Al-powered tools enable automated analysis of key
performance indicators, supporting decision-making in

marketing strategies [8]. However, the accessibility of Al-
mediated communication (AI-MC) tools varies based on
factors like software access, demographics, and Al literacy
[9]. In healthcare, Al chatbots offer versatile applications for
information dissemination, appointment scheduling, and
patient support, though challenges remain in their integration
[10]. Across diverse contexts, Al technologies like virtual
assistants, chatbots, and translation tools promise enhanced
efficiency,  personalization, and  accessibility in
communication. While these advancements offer significant
benefits, further research is needed to address ethical
concerns, improve accessibility for vulnerable groups, and
develop user-centered guidelines to ensure responsible
innovation in Al-mediated communication [11].

Travel and tourism industry (TTI) stands to gain the most
from artificial intelligence (Al), potentially reshaping the
entire industry [12]. Bliimel identifies how customer service
agents and conversational artificial intelligence (Al)
applications can provide a personal touch and improve the
customer experience in customer service [13]. The potential
of Al tools in marketing communication suggests that there
is a need for future research to delve into the impact of
integrating Al into digital marketing on consumer behavior
and brand-to-consumer relationships. Investigating the long-
term  effectiveness and  sustainability of digital
communication tools can provide insights into improving
communication practices.

Examining the potential ethical implications and societal
impacts of the widespread adoption of Al in digital
marketing, such as job displacement and privacy concerns, to
ensure the responsible and accountable use of Al in
marketing practices.

2.2 Theoretical Background: A Framework for Developing a
Comprehensive Digital Marketing Communications
Strategy

Al has substantial potential within the field of
marketing. It facilitates the dissemination of information and
data sources, enhances the capabilities of software data
management, and develops sophisticated and advanced
algorithms [14]. Al is revolutionizing the dynamic between
brands and users, fundamentally altering the nature of their
interactions [14].

The definition of digital communication describes any
electronic transmission of information that is digitally
encoded and transmitted through digital media [15]. This
available data covers multiple communication formats and
different communicators (e.g. consumers, traders, etc.) [15].
Digital communication, can also be broadly categorized as
one-way (e.g. digital ads, customer reviews, etc.) or
interactive (e.g. chats via e-services, online brand
communities, etc.), and it appears on a large number of
platforms (e.g. Instagram) and stores (e.g. digital signage).
As digital communication is purposefully constructed,
repetitive, and subject to change, its dynamic development is
just as important as its current content. In addition to its
dynamism, digital communication is characterized by
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different modalities (e.g. numerical, textual, audio, image,

and video) [15].

The success of the PESO model as an integrated
approach to digital communications is reflected in its
application in practice in the last 10 years. Gini Dietrich, the
author, and originator of the PESO Model™, introduced in
2014, combines paid, earned, shared, and own digital content
to establish the thought leadership, credibility, trust, and
authority that fuel a brand's reputation [16]. The PESO Model
is used by experts to develop marketing or communication
programs, suggesting how to strategically integrate the four
types of digital content, how to measure results, and how to
influence the organization's goals [16]. The PESO model has
evolved from the initial categorization of media content into
paid, owned, and earned, which Burcher calls the "media
trinity" in 2012 to the present day, i.e. from the approach of
acquiring space in the media for the distribution of brand
messages in which marketers have access to three key types,
i.e. the "media trinity" [16]. The rise and growth of social
media and widespread access to the internet for direct
publication by organizations have radically changed
production and distribution strategies in both public relations
and corporate communication, as well as in integrated
marketing communication, with the priorities of the PESO
model [17]. Undoubtedly, the importance of social media
marketing has become a key foundation for organizations
that communicate with existing and potential consumers
[18]. Social media allows organizations to directly promote
their brand and products to consumers and receive direct
feedback [16]. For this, organizations use all four elements
of the PESO model in social media to generate a positive
attitude about the brand [16].

The integrated PESO model combines four types of
digital content (paid, earned, shared, and owned) to frame a
comprehensive media strategy. According to Gini Dietrich,
the foundations of the integrated PESO model are [16]:

1) Paid media for a communication program refers to
advertising on social media sites, sponsored content, and
email marketing.

2) Earned media is commonly known as publicity or media
relations. Content is recognizable by the printing of the
name of the brand and/or organization, and includes
publications in newspapers or trade publications that
write about the brand and/or organization, then for
example appearing in the midday news where experts
would talk about their product or appearing in podcasts.
Everything that the public relations industry is
commonly known for because it is one of the few
tangible things done so far.

3) Shared media is known as social media that evolves and
continues to build on and beyond only the marketing or
customer service teams that use it. Organizations have
begun to use it as the main source of internal and external
communication. This includes not only social
networking, but also community, partnerships,
distribution, and promotion.

4) Owned media is primarily known as the content that an
organization owns and "lives" on its website and/or blog.

The organization controls the sending of messages and

tells the story the way it wants.

When these four types of media content are integrated, it
is revealed that there is also influencer engagement,
partnerships, and incentive programs that go beyond the
internal boundaries of the organization itself [15]. An
organization's digital content elements can be used in social
media marketing to generate a positive attitude about the
brand [18]. In 2024 Dietrich's insight into understanding
PESO model integrated approach in today’s digital age is
pivotal. For this reason, traditional success metrics, like
media impressions, number of stories, follower numbers, or
advertising equivalencies, are insufficient for capturing the
actual value and reach of communications activities [19].

As one of the most significant advantages of the PESO
model, when it achieves the set goals and works best, the
author states that it can help organizations establish authority
[15]. For Dietrich, authority means that the organization
and/or brand is a thought leader, who is viewed by others as
an expert, even by competitors themselves, while Google
positions him on the first page of results because it also
recognizes him as an expert [15].

2.3 Al Transforming Communication: Comparison of the Use
of ChatGPT and the PESO Model

Al is poised to enter a transformative phase, where its
utilization will lead to enhanced productivity, organizational
efficiency, and increased profitability for businesses [20]. By
leveraging Al, organizations can achieve a deeper
understanding of customer needs and behaviors, thereby
fostering and sustaining customer loyalty [20]. As Al
technologies become increasingly cost-effective and
accessible, they are expected to emerge as indispensable
assets for digital marketers [20]. These advanced
methodologies are likely to wield substantial influence over
consumers' decisions regarding brand selection and product
preferences. Consequently, it is imperative for markets to
integrate these technologies into their operations to facilitate
growth and align with evolving customer expectations.
Notably, AI technology applications are anticipated to
disrupt the digital marketing landscape over the forthcoming
decade [20].

Rapid advancements in technology have firmly
established Al as a critical and indispensable element in
modern communications [21]. The potential of Al to
significantly enhance the industry lies in its ability to
improve efficiency, boost productivity, and refine audience
targeting [21].

As businesses and organizations continue to navigate the
ever-evolving landscape of communications and marketing,
it's crucial to comprehend the different strategies and tools
available. Many Al tools enable the transformation of
communication like Google Bard (LaMDA), Microsoft Bing
Chat, Anthropic’s Claude, Meta's LLaMA, Amazon Lex,
IBM Watson Assistant, Replika, Dialogflow, Rasa,
ChatGPT, etc. Al and natural language processing have given
businesses a new tool for enhancing communications and
marketing efforts.
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ChatGPT, a powerful language model created by
OpenAl is selected for further analysis. ChatGPT can help
with various tasks, including content generation, answering
questions, and offering personalized recommendations [21].

The PESO Model is a framework for developing and
executing a comprehensive communications strategy that
covers all forms of media. Experts in the field recommend
implementing the PESO Model using ChatGPT and
emphasizing the importance of human editing, illustrated in
Tab. 1, which compares the use of ChatGPT and the PESO
model [21].

Incorporating ChatGPT and the PESO model in
communication (Tab. 1) provides various benefits, regarding
better efficiency, upgraded audience insights, improved
messaging control, and powerful relationship building. Also,
should be considered some challenges, such as adopting new
technologies and the possibility of overuse of Al tools [21].

Table 1 Comparison of the use of ChatGPT and the PESO model

Traditional Lo .
Aspect communications without Communications with
ChatGPT ChatGPT and PESO model
Media tvpes Focused on owned and | Incorporates paid, earned,
yp earned shared, and owned media
Relies on manual effort | Can improve efficiency and
Efficiency and time-consuming productivity by automating
tasks certain tasks
o . i luabl
. Limited understanding .Car.l proYlde va qab ¢
Audience . . insights into audience
L of audience behavior .
insights and preferences behavior and preferences
P through Al analysis
Relies on interpersonal | Allows for greater control
Messaging communications and over messaging and
control limited control over communication through
messaging ChatGPT
Limited ability to Can use Al tools to monitor
Coverage . . .
lacement influence coverage and place stories to improve
P placement odds of favorable coverage
. . Can use shared media and Al
. . Relies heavily on . . .
Relationship .. . . tools to build relationships
s traditional relationship- o
building o with influencers and target
building methods .
audience

Table 2 Revolutionizing marketing and communications with the assistance of Al
PESO
model

Al applications Examples

Using Al algorithms to automatically
purchase and optimize ad placements for
maximum ROI

Using chatbots to automate customer
interactions and improve customer service
Using Al-powered tools to monitor media
coverage and track sentiment around

a brand or topic

Using Al algorithms to identify and
connect with influencers who are most
likely to engage with a brand’s message
Using Al to monitor social media

Social Listening | conversations and identify trends and
insights relevant to a brand or industry
Using Al to generate personalized content
that resonates with specific audiences
Using Al to personalize website content
and user experiences based on user
behavior and preferences

Using chatbots to automate customer
interactions and improve customer service

Paid Programmatic
Media | Advertising

Chatbots

Earned | Media
Media | Monitoring

Influencer
Identification

Shared
Media

Content Creation

Owned | Website
Media Personalization

Chatbots

Tab. 2 provides an example of how Al is revolutionizing
marketing and communications using the PESO model as a
framework [21].

Tab. 2 provides an in-depth analysis of Al transforming
marketing communication by outlining specific guidelines
for its application across the PESO model [21]. This
comprehensive overview serves as a fundamental stepping
stone for conducting extensive research into additional Al
tools that can be leveraged for marketing purposes.

In marketing, ChatGPT can enhance content creation,
customer service, and research efficiency [22]. However,
ethical considerations and potential risks must be carefully
managed [22, 23]. The technology's applications extend
across various industries, including healthcare and education,
with challenges such as data biases and safety issues
requiring mitigation strategies [23]. In communication
strategies, ChatGPT offers advantages in social media,
customer support, and content creation, though its
implementation comes with both benefits and drawbacks
[24].

The findings affirm AI’s significant potential in
reshaping digital marketing communications. However, the
responsible and strategic adoption of Al tools is crucial.
Future research should focus on the long-term impacts of Al,
ethical considerations, and developing frameworks that
balance Al capabilities with human expertise.

3 RESEARCH RESULTS

The study yielded the following key results based on the
systematic literature review and analysis of Al's integration
into digital marketing communication within the PESO
framework.

Al tools significantly enhance digital communication by:
(a) Expanding Design Solutions: Al tools offer designers a
wider range of solutions, enabling more innovative and
customized  designs; (b) Personalizing  Customer
Experiences: By analyzing customer data, Al facilitates
personalized marketing strategies, enhances customer
interactions, and tailors content to specific audience
segments; (c¢) Automating Tasks: Al reduces the manual
effort needed for repetitive tasks, allowing marketers to focus
on strategic activities, and (d) Providing Insights: Al-
powered tools provide quick and accurate insights into
consumer behavior and preferences, aiding in the
development of more effective communication strategies
[25].

Al's transformative potential covers various industries:
Social Media Marketing: Al tools automate analysis of key
performance indicators and facilitate decision-making;
Healthcare: Al chatbots assist in scheduling appointments,
disseminating information, and providing patient support;
and Travel and Tourism: Al improves customer service
through personalized interactions and conversational
applications [26].

Implementing ChatGPT within the PESO model offers
several advantages: Efficiency and Productivity: automates
content generation, customer interactions, and targeted
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communications, thereby enhancing overall efficiency and
productivity; Audience Insights: provides valuable insights
into audience behaviour, preferences, and engagement,
allowing for more precise targeting and personalized
messaging; and Relationship  Building:  facilitates
relationship building through shared media and Al-driven
influencer identification and engagement strategies.

4 DISCUSSION AND CONCLUSION

This research provides valuable insights into the
potential and challenges of Al in transforming digital
marketing communications. While the findings suggest a
strong belief in the transformative power of Al, the research
also highlights the need for a strategic and responsible
approach to Al adoption. The research approach and research
results exhibit a lack of scientific studies on ai tools in digital
communication process. The lack of research opens up a new
niche for research in this area.

The long-term implications of Al in digital marketing
suggest a significant shift in marketing practices,
emphasizing the need for responsible Al deployment that
balances technological capabilities with ethical standards
[27]. Future research should focus on the evolving impact of
Al on consumer behavior and brand relationships [28]. It is
recommended to include the following three components:
qualitative studies: conducting in-depth interviews and focus
groups with marketing professionals to gain a deeper
understanding of their experiences and perspectives on Al,
case studies: analyzing the implementation of Al in specific
marketing contexts to assess its real-world impact and
effectiveness, longitudinal studies: tracking the long-term
impact of Al on digital marketing strategies outcomes.

This study, however, has some limitations. The main
limitation is mirrored in the first stage of the study, i.e. in the
selection of the scientific databases.

There may be other relevant published papers that could
potentially contribute to this study but were not considered
because they were not indexed in the selected database.
Additionally, the tools mentioned in the second phase were
not the only ones available on the market It's important to
acknowledge that new tools are constantly emerging,
improving various aspects of business. Al tools are highly
dynamic, just like the communication process, and more
comprehensive tooling is required.

Recent studies have explored the potential of ChatGPT
in marketing communications, highlighting its ability to
enhance content creation, customer service, and data analysis
[29]. While ChatGPT offers numerous opportunities in
various marketing fields, including consumer behavior and
advertising, researchers emphasize the need for human
intervention and oversight [24, 30]. The technology's
implementation across different communication channels,
such as social media and customer support, has been
analyzed, revealing both advantages and challenges [24].
Ethical considerations, including privacy concerns and
potential biases, have been identified as crucial factors to
address when integrating ChatGPT into marketing strategies
[22]. Despite these challenges, ChatGPT has the potential to

revolutionize marketing practices by improving efficiency
and enabling more personalized customer interactions,
provided that ethical guidelines are followed and human
expertise is maintained [22, 29].

The ultimate aim of this study was to indicate to scholars
and marketing and communication experts that Al tools
enhance digital marketing communication. The most
effective approach will vary depending on specific needs and
objectives. However, both the PESO model and ChatGPT
can complement each other. ChatGPT can rapidly and
precisely generate content across diverse media channels,
while the PESO model offers a comprehensive framework
for media strategy. It can be concluded that ChatGPT has the
potential to enhance the PESO model.
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