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MSI Webinar: How Generative AI Can Reshape Marketing

August 15, 2023 | Virtual | 12:00 pm - 12:30 pm EDT

Speaker:

David A. Schweidel - Rebecca Cheney McGreevy Endowed Chair, Professor of Marketing,
Emory University, Goizueta Business School.

Overview:

David A. Schweidel (Emory University) examines how generative Al can reshape marketing,
not as a human replacement, but as a tool to leverage to enhance efficiency, productivity
and cost-effectiveness, while producing the most compelling version of an ad. In his
presentation, Schweidel acknowledges ethical issues surrounding AI (compensation,
economy, consumer sentiment), but also points to the opportunities and benefits Al can
contribute to the field of marketing. In his discussion, he mentions the role of generative Al
in developing models, but more importantly, he notes that marketers should place their
focus on the application of these models and how they can be built upon to benefit the
marketing process. Schweidel then demonstrates a variety of uses of generative Al based
on his research in SEO, search engine ad research, display ad research and social media.

Takeaways:
Discussions of Ethical Issues in Al

¢ Now that we're seeing Al in the art world, we're also beginning to observe the role it
is playing in everyday life. The current writers’ strike (Writers Guild, Screen Actors
Guild) conjures up issues of ethics in Al and "fundamental questions" we are going to
have to address.

o There are growing considerations regarding Al’s impact on employment and
the economy, in addition to issues surrounding privacy

o There are issues involving proper compensation to people whose work has
been used to develop AI systems.

o Consumers have voiced their support of artists being properly compensated if
their work has had a part in training these Al systems.

What can marketers do with Al and the complexities it brings with it?

e There is a great deal of opportunity in the field of marketing with generative Al, but
also a lot of potential issues with adopting this technology.

e A graphic from Sequoia Capital regarding generative Al highlights model
development. Schneider suggests that marketers should place their focus on the



https://www.sequoiacap.com/article/generative-ai-a-creative-new-world/
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application of these models and less on when the next, more improved language
model comes out.

A Focus on Model Development
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o Foundational models that are being developed are going to allow the
building of marketing applications that work on top of them. These are
the tools we can use as markers for specific applications, with text being the
most well-examined applications to date.

o There is still great uncertainty in the reaction to AI in the marketing industry.

An Abundance of Opportunity:
Marketing Applications
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Content is King or is it Context?

e Large language models are trained to provide human-like responses. The challenge
for large language applications such as ChatGPT is that they are not trained in
any type of context.

Models vs. Solutions.

¢ How do we take an existing model that has been made open-source or made
available through an API and refine it for use in a particular application?

e}

The Potential of Generative Al in Marketing

Context Relevant Data Model Tweaking Automated Action

* Routine and frequent tasks

* Example: SEO, SEA and Social Media
Writing Tools

* 3™ party tools available

Ability to Scale

One-off projects requiring a high level
of customization

* Example: Breakthrough product
announcements

“Outside the box” Thinking “Inside the box” Thinking

SEO Research

e Research conducted by Reisenbichler, Reutterer, Schweidel and Dan, demonstrates
how natural language generation (NLG) can support content marketing by using it to
draft content for the landing page of a website in search engine optimization (SEO).
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o Traditional SEO projects rely on human-generated content that is both time-
consuming and costly.

= Leveraging a semi-automated methodology using state-of-the-art NLG,
the content-writing machine can create unique, human-like SEO
content, which will still require a human editor.
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Search Engine Advertising Research

e Research by Reisenbichler, Reutterer and Schweidel indicates that generative AI can

improve many aspects of marketing, but current large language models (LLMs) are
not sufficient on their own.

o Hybrid AI models that incorporate human judgment focused on individual

keywords can optimize search engine advertising (SEA), helping marketers do
more with less.
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Display Advertising Research

e Current research examines using generative AI for ads to create images that
appeal to certain target audiences (e.g. home decor, clothing) which can address
the costly aspects such as hiring a crew, location, model and post-production.

o Using the car industry as an example, the research explores using generative
Al to create car ads that would be just as effective as the traditional and
costlier approach.

= Hundreds of images (360-degree images) of vehicles captured during
the car production process could be used to update the models to
create ads at a lower cost.

» The process takes images of the vehicles along with images of
other car ads to create the best-performing car ad. By exposing
an online panel (MTurk) to car ads to see which ads perform
best, those insights can now be used to create new car ads with
the images of other vehicles.

» When evoking brand perception, interest and purchase
intention, the Al-generated ad did a better job than more
traditionally designed automobile ads.

Social Media Research

e Using a predictive model by feeding it posts scraped from social media can evaluate
the performance of a social media post based on historic performance.

o Combining this scoring model with generative Al can help guide the social
media editing process to create more effective posts.
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Sources:

Supporting content marketing with natural language generation
Source: Reisenbichler, M., Reutterer, T., Schweidel, D. A., & Dan, D. (2021). MSI Working
Paper. MSI.

Uses state-of-the-art natural language generation to develop a “content writing machine”
that takes the search query/target keyword specified by a human user as input, trains on
the target keyword-specific content, and generates and outputs a list of the best SEO texts
based on anticipated search engine performance measured by a quality score.

Applying large language models to sponsored search advertising
Source: Schweidel, D. A., Reisenbichler, M., Reutterer, T. (2023). MSI Working Paper. MSI.

Uses two field tests to evaluate different approaches to applying generative Al LLMs to
search engine advertising (SEA) to improve click-through rates while reducing development
costs and costs per click (CPC).

Generative AI: A Creative New World
Source: Huang, S., Grady, P., & GPT-3. (2022, September 19). Sequoia Capital.

This report from Sequoia examines generative Al as an efficient analytical and creative tool.


https://www.msi.org/?post_type=resources&p=9352
https://www.msi.org/working-paper/applying-large-language-models-to-sponsored-search-advertising/
https://www.sequoiacap.com/article/generative-ai-a-creative-new-world/

