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Abstract

In a digitalized world, Artificial Intelligence (Al) is becoming an increasingly important
player in marketing, raising questions about consumers’ experiences with the technology.
This qualitative study highlights how Generation Z experiences Al-generated marketing,
focusing on both functional and emotional dimensions. The study combines the
technology-oriented Technology Acceptance Model (TAM) with emotional perspectives
based on Norman’s theory of Emotional Design, to emphasize the need for a more holistic
understanding of how consumers today experience Al marketing. The results of the 21
semi-structured interviews reveal an ambivalent attitude among consumers. Al is seen as an
effective tool for everyday purposes, but its lack of humanity and empathy evokes distrust,
concern and ambivalence. The experience of Al is influenced not only by functional usability
and user-friendliness, but also by emotional factors such as authenticity, transparency and
ethical responsibility. The study shows that trust in AI marketing is built through clear
communication and respect for the consumer’s values and privacy. Future Al design should
therefore combine technical efficiency and emotional engagement in order to create

sustainable and ethically defensible relationships with consumers.

Keywords: Artificial Intelligence, AI-marketing, Consumer Experience, Emotional Design,

Technology Acceptance Model, Ethics, Transparency
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1. Introduction

The introduction describes the research’s one-sided focus, where functional and emotional
perspectives on Al have previously been separated. The problem discussion highlights the
need for a combination of these perspectives to understand the consumer’s experience of Al

marketing. Finally, the studys purpose, research question and delimitations are presented.

1.1 Background

As Artificial Intelligence (AI) becomes increasingly prominent in marketing, there is a
growing need to understand how consumers experience this technology, both from a
functional and emotional perspective (Davenport et al., 2020). Consumers’ experience of
Al-generated marketing is complex and influenced by both the practical utility of the
technology and its emotional expression. In digital interactions where human contact is
absent, the need to feel seen, understood and emotionally addressed becomes particularly

prominent (Liu-Thompkins et al., 2022).

From a functional perspective, Al is redefining the way companies and consumers interact
and transforming marketing by enabling personalized, automated and data-driven experiences
(Kumar et al., 2024; Liu-Thompkins et al., 2022; Peltier, 2024). However, for consumers to
adopt and engage with Al, they must first perceive the technology as useful and easy to
handle. These two factors form the core of Davis’s (1989) classic model, Technology
Acceptance Model (TAM), which explains how perceived usefulness and perceived ease of
use influence an individual’s tendency to accept or reject new technology. TAM and its
central factors have also been shown to significantly impact consumers’ initial perceptions,
even before any actual interaction with the technology takes place (Davis, 1989). Al offers
functional capabilities ranging from simple responses to advanced assistants and social robots
that provide functional support in purchase decisions and customer service (Davenport et al.,
2020; Formosa, 2021). The design of the technology, how easy it is to understand and use it,

strongly influences the consumer’s first impression and continued use (Chao et al., 2023).

Although functional usefulness is crucial in the initial encounter with the technology, it is in
itself insufficient to ensure long-term acceptance among consumers. When the Swedish

company Coop used Al-generated people in its advertising campaign in the spring of 2025,



they received immediate backlash in the form of negative reactions from consumers
(Aftonbladet, 2025; Sveriges Radio, 2024). Consumers felt misled and claimed that the
content did not reflect the feeling they associate with the brand. Similarly, Coca-Cola’s
annual Christmas campaign was criticized when the 2024 content was Al-generated.
Consumers felt that the material came across as cold and lacked the emotional warmth that

traditional Christmas advertising used to convey (Resume, 2024).

Research also indicates that emotions play a crucial role in how technology is perceived and
accepted, making them a central aspect of consumers’ encounters with Al (Bagozzi et al.,
1999; Zhang et al., 2022). Al has the potential to influence emotional customer interactions,
as well-developed systems are capable of understanding and responding to emotions, which
in turn can create positive user experiences (Huang & Rust, 2021). Moreover, empathetic
qualities in Al can have a stronger and more positive impact than those that merely deliver
functionality (Cheng et al., 2022; Liu-Thompkins et al., 2022). This means that a chatbot that
shows understanding of the consumer’s situation, needs and emotions is more appreciated
than one that is simply polite and accommodating. In parallel, OpenAl, which in the fall of
2024 launched a talking chatbot with advanced voice features, has warned the public that
their Al can be emotionally addictive and potentially harm human relationships (Sveriges

Radio, 2024).

This suggests that the design and configuration of AI’s features play a significant role in the
consumer experience (Chao et al., 2023). Based on Norman’s (2004) theory of Emotional
Design, insight can be gained into how design affects the user’s emotional experience on
three levels: the visceral (immediate sensory impressions), the behavioral (usability and
function), and the reflective (deeper meaning and identity). These levels are relevant for
highlighting how consumers’ perceptions of Al can vary depending on factors such as time,

degree of exposure and prior knowledge (Norman, 2004).

There is thus a limitation in previous research, where functional and emotional perspectives
on technology have been separated (Bagozzi et al., 1999; Davenport et al., 2020; Kumar et
al., 2024; Liu-Thompkins et al., 2022; Zhang et al., 2022), leading to a one-sided focus that
does not fully reflect how consumers actually experience and accept Al. A positive first
impression of the technology does not necessarily translate into long-term acceptance, while
an initially negative experience may develop into appreciation over time. To understand

consumers’ experiences of Al in marketing contexts, an integrated approach is required, one
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that considers both functional utility and emotional impact. By combining the established
theoretical model TAM (Davis, 1989) with Emotional Design (Norman, 2004), a more
comprehensive understanding of the consumer’s experience with Al emerges, from usability
to emotional reactions and long-term usefulness. A combined perspective offers a more
nuanced and realistic understanding of how Al is perceived by consumers. Examining these
experiences from both functional and emotional dimensions is not only relevant but has
become a necessity. By focusing on the consumer’s perspective, it also creates the conditions
for a more sustainable and responsible use of Al in future marketing contexts (El Refae et al.,

2024; Mittelstadt et al., 2016; Wu, 2024).

1.2 Problem discussion

Previous studies have separately highlighted the functional and technical advantages of Al in
marketing, particularly how the technology can contribute to positive user experiences
through improved personalization, lower costs and increased efficiency (André et al., 2018;
Chintalapati & Pandey, 2022; Kumar et al., 2024; Wirtz et al., 2023). As Al enables rapid
decision-making, the technology is especially appreciated by users who value efficiency (El
Refae et al., 2024). This research emphasizes the functional characteristics of Al and its
benefits from a business perspective, which has contributed to a deeper understanding of the
technology’s efficiency (Davenport et al., 2020; Kumar et al., 2024; Liu-Thompkins et al.,
2022). However, the emotional aspects of consumers’ experiences have been overlooked in

these studies, which limits the understanding of how Al is perceived on an emotional level.

Similarly, the emotional perspective has also been treated one-sidedly. Consumers do not
interact with Al solely on a rational level. Instead, they may experience a broad spectrum of
emotions toward the technology, including trust, engagement or even discomfort (Cheng et
al., 2022; Liu-Thompkins et al., 2022). Research also shows that a lack of emotional
intelligence in Al and an insufficient understanding of the ethical implications of algorithmic
control and marketing can lead to negative effects for both the individual and the brand
(Davenport et al., 2020; Mittelstadt et al., 2016). Likewise, excessive use of Al perceived as
intrusive or manipulative can lead to negative feelings among consumers (Grégoire et al.,

2009).

Negative feelings toward a product or service can diminish the experience, even when it is

objectively perceived as high-quality from a functional perspective (Mattila & Enz, 2002).



The value thus lies not only in its technological capacity but in how the technology is
perceived, used and interpreted by the consumer (Ghorbanzadeh & Rahehagh, 2021; Peltier,
2024). It is through personal use and understanding that the technology gains significance and

creates real value for the consumer.

Existing research suggests a division where functional and emotional perspectives are often
treated in isolation from one another. This highlights the need for a combined model that
unites technological functionality with emotional experience, in order to enable a more
nuanced and comprehensive understanding of how consumers experience Al in marketing
contexts. The theoretical contribution of this study therefore lies in combining two
perspectives, Technology Acceptance Model (TAM) and Emotional Design to capture both
the functional and emotional dimensions of consumers’ experiences of Al in marketing. TAM
has previously focused on the technology’s perceived usefulness and perceived ease of use,
which is relevant for our study as consumers do not always use Al, yet can still form feelings
toward the technology. Furthermore, Emotional Design is used to understand how consumers
experience and emotionally react at different levels, depending on how Al is used in
marketing. By combining the Technology Acceptance Model (TAM) and Emotional Design,
the study aims to contribute to the theoretical development of the field and offer a more

nuanced and reality-based understanding of how consumers experience Al in marketing.

Simultaneously, the study also fills a research gap within Al marketing. In order for
companies to successfully integrate Al in a way that creates positive experiences, a deeper
understanding is required of how consumers actually experience Al marketing. Only then can
companies use that knowledge and actively work to turn potential resistance into a positive
experience (De Freitas & Ofek, 2024). The contribution can be used to design Al marketing
that is more responsive to the consumer’s emotions, preferences and needs. This creates the
conditions for more meaningful and positive customer experiences (Carroll & Ahuvia, 2006;
Ghorbanzadeh & Rahehagh, 2021), which in turn can strengthen brand relationships, increase
customer loyalty and build long-term trust (Jenneboer et al., 2022). This aligns with the
overarching goal of Al marketing to develop value-creating relationships between companies
and consumers through personal, ethically aware and emotionally engaging technology

(Peltier, 2024).



1.3 Aim

The purpose of the study is to deepen the understanding of how consumers experience
Al-generated marketing by combining Norman’s (2004) theory of Emotional Design with the
Technology Acceptance Model by Davis (1989). This theoretical composition enables a
holistic understanding of both the functional and emotional dimensions in the consumer’s
interaction with Al. By integrating these models, a more sustainable and responsible Al
design can be developed, one that is not only technically efficient but also possesses
emotional intelligence. Furthermore, the ambition is to place the consumer’s experience,
needs and expectations at the center, where Al is designed based on the consumer’s terms
rather than solely the company’s business interests. In this way, acceptance of Al marketing
can be strengthened, promoting a more respectful, sustainable and inclusive form of

marketing.

1.3.1 Research question

How do Generation Z perceive Al-generated marketing from functional and emotional

perspectives?



1.4 Delimitations

The study is limited to the target group Generation Z (1995-2012) and data collection covers
consumers born between 1995 and 2007. This delimitation is motivated by the requirement
that participants must have turned 18 and thus be legally adults, as it is assumed that they can
independently make purchases online and are therefore relevant to the purpose of the study.
This generation has grown up with digital technology and the internet as an integrated part of
their daily lives (Prensky, 2001). Previous research has also shown that Generation Z
possesses particular digital habits and that AI can shape their consumer behavior
(Guerra-Tamez et al., 2024). They are characterized by their close connection to the digital
world through, for example, social media and mobile devices. They are accustomed to
frequently sharing personal information online and tend to conduct the majority of their

purchases via the internet, where they encounter Al (Theocharis et al., 2025).

There is an awareness of the criticism and limitations associated with the categorization of
generations. Previous studies argue that these individuals do not necessarily possess specific
technical skills or particular learning preferences as a result of their age or upbringing in a
digital environment (Bennett et al., 2008; Helsper & Eynon, 2010). However, the study is not
based on technical skills but rather aims to provide a realistic picture of current online habits
in society. This age group are active users of digital services and e-commerce, which means
that they are more frequently exposed to Al marketing through their extensive online

presence (Statistiska centralbyran, 2024), further motivating the choice of target group.
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2. Theoretical framework

This chapter presents the theory used to analyze the empirical material and answer the
study s purpose. In addition to previous relevant and closely related research, two theories
are central. Emotional Design with the three levels Visceral, Behavioral and Reflective Level,
and the Technology Acceptance Model. In the final part, the analysis model that forms the

foundation of the study is presented.

2.1 Al in Marketing

Today’s society is characterized by constant digital development, which means that
companies continuously work with innovation and change to remain competitive in the
market (Jelonek et al., 2024; Kumar et al., 2021). A tool that can be used to facilitate
development and strengthen the brand is Artificial Intelligence (AI), which more and more
companies are choosing to implement as technological advancements continue (De Freitas &
Ofek, 2024; Wirtz et al., 2023). According to Wirth (2018), Al is a collection of data that is
developed into intelligence by machines. For a machine to be considered intelligent, it must
be able to learn and update itself with the help of large amounts of various types of data
(Huang et al., 2019). AI further enables the automation of processes by performing concrete

and repetitive tasks with little or no human involvement (Davenport et al., 2020).

Al also has a growing role in companies’ marketing by creating and maintaining customer
relationships throughout the purchasing process (Behera et al., 2024). By using, among other
things, chatbots, voice assistants, recommendation systems and smart devices, companies can
create personalized and real-time-based marketing (Peltier et al., 2024). This includes the
collection of customer data and transactions, various forms of data analysis to predict
customer preferences, create recommendations, customer segmentation and pricing. It can
also help companies identify inaccuracies and fraud, as Al can collect and manage large
amounts of data and then analyze text, images, voice and numerical information (Peltier et

al., 2024).

Al has great potential as it is a tool that is constantly evolving and contributes to a toolbox for
marketers (Wirth, 2018). Al marketing can enhance the customer experience and increase a

company’s competitiveness and can be applied across a range of marketing activities such as
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search engine marketing, digital advertising, social media, email marketing and

neuromarketing (Bormane & Blaus, 2024).

Artificial intelligence (AI) in marketing thus has both a functional and emotional value. The
functional perspective highlights AI’s role in streamlining processes, automating tasks and
personalizing content through data-driven analysis, which strengthens companies’ operational
capabilities and precision in marketing (Davenport et al., 2020; Huang & Rust, 2021). In
addition, AI can entail risks such as the loss of human contact in the encounter with
consumers, since consumers not only demand function and high quality but also engagement
and the opportunity to feel trust (Ghorbanzadeh & Rahehagh, 2021; Jenneboer et al., 2022;
Robinson, 2018). The emotional perspective is thus becoming increasingly important in
understanding the development of the consumer’s experience of Al use. Al can therefore not
only be seen as a tool, but also as a means to enhance the customer’s emotional experience

and thereby influence their loyalty and long-term engagement.

To understand the significance of Al in marketing, a definition based on its functional
application and its level of intelligence is required. Davenport et al. (2020) define the
function of Artificial Intelligence as a tool for automating processes, generating insights from
collected data and engaging customers. Huang et al. (2019), on the other hand, describe Al
through different levels of intelligence based on its complexity. Mechanical AI can be seen as
functional, used for routine and repetitive tasks such as data collection, automated payment
functions, and planning for advertising and social media. This also applies to Thinking Al
which processes data to draw new conclusions, make decisions or offer personalization. The
technology learns to recognize patterns, analyze and make rational decisions, which can be
used in market analyses, recommendation systems and targeted advertising campaigns to
optimize and maximize content (Huang & Rust, 2021). Facial and speech recognition, text
analysis, machine learning and recommendation systems are examples of existing
technologies based on Thinking AI. The most advanced level is Feeling AI, which can be
described as an emotional level, as it is capable of interacting with humans and analyzing
emotions. It recognizes, mimics and responds in a human-like way to create a relationship
with the counterpart. Technologies used for this level include for example chatbots, virtual
agents and robots that interpret human emotional signals. Huang and Rust (2021) further
argue that the ability of Feeling Al is valuable in all marketing where relational advantages

and customer lifetime value are central.



2.2 Interactive Al Marketing

Interactive marketing can be defined as a two-way interaction between the company and the
consumer via digital platforms, where the consumer can actively participate in the marketing
process rather than merely passively receiving a message (Peltier et al., 2024). Interactive
marketing thus describes a strategy where companies use digital technology, particularly Al,
to create engaged and mutual interactions with consumers (Labrecque et al., 2024). This is
because Al creates conditions for interactive marketing to become more personalized, as it
can analyze consumer behaviors in real time to adapt marketing messages. Al thus
contributes to a more efficient and innovative interaction, where Al-generated content opens
up new opportunities to engage customers through a positive user-friendliness and emotional
experience. Examples of this include virtual products and content that integrate storytelling,
technology and creativity into companies’ digital marketing (Labrecque et al., 2024). Social
media and data analysis also play a central role in enabling this type of marketing (Peltier et

al., 2024).

On the other hand, Labrecque et al. (2024) warn that this type of marketing can involve risks
such as privacy intrusion, manipulation and lack of transparency. Moreover, as Al becomes
an integrated part of companies’ marketing and increasingly capable of interacting and
mimicking human behavior (De Freitas & Ofek, 2024; Wirtz et al., 2023), researchers
emphasize the importance of combining technology with human elements (Chintalapati &
Pandey, 2022; Formosa, 2021; Kumar et al., 2024). The absence of human interaction can
make consumers feel overlooked, misunderstood and even experience a sense of
dehumanization (Lee, 2018; Wirtz et al., 2023). Thus, there is broad consensus in Al
marketing research that the most successful strategy is a combination of Al and human
insights (Chen et al., 2023; Kumar et al., 2024). By maximizing the potential of technology
while maintaining depth and meaningfulness through human creativity, empathy and
understanding, authenticity is preserved and it becomes possible to create an emotional
connection with the consumer (Chintalapati & Pandey, 2022). This also applies to more
advanced Al systems such as social robots. Despite their advanced technology, these systems
are still imperfect and cannot replace human encounter (Formosa, 2021; Kiister et al., 2020).
Human insights are therefore still considered irreplaceable when analyzing consumers’

emotional reactions (Chintalapati & Pandey, 2022; Kiister et al., 2020).



2.2.1 Chatbots

Al chatbots have become a central part of customer service and online interactions due to
their advantages such as constant availability, lower costs, fewer errors and improved
customer experience (Xu et al., 2022; Awan et al., 2021). According to Chintalapati and
Pandey (2022), Al tools such as intelligent search systems and chatbots contribute to
smoother, more efficient and more personalized customer encounters. Al offers unique
opportunities to create personalized recommendations and automated solutions through the
analysis of customer data, leading to more accurate offers and reduced effort for the
consumer (Kumar et al., 2021). This facilitates decision-making, reduces the need for
information search and can increase customer satisfaction as well as strengthen marketing
strategies (André et al., 2018; Chintalapati & Pandey, 2022; Wirtz et al., 2023). In addition,
there is some hesitation as many prefer human contact. Xu et al. (2022) therefore argue that
Al chatbots should adapt their communication style according to customer segment and

situation.

Al-generated chatbots influence the user experience in several ways. A common challenge is
that Al has difficulty meeting unique customer needs and delivering personalized service
(Chintalapati & Pandey, 2022; Wirtz et al., 2023). Al functions well in structured situations
but struggles to handle unexpected changes or the need for special customization. There are
also concerns about excessive data collection and the lack of genuine empathy in Al’s
attempts to mimic human interaction (Zhang et al., 2024). The possibility of switching to
human assistance can increase trust in chatbots, but the transition is sometimes perceived as
insufficient (Chen et al, 2023). Since consumers are influenced by many factors,
shortcomings in Al services can lead to dissatisfaction when the technology does not meet
their needs (Zhang et al., 2024). These shortcomings can lead to negative emotions, such as
anger when the chatbot does not remember previous conversations, frustration over slow
responses, betrayal upon realizing its impersonal nature and resignation when problems are
not resolved (Zhang et al., 2024). High service quality in Al chatbots strengthens customer
loyalty and usability (Chen et al., 2023), while simplicity is crucial for consumers to accept

the technology (Liu et al., 2024).

These emotional reactions influence consumers’ choice between human or Al-based
communication. When emotional support or social interaction is needed, consumers often

prefer human agents, especially when they feel anger, as Al lacks empathy and social

15



presence (Liu-Thompkins et al., 2022; Diwanji et al., 2025). Therefore, human
decision-makers are preferred for decisions that are complex and of a more subjective nature,
while Al is accepted for more routine and objective decisions as it is considered to disregard
individual characteristics and thus be impartial (Bonezz & Ostinelli, 2021; Yalcin et al.,
2022). Moreover, anger is an emotion that leads to confrontational coping, where a
responsive human counterpart is sought by the consumer (Zhang et al., 2024). However, in
cases of embarrassment, Al is preferred, as anonymity and the absence of judgment facilitate
conversations about sensitive topics (Diwanji et al., 2025). According to Liu-Thompkins et
al. (2022), consumers’ attitudes toward Al are also influenced by psychological and social
factors. For example, humans possess emotional intelligence and empathy, which enable
them to perceive and respond to subtle emotional signals such as tone of voice, facial
expressions and body language, which is an ability that Al lacks. These signals play a crucial
role in emotionally charged situations and therefore, consumers may react negatively to Al

that lacks empathetic understanding (Liu-Thompkins et al., 2022).

In addition to emotional factors, response time also influences people’s trust in Al
(Liu-Thompkins et al., 2022). Slow responses from human support increase trust, as they are
perceived as a sign of effort and thoroughness (Efendi¢ et al., 2020). However, a slow Al is
considered less reliable since algorithms are expected to provide immediate responses. Trust
further decreases when consumers have prior experience interacting with Al, as their
expectations for its efficiency and precision are higher (Efendi¢ et al., 2020). Previous
experience with Al technology also affects how consumers react to interactions with a
chatbot. Those who are already familiar with Al tend to be less negative when they find out
that a chatbot is operated by a robot, which can be explained by factors such as expectations
and previous experiences (Luo et al., 2019). Consumers’ negative attitudes can also be
influenced by subjective biases, as their perceptions of machines often weigh more heavily
than the chatbot’s actual performance (Luo et al., 2019). A lack of transparency in how
algorithms function also reduces consumer trust and their sense of control (André et al.,

2018).
2.2.2 Voice assistants

Platforms such as Google Assistant, Amazon’s Alexa, and Apple’s Siri are examples of
Al-driven personal assistants that are now common in smartphones and smart speakers. Users

can interact with these voice assistants by asking questions or giving commands, whereupon
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the assistant can respond directly and perform basic tasks such as managing emails, to-do
lists and calendars through voice control (Hoy, 2018). The tool is also used to support
behavior change and can assist users in managing their health through reminders, coaching
and information about diet, exercise, sleep and stress management (Sezgin et al., 2020).
Moreover, interaction with Al can contribute to a positive emotional experience for

consumers by creating a sense of validation and companionship.

The user can also experience a sense of control and power, as the Al voice assistant provides
answers without questioning or rejecting the user’s decisions (Sezgin et al., 2020). At the
same time, there are challenges related to a lack of transparency as well as risks concerning
privacy, security and ethics (Peltier et al., 2024). Voice assistants with high autonomy can be
perceived as intrusive, especially when they act without clear commands, which decreases
their perceived usefulness. Furthermore, unintentional activation and data collection can
create concern, as users experience a loss of control over decisions made without their

involvement (Lucia-Palacios & Pérez-Lopez, 2021).

Voice assistants can also influence consumer behavior by offering convenience and saving
time. They simplify the decision-making process with quick recommendations and purchases,
leading users to often trust AI’s choices instead of searching and comparing themselves.
However, this can reduce brand loyalty, as Al tends to select based on factors such as price or

reviews rather than personal brand preferences (Klaus & Zaichkowsky, 2020).

Al-generated voices can also be designed to increase consumer engagement and optimize
marketing efforts. By adapting Al voices based on the specific characteristics of the product
and its target audience, marketing becomes more effective than with a general
“one-size-fits-all” strategy (Efthymiou et al., 2024). Although Al-generated voices are
artificial, consumers still interpret them and make unconscious associations between the tone
of the voice and the product’s attributes. For example, a calm and trustworthy tone increases

consumer trust and engagement (Sezgin et al., 2020).
2.2.3 Visual content

Al is increasingly being used in advertising, where Al-generated images and texts are
integrated into ads. Companies face few barriers and Al can create visually stronger and more
engaging material than human designers (Hartmann et al., 2025). Al content offers lower

costs and faster production, making high-quality advertising more accessible (Reisenbichler
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et al., 2023). However, its impact on consumers is not yet fully understood (Arango et al.,
2023) and there is criticism that Al advertising cannot capture the consumer’s heart and mind

(Gu et al., 2024).

Al-generated advertisements are perceived as more intelligent and create less discomfort
among consumers when they are experienced as realistic, vivid and creative. However, an
artificial or impersonal design, especially with clearly unnatural elements, can increase
discomfort (Gu et al., 2024). For example, Al-generated faces can reduce the emotional
connection to the content (Arango et al., 2023). Revealing that an advertisement is
Al-generated can reduce credibility and negatively affect consumers’ attitudes, while
concealing it can be perceived as misleading (Baek et al., 2024). Consumers who perceive Al
as cold and machine-like react more negatively to Al disclosures, whereas those who
perceive Al as more human-like tend to find the advertisement more credible and acceptable

(Baek et al., 2024).

The emotional tone of the content affects how consumers receive the advertisement. Content
that matches the consumer’s emotional state is received more positively, whereas if the
emotions do not match, this can lead to irritation and lower appreciation (Faseur & Geuens,
2006; Goldberg & Gorn, 1987; Kamins et al., 1991). Warm and empathetic stories, nostalgia
and themes of security and care can strengthen the emotional attachment (Edell & Burke,
1987). However, overly exaggerated or manipulative content as well as emotions that evoke

melancholy, can have the opposite effect (Edell & Burke, 1987).

Al should be used with caution in emotional advertisements, especially when the goal is to
evoke empathy, as knowing that an image is Al-generated can reduce emotional impact
(Arango et al., 2023). However, an ethical explanation of the use of Al can mitigate this
effect. Stright et al. (2025) show that Al images are often recognized, which decreases
purchase intent, as they are perceived as “too perfect” and less natural, unlike original
images, which increase purchase desire. For Al content to be perceived as credible and
positive, transparency, human oversight and high quality are required, particularly in
collaborations between Al and humans where expectations are higher (Arango et al., 2023;

Cheng et al., 2022; Gu et al., 2024; Reisenbichler et al., 2022; Ryoo et al., 2025).



2.2.4 Personalization

Today, companies can efficiently collect information about consumers through advanced data
technology (Mandal, 2020). The information can show consumers’ online tracks in real time,
such as clickstream activity and purchase transactions, to more sensitive information and
personal data (Norberg & Dholakia, 2004). The collection is used to improve the customer
experience through, among other things, targeted marketing and personalized market offers
(Behera et al., 2024; Jacobsen et al., 2020), which consumers may perceive as beneficial and
attractive since advertisements and offers match personal interests and needs. If the language,
message and offer are perceived as relevant, the likelihood that the recipient engages with the

content also increases (Shareef et al., 2017).

When consumers voluntarily share information online, they also expect certain benefits, such
as loyalty programs and financial advantages (Beldad et al., 2011; Phelps et al., 2000;
Robinson, 2018). However, perceived uncertainty can lead consumers to be more reluctant to
share information (Robinson, 2018). Consumers may also experience a conflict between the
benefits of personalized marketing and the privacy risks it entails, which in turn reduces the
effectiveness of data collection (Chen et al., 2019; Singh et al., 2024). On the other hand, this
can be seen as a compromise that consumers are willing to accept in order to participate in

the digital environment (Mazurek & Matagocka, 2019).

Consumers value Al-based personalization, but to reduce the negative effects, transparency,
ethical data collection and the ability to control how their data is used are required (Chen et
al., 2019; Singh et al., 2024). Companies should communicate clearly and understandably
with users about how information is collected and used. Additionally, security measures
should be strengthened to reduce the perception of vulnerability. Through these actions, users
gain an increased sense of control over the information they share. A more detailed
explanation also leads to greater understanding and a sense of security among consumers,

which in turn can improve the user experience (Nizette et al., 2024).
2.3 Technology acceptance

New technology affects society both positively and negatively. Even consumers’ acceptance
of the technology’s complexity and potential technical errors can trigger emotions for certain
consumers, especially older individuals or those with limited technical experience (Wirtz et

al., 2023). When technology aligns with and becomes part of people’s values and lives, it is
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more likely to be accepted and integrated. However, it may encounter resistance or rejection
if it contradicts established norms and beliefs (Brauner, 2024). A clear example of this is the

development of Al and Al marketing.

Although new technology can improve outcomes, it is not impossible for it to be met with
resistance from users. For example, younger consumers are more open to new technology
(Sands et al., 2022) and may therefore have more positive feelings toward Al-generated
content than older generations (Wahid et al., 2023). Furthermore, individuals who actively
seek new, innovative and technologically advanced solutions are more likely to use Al

chatbots, even if the chatbots have low usability or are difficult to use (Liu et al., 2024).

An important explanation for why people choose to perform certain behaviors or refrain from
them can be described using the theoretical model Theory of Reasoned Action (TRA) by
Fishbein and Ajzen (1975). The purpose is to understand how individuals’ atfitudes and
perceived social norms influence their behavioral intentions and ultimately, their behavior.
Attitude describes the individual’s positive or negative evaluation of performing a particular
behavior, while subjective norms refer to the perceived social pressure from the environment,
such as from family or friends, regarding what is expected. Together, attitudes and subjective
norms form a behavioral intention, which is considered the most crucial factor in determining
whether a behavior will be performed. The stronger this intention is, the greater the likelihood

that the behavior will actually be carried out (Fishbein & Ajzen, 1975).

To better understand the reasons behind acceptance or possible resistance to new technology,
Davis (1989) developed the Technology Acceptance Model (TAM), which is a simplified and
extended model based on the Theory of Reasoned Action (TRA). The theoretical framework
of TAM is based on two key variables: Perceived Usefulness and Perceived Ease of Use.
Perceived Usefulness focuses on outcomes and how well the system supports tasks and
improves performance. The user assesses the extent to which the technology can streamline
work and enhance quality. If a technology is perceived as useful and relevant to the user’s
needs, the likelihood of its acceptance and use increases (Davis, 1989). Perceived Ease of
Use describes how simple and free from effort the technology and process are perceived to
be. If the technology feels smooth and requires minimal cognitive or physical effort, the
likelihood that the user will accept it increases. An important aspect of this model is that

perceived ease of use also influences perceived usefulness. A technology that is easy to use
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tends to be perceived as more effective and therefore more useful, which in turn can increase

actual usage (Davis, 1989).

Over the years, the model has been further developed to deepen the understanding of
technology usage by integrating both social and cognitive factors (Venkatesh & Davis, 2000).
In this version (TAM2), it is shown that subjective norms have a noticeable impact on the
intention to use technology, especially in the early stages of use. However, this influence
tends to decrease as the user gains more experience. Cognitive factors, that is, how the
individual perceives and reasons about the technology, also play a central role in technology
acceptance. For example, the technology is perceived as more useful if it is seen as relevant
to the tasks, delivers high-quality results that are accurate, clear and useful, and if its benefits
are easy to observe and understand - referred to as demonstrability (Venkatesh & Davis,

2000).

Furthermore, Venkatesh and Bala (2008) examined why employees choose to use or refrain
from using information technology. The study shows that perceived usefulness is crucial, as
technology primarily motivates when it facilitates work tasks. Perceived ease of use is
important at the beginning but is eventually replaced by experience, while social influence
diminishes over time. To succeed with IT implementations, organizations should clarify the
benefits of the technology and offer early support in the process, as well as tailor efforts both

before and after the implementation.

Research shows that both consumers’ emotional states and levels of knowledge influence
their acceptance of Al. Those with high digital self-control are often more critical and less
positive toward Al, as they are aware of how digital technology can steer their decisions
(Handelsradet, 2024). Limited knowledge about AI sparks curiosity and increases the
willingness to pay for Al-designed products, while higher knowledge reduces curiosity and
leads to a preference for human-created products (Zhang et al., 2022). Positive emotions
promote creativity and flexible problem-solving, whereas negative emotions such as worry
and fear lead to more careful and critical information processing (Bagozzi et al., 1999).
Furthermore, trust is crucial for Al acceptance (Choung et al., 2023). For Al to be accepted, it
must be perceived as user-friendly and reliable. Simplicity increases both trust and the
perception of Al as useful, while transparency regarding its functions strengthens the

perception of reliability (Choung et al., 2023).
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2.4 Emotional Design

By adapting AI marketing based on consumers’ emotional responses, companies can create
more relevant and engaging experiences, as positive emotions not only lead to a more
favorable evaluation of the product and the company but also strengthen consumer loyalty
(Bagozzi et al., 1999; Batra et al.,, 2012; Ou & Verhoef, 2017). As Al becomes an
increasingly integrated part of the consumer experience, a shift is required from purely
functional to emotionally intelligent design (Norman, 2004). According to Chao et al. (2023),
users’ emotional needs and experiences are also a crucial factor driving a company’s product
design process forward. By utilizing feedback from consumers, companies can adapt and
further develop their products in line with consumers’ changing needs and emotional
expectations. For this reason, products and services should not only offer functionality but
also create a positive experience (Norman, 2004). Peltier (2024) also emphasizes the
importance of thoughtful Al design, as it plays a central role in how consumers experience

and accept Al

Chatbots, voice assistants, as well as virtual influencers and Al-generated visual content are
examples of products and services that companies can use to interact with consumers. As Al
today plays a significant role in how marketing is designed (Behera et al., 2024), emotional
design becomes particularly relevant since consumers’ perceptions of Al are largely
influenced by how the Al system and its content are designed (Li & Cai, 2021). Future
product design should therefore be developed through a combination of intelligence and
emotional understanding to create more meaningful user experiences. By combining
emotional design with Al, customer interactions can become more dynamic and personally
tailored, which not only deepens the emotional connection but also strengthens the user
experience (Li & Cai, 2021). Future Al marketing should therefore be based on artificial
empathy, as it is a key component for reducing the distance between Al and human

interactions (Liu-Thompkins et al., 2022).

A theory that explains how emotions play a crucial role in how people perceive, use and
value products is Emotional Design. Norman (2004) challenges the classical view of humans
as rational decision-makers and emphasizes that decisions are not based solely on logic, but
that emotions play a decisive role in decision-making. They influence both behavior and
emotions, even more than individuals are often consciously aware of. Emotions function as a

biological signaling system that helps quickly assess whether something is safe, attractive or
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threatening. They affect how we perceive, remember and act, making emotions central to
how we experience products and services. For example, a product that evokes positive
emotions can create more tolerance for the product’s flaws, such as technical errors.
Meanwhile, negative emotions can make people more critical, focused and less willing to
take risks. Emotions thus form an integrated part of the consumer’s thinking and behavior.
This means that design that conveys the right feeling in the right situation can have a

significant impact on how effectively the user interacts with the technology (Norman, 2004).

Aesthetics also play an important role in this context, as they influence how functional a
product is perceived to be. When something is considered appealing, users tend to believe
that it also functions better, which increases trust and contributes to a more positive overall
experience. In addition, people often form emotional bonds with products that have personal
significance. Design can play a crucial role in creating such relationships, where products
evoke feelings of loyalty, love or nostalgia, especially when they are associated with
memories or personal stories. Moreover, design can reflect the user’s values and identity,
further strengthening the emotional connection between the individual and the product

(Norman, 2004).

The theory of Emotional Design further explains how the design of a product affects the
user’s emotional experience through three levels. A well-designed product appeals to all three

levels, thereby creating a more meaningful and positive interaction with the product.

The visceral level concerns the immediate and subconscious emotional impressions or
reactions that arise in response to the product’s physical appearance, feel and sound, such as
color or shape. These reactions occur subconsciously and are based on sensory impressions
and emotional signals from the environment, happening without rational thought or the brain
engaging in logical analysis. At this level, emotions such as joy, disgust, attraction or
discomfort can be created. An attractive design, for example, is associated with positive
emotions and can be crucial in determining whether the product or service will be used or

purchased.

The behavioral level focuses on the product’s usability and functionality, meaning how
effective and reliable it is in practice, as well as the enjoyment it provides and how it
facilitates the user’s tasks. This level is connected to how the product actually performs when
used repeatedly, that is, its performance. It can include emotions such as frustration, safety or

security depending on the four aspects: function, understanding, usability and physical feel.
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For example, if the product is perceived to function efficiently, positive emotions such as joy

and satisfaction are created.

The reflective level refers to a deeper, more conscious and long-term interpretation of the
product or technology, where its use can influence the individual’s self-image, memory,
personal satisfaction and identity. It can also involve cultural values, underlying messages,
and the meaning and symbolism attributed to the product and its use from the user’s
perspective. Customer relationships can be a decisive factor at this level, as a negative

experience can be salvaged through a strong relationship.

Norman (2004) further develops how these levels are directly applicable to technical systems
and machines and emphasizes that robots should preferably be designed to evoke emotions in
the user. When robots are also given human characteristics such as facial features or voice,
they become more appealing and easier to relate to. However, for a robot to meaningfully
understand and adapt to human needs, it requires the ability to both interpret and express

emotions, which is why emotions and intelligence are closely linked.

Good design should therefore not only function well but also feel right and appeal to all three
levels to have a greater chance of being loved rather than merely used. To create meaningful
and positive product experiences, designers need to consider all three levels, that is, how the
product looks, how it functions and what significance it holds for the user (Norman, 2004).
With the help of this framework, it is possible in this study to highlight the importance of
designing Al not solely based on functionality, but also to create a positive customer
experience. As previously mentioned, consumers can make unconscious associations solely
based on the tone of voice of an Al robot and the product’s attributes (Efthymiou et al., 2024;
Sezgin et al., 2020). Chatbots that fail to solve functional problems create irritation (Zhang et
al., 2024), while emotionally driven visual content requires a nuanced understanding of
culture, context, and human psychology to be perceived as credible (Wahid et al., 2023).
These arguments strengthen the idea that Al design influences consumers’ emotions.
Emotional Design thus became one of the central theories in this study to analyze how Al
marketing is experienced and what emotional reactions it evokes based on the Visceral,

Behavioral and Reflective levels.
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2.5 Ethics and transparency

Al creates new opportunities for companies to improve the customer experience but at the
same time raises ethical issues that can affect the acceptance of the technology within
marketing (Hari et al., 2025). Challenges such as bias in Al systems can lead to
discrimination, security risks and privacy issues (Huang et al., 2023; Taspinar & Cinar, 2024).
Consumer protection becomes insufficient, especially since the technology requires large
amounts of sensitive data and it is difficult to determine when Al is being used in marketing
(El Refae et al., 2024; Menard & Bott, 2025). Al also risks unintentionally sharing private or
protected material (Feuerriegel et al., 2024). Online privacy risks can therefore lead to
financial losses, fraud, stress, anxiety and the feeling of being monitored, as well as social

consequences if sensitive information is spread (Karwatzki et al., 2022).

However, information asymmetry can arise between the company and the consumer, as
consumers often have limited insight (Hari et al., 2025). If consumers are not informed about
how data is collected and used by companies, their engagement and trust may decrease, along
with the positive feelings toward personalized marketing (Aguirre et al., 2015). Al also risks
affecting consumer autonomy and can manipulate decisions or create targeted marketing.
Furthermore, Al raises moral issues such as a lack of fairness, reduced human contact, the
replacement of human labor and questions of responsibility in the case of negative

consequences (Hari et al., 2025).

Consumers’ concerns about privacy are often not reflected in their online behavior. Despite
fears that personal data will be exploited, many willingly share information in exchange for
services or benefits (Kokolakis, 2017). This may be due to a lack of risk awareness,
difficulties in making informed decisions in complex digital environments, social norms or
the immediate benefit of, for example, discounts and loyalty programs (Barth & De Jong,
2017; Norberg et al., 2007). However, some studies argue that this ambivalent behavior
depends on specific contexts, where the individual’s actions are influenced more by the
situation than by a general contradiction (Acquisti et al., 2015). Others emphasize that it is a
result of consumers often experiencing an unbalanced power dynamic, where they feel forced
or compelled to compromise in order to access the digital environment (Norberg et al., 2007;

Mazurek & Matagocka, 2019).
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These challenges have sparked debate about whether AI should be used, particularly in
marketing contexts. Several studies recommend that companies implement ethical principles
or new tools to counteract misinformation and ensure the credibility of digital content
(Taspinar & Cinar, 2024). The problem with these guidelines is that they fail to influence the
industry, as they lack enforcement mechanisms and are primarily used to appease critics
rather than to create real change (Hagendorff, 2020). Ethics should therefore be integrated as
part of the culture and practice of Al development according to Hagendorff (2020). Another
possible solution to these problems is regulation, where companies and governments develop
guidelines for the ethical use of Al (Hari et al., 2025). In June 2024, the EU adopted the
world’s first Al law, with the goal of promoting both the development and the safe use of Al
(European Parliament, 2025). The law establishes common rules within the EU to balance
innovation with risk management and the protection of fundamental rights (Swedish
Authority for Digital Management, 2025). Such legislative proposals face resistance and are
also questioned by researchers. Previous EU proposals have been criticized as insufficient,
with demands for clearer corporate accountability (Hacker, 2023). The new law is seen as a
step forward, but shortcomings remain, such as vague definitions and a lack of concrete tools
to counter manipulation, which can create loopholes (Zhong et al., 2024). Zhong et al. (2024)
therefore propose that insights from behavioral economics and psychology be integrated,

along with imposing higher demands on Al developers.
2.6 Analytical model

An analytical model has been created based on the selected theory and is used to explain how
concepts and theories are interconnected. It should also be clarified that all parts of the
analytical model are neither intended to be analyzed separately nor to demonstrate specific
relationships as in a quantitative study. The model is intended to create a structure for the
reader as well as to facilitate the organization of the analysis based on the study’s collected
data. It functions as a mental map and shows the direction, from Al-generated marketing to
how the consumer may come to experience it. The two previously described theories,
Emotional Design and the Technology Acceptance Model, are interconnected to frame the

study, and the model is described in its entirety below.
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Interactive AI Marketing

Chatbots Voice - Assistants - Visual Content - Personalization
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Figure 1: Author generated analytical model based on previous theories.
Demonstrate how interactive marketing is experienced by consumers through the two existing models

Technology Acceptance Model (Davis, 1989) and Emotional Design (Norman, 2004).

Interactive AI marketing uses Al, which processes large amounts of data and learns from it
(Huang et al., 2019; Wirth, 2018), to create an active and reciprocal dialogue between
companies and consumers (Labrecque et al., 2024; Peltier et al., 2024). The interaction can
occur through various digital tools and platforms, such as advertisements in text, image and
video, personalized marketing and through tools that consumers voluntarily choose to interact
with. Therefore, in this analytical model, Al marketing is divided into four parts, consisting
of chatbots, voice assistants, visual content and personalization. This division aims to cover
different aspects of the consumer’s sensory experiences through text, image and sound. In
addition to these parts, we consider, after reviewing existing research, that personalization is
also an important component of interactive Al marketing and can influence how consumers

perceive it.

The framework Emotional Design by Norman (2004) combined with the theory Technology
Acceptance Model (TAM) by Davis (1989) further creates structure for both the reader and
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the overall work. Norman’s (2004) Behavioral Level serves as support for developing the two
variables, perceived usefulness and perceived ease of use, from TAM. This is because these
elements capture both emotion and function. The Behavioral Level concerns the experience
during usage on a more psychological and emotional level, while TAM focuses on whether
the user even considers the technology worth using from the start. These are two perspectives
that may prove useful given that the respondents in the study possess varying levels of

knowledge and experience with Al and Al marketing.

Furthermore, the Visceral Level and Reflective Level also highlight how Al marketing can
create emotional experiences. With the help of these theories, it is possible to compile
empirical data and previous research in a structured and consistent manner, analyze multiple
perspectives and provide an in-depth analysis that does not rely solely on a predetermined

framework.

Creating an analytical model after collecting, processing and interpreting information is
further described by Swedberg (2016) as Theorizing. This is also a way to contribute more
innovative research and deepen the problematization, rather than merely identifying research
gaps through gap-spotting (Sandberg & Alvesson, 2010). Moreover, theorizing involves
viewing theory development as a process that evolves rather than a finished product that is
accepted as it is (Weick, 1995). Our analytical model can thus be seen as a tool that provides
a clear overview for the reader, creates structure for the study and the analytical work and can

serve as an inspiring framework for future studies within the field.
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3. Method

Semi-structured interviews were conducted with 21 consumers to investigate how Generation
Z experiences Al marketing. Below, the study's research design, data collection, data analysis

and the ethical considerations made are described.

3.1 Research design

The study’s research method had a qualitative approach, as the purpose of the study is to
investigate how consumers experience Al marketing. The method focuses on people and how
they perceive a situation (Hancock et al., 2009). It is used to explore how people are
influenced by their environment and how it shapes prejudices as well as perceptions of
various phenomena. Research questions in qualitative studies often seek answers to questions
such as what, why or how (Lacey & Luff, 2009). This approach generates a broader
understanding of the subject than would have been achieved with a quantitative approach,
which primarily answers specific questions. The study aims to find a deeper understanding of
how consumers view Artificial Intelligence in marketing, which is why the qualitative

approach is the solution.

With a qualitative method and an interpretivist perspective, the study examines how Al
marketing can affect consumers’ emotional experiences. The study is based on an
interpretivist approach, meaning that we view reality as constructed through human
interactions and interpretations rather than as an objectively measurable structure (Cunliffe,
2011; Eriksson-Zetterquist et al., 2020). An interpretivist perspective is particularly relevant
to the research area, as we argue that consumers’ reactions vary depending on context,
previous experiences and their expectations and demands on the technology (Wirtz et al.,
2023). Therefore, we believe that our study is best anchored in interpretivism as a
philosophical foundation, as we focus on how consumers experience, interpret and create
meaning in their interactions with AI. Within this approach, the researcher’s role is to
understand and interpret participants’ experiences rather than to objectively measure them

(Cunliffe, 2011).
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3.2 Data collection

The data collection is based on both primary and secondary data. The primary data was
obtained through semi-structured interviews, which were chosen to enable a deeper
understanding of the study’s subject. The secondary data consists of a literature review that

served as a theoretical guide for the study.
3.2.1 Semi-structured interviews

Semi-structured interviews involve the interviewer asking open-ended questions to the
respondent, but within the framework of the chosen research area (Hancock et al., 2009).
Semi-structured interviews also allow for the possibility of asking follow-up questions to gain
a deeper understanding. It is the most common approach for data collection within the
qualitative method. Through this research method, the researcher acts as a participating
observer, where data is collected and interpreted rather than standing outside the phenomenon

being studied and objectively measured (Hirschman, 1986).

An interview guide was used to ensure that the entire subject intended to be examined by the
study was covered (Bryman & Bell, 2017). The interview questions were open-ended in order
to allow for depth in the responses. The semi-structured interview format also allowed for
follow-up questions, which made it easier to capture the respondents’ perspectives. The
interview questions were formulated in a neutral manner to avoid steering or influencing the
respondent. Simultaneously, the human factor always exists and there is an awareness that the
interview could still be affected. This constitutes a common challenge in qualitative studies
and is something that, according to Alvesson et al. (2008), requires a reflexive approach. This
means that just as the researcher selects and questions previous theories and research, the
researcher’s own methods, assumptions and contributions must also be questioned. This
approach has therefore been a central part of the entire research process, where ideas have

been continuously shared with each other, with supervisors and with opponent groups.

Interviews are complex and there are factors that can influence the interview and prevent
reality from being accurately reflected (Alvesson, 2003). Additional challenges with the
chosen data collection method include the possibility that respondents do not tell the truth,
embellish their accounts, or refrain from speaking honestly out of fear of being judged. These
factors contribute to the interview being influenced and potentially inaccurate. Therefore, the

empirical material should be carefully analyzed and interpreted, with a skeptical or even
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critical approach (Rennstam & Wisterfors, 2018). This has been taken into account and to
minimize the risk, the respondents remain anonymous and have received an information letter
and a consent form explaining the purpose of the study and their participation. The
respondents’ identities are not important for the study and do not influence it, what is more

important is that the respondents feel free to express their thoughts and feelings.
3.2.2 Selection

Interviews were conducted with consumers aged 18-30. As previously motivated in the
section on the study’s delimitation, these individuals belong to a generation that has grown up
with digital technology and the internet as a natural part of their everyday lives (Prensky,
2001). Previous studies also show that Generation Z has particularly developed digital habits
and that Al has the potential to influence their consumption behavior (Guerra-Tamez et al.,
2024). Since the aim is to deeply explore consumers’ experiences toward Al, twenty-one
interviews were considered desirable and reasonable for the time frame and purpose of this
study. Kvale and Brinkmann (2014) explain that if the number is too small, it may be difficult
to generalize. However, if the number is too large, it may become difficult to conduct more
in-depth interpretations of the interviews. Bryman and Bell (2017) also describe the concept
of theoretical saturation, meaning that when no new information emerges but instead
repetition occurs, data collection can be concluded. This saturation was experienced around

the thirteenth interview.

Furthermore, the consumers were selected through convenience sampling, meaning
participants were chosen based on their accessibility to the researchers, due to factors such as
geographical proximity, ease of access and time limitations (Bryman & Bell, 2017).
Convenience sampling was chosen as the sampling strategy in this study primarily for
practical reasons. The method enables fast and efficient data collection, which was necessary
given the study’s time frame and limited resources. By targeting respondents who were easily
accessible to the researchers, empirical data could be collected efficiently, particularly
considering that the interviews were conducted in person and that both authors participated
during the interviews. Relevant consumers within the right age range were first contacted to
ask about participation, then a physical meeting was booked. All respondents agreed to
participate, which strengthens the argument that this method is rewarding and effective for

this type of data collection. The choice of sampling is also justified by the exploratory nature
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of the study. The aim was not to generalize the results to an entire population, but rather to

gain a deeper understanding of Generation Z’s experiences of Al-generated marketing.
3.2.3 The conduct of semi-structured interviews

Before each interview session, the interview questions were sent out to give participants an
opportunity to form a clear understanding of the topic and reflect on their responses.
Although no preparation was necessary, this could contribute to deeper and more thoughtful
reasoning, as participants were given time to process their thoughts about the subject. All
participants also received an information letter and were required to approve a consent form
(Kvale & Brinkmann, 2014), in accordance with the guidelines for Good research practice

(Vetenskapsradet, 2024).

To ensure that the participants in the study had some form of experience, they were also
given the opportunity to engage with Al-generated content, such as images, videos and
chatbots, as an introduction to the topic, since consumers may have varying levels of
experience with Al and Al marketing. The advantage is that it provides a level of certainty
for the study, ensuring that there is a basic understanding of AI. However, the choice of
material for the study could also influence participants or lead them to have similar emotions
after having seen the same material. Nevertheless, the fundamental assumption is that the
participants are individual persons with different emotions, which will be reflected in the

information they provide.

The total number of interviews was 21, of which 8 were men and 13 were women. Each
interview took approximately 30-60 minutes and structured information can be seen in a table
in the study's appendix. The interviews were conducted in person, as this made it possible to
interpret body language. A conversation guide consisting of predetermined questions based
on eight themes served as the foundation for the discussion. These themes were motivated by
the theoretical framework, where general questions about Al were first asked, followed by
more specific questions about experiences and emotions related to Al marketing. The
interview guide was used to ensure that the questions allowed for addressing the purpose of
the study. There was room for follow-up questions to gain a deeper understanding of each
participant and their experience. In parallel, participants were given the opportunity to
describe their experiences and emotions freely, creating flexibility in the interviews (Bryman

& Bell, 2017).
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During all interviews, both authors participated to ensure that all information was captured
and to avoid bias. In this way, the moderator could focus on the interview questions and
follow-up questions, while the other could take notes, observe body language and contribute
additional perspectives (Ghauri et al., 2020). The conversation was recorded to ensure that no
information was lost and to allow the opportunity to later listen to the interview to verify

what was said (Bryman & Bell, 2017).
3.3 Data Analysis

The study adopted an abductive research approach, characterized by a dynamic interaction
between empirical data and theory development (Weick, 1995). Instead of starting with a
fixed theoretical framework, the theoretical perspective was gradually formed during the
research process, which allowed for flexibility in the analysis. Although this way of working
might seem unstructured at first, it is a well-recognized part of qualitative research
(Stenbacka, 2001). Dubois and Gadde (2002) describe this approach as systematic combining,
a flexible and repetitive process based on abductive reasoning, where theory and data develop
together in order to create the most relevant theoretical framework for the context. Similarly,
Rennstam and Wisterfors (2018) highlight the importance of moving back and forth between
theory, empirical material and research questions. This way of working helps the researchers

stay open-minded and discover unexpected insights in the participants’ answers.

This approach is particularly appropriate for the present study, given that both the research
domain and the associated theoretical frameworks are still incomplete and under
development. This calls for continuous reflection, critical inquiry and ongoing adjustments,
making the research process more of a creative and considered endeavour than a strictly
rule-bound procedure. Concurrently there are certain challenges in returning to both the
theory and the respondents answers to question opinions and interpretations (Rennstam &
Waisterfors, 2018). This is partly a time- and resource-intensive process, as the analytical
work is an ongoing process that never fully ends. In parallel there is a fine balance between

analysis and excessive questioning, which could otherwise hinder the process.

This flexibility was also reflected in the data analysis, where the collected interview data
continuously influenced the theoretical understanding. The data analysis began with each
interview being transcribed using a digital tool. The documents were then refined by the

authors by listening to the interviews while reading the transcribed material, in order to
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identify themes early on (Lacey & Luft, 2009). The recorded material and the transcriptions
facilitated the ability to revisit the data and once the transcription was completed, the next

step in the analysis, thematic analysis, could be conducted.

To analyze the data from the semi-structured interviews, thematic analysis was used,
conducted with the help of a digital transcription tool called Taguette. By identifying and
organizing recurring themes (Braun & Clarke, 2006; Joffe, 2011), it facilitates the reader’s
ability to follow the reasoning and thought process, which affects the study’s credibility and
reliability (Gioia, 2020; Hirschmann, 1986; Stenbacka, 2001). These themes clarify what data
has been extracted and how it has been categorized. Braun and Clarke (2006) outline six steps
for conducting a thematic analysis. The first step is to familiarize oneself with the collected
material by reading through it several times and examining the material, which in our case
was the transcribed content. The next step is to identify codes in the data, that is, to find
commonalities or differences in the interviews. The third step involves categorizing the codes
from the previous step into themes that create a broad picture of the results provided by the
collected data. The fourth step is to ensure that the themes are based on accurate information
and align with the overall picture. If they do not align, revisions are made. Once the themes
have been identified and confirmed, the next step is to name them and formulate a clear
definition for each. Finally, each theme must be analyzed and described. The description of
the results is further supported with quotations from the interviews. The result of the thematic
analysis is that the empirical material becomes clear and easy to follow through the process
outlined by Braun and Clarke (2006). Appendix 4 contains a table and illustrates how these

themes were identified and organized.

3.4 Ethical Considerations

Before the interview, respondents were given oral information about the purpose of the study,
as well as a written information letter in accordance with the guidelines for Good Research
Practice (Vetenskapsradet, 2024). This ensures that the respondent is aware of what is
expected regarding participation and the study’s purpose, as well as their rights (Bryman &
Bell, 2017). The information letter further contributes to a sense of security for both the
authors and the readers, demonstrating an awareness that the research has been conducted
with a focus on reliability, honesty, respect and responsibility (Vetenskapsradet, 2024). These
core principles have permeated the entire research process, from planning and data collection

to results and analysis.
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In addition to this information, a consent form was collected from all participants before the
study, confirming their participation and that it was voluntary (Swedish Research Council,
2024). They were also informed of the possibility of terminating their participation in the
study at any time. Participants were notified that the conversation would be recorded but that
the material would be used solely for research purposes and stored securely. Their responses
were anonymized, and the audio files will be deleted once the study is completed. In this way,
participants’ anonymity has been ensured, as no information has been published that can be

traced back to an individual (Vetenskapsradet, 2024).
3.5 Methodological reflection

The choice of a qualitative research method has enabled a deeper understanding of
consumers’ experiences of Al in marketing, which has been central to the aim of this study. A
qualitative approach using semi-structured interviews allowed participants to express their
thoughts and feelings in their own words, while also enabling the researchers to ask
follow-up questions and adapt the conversation to each individual’s experience. This

contributed to rich and nuanced empirical data (Bryman & Bell, 2017).

However, this method also entails certain limitations. Interviews rely on the honesty and
openness of participants, which cannot always be guaranteed. There is a risk that respondents
may adjust their answers based on social expectations or the interview context (Alvesson,
2003). The researcher’s role may also influence the conversation, which is a known challenge
in qualitative research (Bryman & Bell, 2017). We attempted to minimize such influences by
formulating neutral questions, maintaining a reflexive approach and ensuring that both

researchers were present during the interviews to increase objectivity and ensure data quality.

The use of a convenience sampling strategy may have limited the variation in participants’
responses. This method was chosen primarily due to the study’s time constraints and who
were willing to take part. Although Generation Z was intentionally selected based on the
study’s aim, there may be other groups whose experiences with Al differ significantly
(Bennett et al., 2008; Helsper & Eynon, 2010). We acknowledge that this affects the
generalizability of the findings and that the results might have differed with a different
sample. However, we consider this group to be the most relevant, as they are the most
exposed to Al in everyday life. Moreover, qualitative research emphasizes depth over

breadth, making this sample suitable for the study’s exploratory purpose.
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In conclusion, the chosen methodology has been well aligned with the study’s aim. As with
all qualitative research, it is crucial to remain mindful of the interpretative nature and the
methodological limitations associated with the approach. By working reflexively, we have
aimed to enhance the study’s credibility and transparency (Stenbacka, 2001; Rennstam &

Waisterfors, 2018).
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4. Results

In this chapter, the results from 21 conducted interviews with consumers from Generation Z
are presented. The aim is to answer the study’s research questions by identifying recurring
patterns, emotions and experiences of Al marketing. With the help of thematic analysis, the

responses have been categorized into eight different themes.

4.1 Emotional Design

The respondents’ initial reaction to Al-generated marketing is largely characterized by
skepticism and negative associations. Many feel that the visual material appears fake,
animated, unreal and lacking in depth. Although the images may, for example, depict
beautiful landscapes that evoke emotions, they are perceived as artificial because everything
looks “too perfect.” One respondent expressed it as Al producing content, while humans
contribute something more such as details, experiences and emotions, which creates a sense

of authenticity. Similar thoughts were also expressed by another respondent.

“It is often accurate, well-formulated and fast, but it can lack personality or feeling. As if you

can tell that there isn t really a human behind it.”

“My first impression is usually about whether it's real or fake, and who it's aimed at. It's
often a somewhat skeptical feeling. You tend to become a bit more skeptical and start thinking

more critically about the message.”

Al-generated content can be perceived as stranger than material created by humans, as it
tends to distort reality and add effects that make it less credible. One respondent described
this as the content feeling like a mix between reality and a video game, while others used
terms such as unreal, fantasy or robotic to describe the impression. Nevertheless, there is
some uncertainty about what is actually Al-generated, as it is sometimes difficult to perceive
the difference. It becomes clear that large amounts of marketing and visual content today pass
by unnoticed or without reflection. Therefore, the importance of clearly labeling
Al-generated material is emphasized, and that it should not distort reality, but rather aim to

imitate reality as accurately as possible.

“The more special effects and stuff they use, the less trust I probably have in it. The more

credible it is, the more we trust it.”
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Chatbots and voice assistants are not always perceived as linguistically smooth, as their
responses often feel pre-programmed. This can create an impression of stiffness, distance and
coldness, which in turn leads users to feel that they do not receive sufficient or relevant
answers. In addition, concerns are expressed that Al systems may collect information without
the consumer being aware of it. Therefore, the need is highlighted for a balance where Al
functions as a tool with clear limitations, rather than as an independent actor that collects data

and generates responses.

The most prominent negative feeling among the respondents concerns the lack of human
contact. Al is perceived as cold, impersonal, unnatural and robotic, lacking the “human
touch” that creates closeness and authenticity. It is described as something human being lost,
which leads to feelings of distance, reduced credibility and lack of trust. Al-generated content

is often perceived as generalized, automated and impersonal.
“My first thought is probably that it feels a bit fake and kind of robotic.”

In some cases, stronger reactions are expressed, where Al is described as unpleasant,
dangerous or ‘“creepy,” with concerns that the technology may reinforce stereotypes, create
misleading content or miss important nuances and messages. Another recurring concern
relates to the future, particularly regarding how AI might affect the job market and
educational opportunities. It is described as troubling that the technology could potentially

replace all human creativity.

“It feels scary and new, like it's taking over human functions somehow. There's a bit of fear

about where it will all end up.”

Furthermore, many acknowledge that Al is still new and difficult to relate to, but that
development will likely progress quickly and impact many parts of society. Despite some
doubt, the respondents see it as inevitable that the technology will continue to develop, even

though there is a risk that consumers may fall behind.

What influences trust in Al marketing varies among the respondents. A central aspect is
functionality, meaning that Al can provide factual and correct answers to simple questions,
while a quick acknowledgment of limitations or lack of knowledge is perceived positively.
Transparency also plays a crucial role, especially regarding the collection of information and

the use of visual material, as it can be difficult for consumers in today’s digital environment
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to identify what is Al-generated. There is a clear desire to know if and how Al is being used,
without feeling monitored. In addition, the context can be decisive for the trust in Al
marketing. What the consumer is looking for and for what purpose influences how Al is
perceived. For example, health and medical-related communication is considered to require
greater transparency and more information than a simple product purchase. Trust is also
influenced by the individual’s own knowledge, critical thinking skills and interest. The more
experience a person has with Al services, the greater the trust tends to become over time.
Another important aspect is that Al marketing should not be perceived as manipulative or
misleading. It is essential that it does not present a distorted or overly human image of reality,
especially when there is no actual human presence behind the content. Authenticity, clarity

and honesty are therefore central factors in building trust in the use of Al in marketing.

Although the overall view of AI marketing is characterized by critical thinking, a few
positive experiences also emerged among the respondents. The content can be perceived as
cool, aesthetically appealing and technically impressive. Al is described as a smart tool that
can deliver information quickly and efficiently, making its use both smooth and time-saving.

It is seen as a simplification that can make everyday life easier for consumers.

“I think it's a positive thing, as long as it's used in the right way. It can make work easier and

)

free up time for other tasks.’

Interestingly, the positive feelings are primarily linked to the advantages of Al for companies
rather than for the consumers themselves. Several respondents express that the technology
can serve as support for marketers by streamlining work processes, generating ideas,
structuring content and highlighting important details. In this context, Al is regarded as a
professional tool that can contribute to better and more targeted advertising, which in turn can

increase engagement among the target audience.
4.2 Consumer acceptance of new technology

When it comes to the question of how useful Al-based chatbots and voice assistants are
perceived to be, there is relative agreement among the respondents. The technology itself is
considered practical, easy to use and in most cases, functional, this applies to general
questions, retrieving information, links, options or ideas quickly. These tools are perceived as
helpful, as they can deliver answers in just a few seconds. Voice assistants are also sometimes

described as pleasant in their interaction. At the same time, it is emphasized that usefulness is
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context-dependent. The perceived benefit varies depending on what the consumer is seeking

help with.

“The technology itself is convenient, but I guess it also depends on what kind of help you're

looking for or what you need.”

For simpler matters or quick information searches, where no in-depth dialogue is required,
both chatbots and voice assistants are accepted. They are particularly suitable when there is
no need for guidance through the entire customer journey. However, the experience is
strongly affected by the quality of the tools. Deficiencies in the relevance or precision of the

answers can quickly reduce the user’s trust and perceived usefulness.

Although many express a positive view of Al-based chatbots and voice assistants, the
majority state that they rarely use these tools themselves, mainly because they do not
perceive a need. Several respondents reason, however, that if they used the technology more
regularly, they would likely find the services more useful. The technology itself is seen as
accessible and functional with user-friendliness, provided that it is a well-developed Al
solution. Several respondents also emphasized the importance of the technology being simple
and intuitive so that it can be used by everyone regardless of technical knowledge. It also
emerged that the user experience can be improved if the user has a basic understanding of
how to communicate effectively with Al systems. The positive perception of user-friendliness

also appears to be linked to previous experiences with similar technology.

Several respondents emphasized during the conversation that they prefer human customer
service over Al-based solutions. The reason is that in many cases it is perceived as easier to
express oneself without having to formulate sentences perfectly, especially in situations
involving customer issues. It is experienced as smoother and more flexible to speak with a
human, as human customer service tends to address each individual’s specific needs rather
than provide general answers. In cases of dissatisfaction, it was also considered particularly
valuable to be able to have a coherent dialogue and get the opportunity to express emotions

with someone who can understand nuances such as frustration or disappointment.

“I think customers often have different kinds of problems they want help with, and in those
cases, it's usually easier to talk to a real person. At the same time, angry customers often

want to vent to someone who understands their frustration, and an Al can't really do that.”
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Similarly, negative perceptions about the usefulness of Al also emerged. A recurring criticism
was that Al only provides a response that is perceived as rigid, stiff, standardized and
impersonal. Instead of adapting to the individual’s situation, Al tends to offer general
solutions, which are not always sufficient. Al is considered to work well for simpler
questions, such as opening hours. However, when it comes to more complex problems which
is often the reason why the consumer seeks help, there are shortcomings in the technology. In
these situations, there is often a feeling of being “bounced around” in the system without
actually receiving the help that is needed. This, in turn, can lead to the user having to contact
the company through other channels anyway, which creates frustration. In addition, problems
were raised concerning Al sometimes misunderstanding questions, misinterpreting them or

retrieving irrelevant answers, something that is perceived as both inefficient and irritating.

“I think Al-based chatbots and voice assistants can be really useful when they work as they
should. But as soon as it gets a bit more complex, or if I get answers that don t really relate to
my question, I lose patience. It can feel frustrating to get stuck with AI when I just want to
talk to a human instead. So overall, I think they are useful for quick, simple tasks, but for

’

more personal or complicated questions, human contact still feels better.’

Experience and knowledge of Al play a crucial role in how the respondents relate to Al-based
marketing, that is, whether it is accepted or questioned. The more understanding there is of
the technology’s function, areas of use and purposes, the greater the openness to Al becomes.
Several respondents state that through personal use or repeated exposure to Al, they have
begun to discover its potential and advantages, which in turn has contributed to increased
acceptance. As the technology becomes more familiar, there is also a growing sense of
security in using it and many see Al as a practical tool that can simplify everyday life. Still it
is emphasized that Al marketing is still relatively new, which means that a certain level of
experience or awareness is required even to identify when the technology is being used.
Some respondents also suggest that the positive attitude toward Al may be linked to age and
generational affiliation, where younger users, thanks to their digital habits, are generally more

receptive to and curious about the technology.

Increased knowledge about Al can also lead to a more critical attitude among consumers. For
some, the realization of the technology’s capabilities for example, the potential to spread
disinformation which evokes feelings of discomfort and skepticism. With greater

understanding comes increased vigilance, where the individual becomes more inclined to
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question and analyze the information presented, especially when it concerns sensitive or
important topics. One respondent emphasized that education and insight can be an important
first step in addressing the fears that digitalization brings. A deeper understanding of the
technology can lead to greater acceptance of its role in society, rather than an instinctive

rejection of it.

Respondents who state that they have limited knowledge of AIl, or who rarely use the
technology, generally express a more negative attitude both toward Al in general and its use
in marketing. Recurring feelings among this group include fear, suspicion and uncertainty. Al
is perceived as something unfamiliar, something one needs to engage with in order for it to
feel natural and safe in everyday life. Nevertheless, several emphasize that attitudes can

change over time.

“If I had used Al more, I might have perceived it differently. Then I would have been

involved in it.”

As Al becomes a more integrated part of society, the resistance may decrease. The use of Al
in marketing could then be perceived as less controversial, possibly even so commonplace
that it is later met with a shrug. This shift in perspective is also linked to the influence of
one’s surroundings. Several respondents mention how their attitude toward Al is shaped by
those close to them, such as friends or partners, whose use of the technology reflects in their

own experiences and approach.
4.3 Chatbots and Customer Service

Interaction with chatbots is rarely experienced as a real conversation, but rather as a simple
question-and-answer situation. Users expect to receive a clear and correct answer
immediately, without the need for follow-up questions or rephrasing. Chatbots are often
described as a smarter version of a Google search, primarily useful for answering frequently
asked questions (FAQs). Many see them as an efficient tool, provided that they understand
the question and deliver quick, simple answers. Despite this, few actually prefer to use
chatbots. The choice to use them depends on the context and the nature of the matter. In more
complex situations, such as banking issues, subscription questions or other more sensitive or
difficult problems, most prefer to speak with a human. This is partly because chatbots are still
not sufficiently developed, but also because it can be difficult for users to formulate
themselves clearly and be understood. A chatbot also lacks the ability to interpret subtle
signals such as tone of voice, intonation, body language and facial expressions, something
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that can be crucial in certain types of conversations. In such cases, it is important that human
assistance is readily available, otherwise the chatbot risks being perceived as frustrating and

time-consuming.

“I believe that human contact, whether it's digital or not, is extremely important for everyone.
When a situation requires more problematization, I don 't think a chatbot will ever be able to

replace human contact.”

While another respondent was more critical of being redirected to a human in the event of a

problem.

“... Its just a first step in the process, and then you might get a bit frustrated, because why

’

have a chatbot in the first place if it can t provide the answer ['m looking for.”

It becomes clear that the chatbots currently used on company websites are perceived as
technically underdeveloped and therefore do not live up to the potential that consumers
expect. Many consider them to be among the most primitive Al models, which limits their
usefulness. For AI chatbots to function effectively, they need to be trained on
company-specific material, which is not always the case at present. When a chatbot does not
understand the question or provides irrelevant answers, it can lead to user frustration. Despite
this, the increasing use of Al by companies is seen as a step in the right direction. Overall, the
respondents are positive and express hopes for continued technological development. More
advanced Al models such as ChatGPT, Grok and Copilot are especially mentioned as

examples of effective and useful tools in both working life and everyday situations.

The respondents express a predominantly negative attitude toward today’s Al-based customer
service solutions, as these are perceived as incapable of delivering reliable and
well-developed responses. Trust in the chatbots is generally low, which leads many to use
them as little as possible or avoid them altogether. They are often described as rigid,
inflexible, slow and difficult to interact with, as if they were “remote-controlled” rather than
responsive tools for customer support. Instead of simplifying the customer experience, many
feel that the chatbots require a great deal of effort on their part, as they offer neither flexible
solutions nor a broad range of answers. One respondent described it as the chatbot only
having a limited number of pre-set replies and instead redirecting the user to different parts of
the website, rather than actually providing help. Several also point out that the interaction
does not feel like a real conversation, as it lacks naturalness, personality and understanding.

In some cases, the reactions go even further, with some finding Al chatbots unpleasant or

43



even frightening. There is concern that content may be stored or that one is being monitored,

which reinforces the suspicion and reluctance to use them.

The respondents express a clear preference for communicating with a human rather than an
Al-based chatbot. Several also believe that Al will never be able to fully replace human
contact, as humans have a unique ability to understand context, emotions and nuances. In
more complex situations, where questions are difficult to formulate or where the user lacks
sufficient knowledge, human contact is perceived as essential. A person who listens, has
experience and can provide guidance creates a greater sense of security and is better suited to
handle these types of matters. This is especially true in private contexts, such as questions
related to illness, health or other personal situations where trust in Al is often lacking. In
these cases, the human factor is requested, as the ability to interpret and analyze the situation

in depth is considered something that only a human can fully offer.

“It feels so strange because doctors study for several years, and then a robot is supposed to
come in and replace that knowledge. Sometimes you can t just diagnose an illness directly, a

physical meeting is required.”

Additional examples of situations where human contact is preferred include banking matters,
technical issues related to fiber or internet connection and when something has gone wrong
with an order. In these cases, the Al chatbot is perceived more as an obstacle, an irritating
intermediary before reaching real help from a human. There are also more specific and
complex situations that require precise and up-to-date information, such as electrical
installations or interpretations of laws and regulations. Here, Al often lacks precision, as it

may be trained on data that is not entirely current.

In certain contexts, the use of an Al-based chatbot is perceived as appropriate, especially
when the questions are simple, straightforward and general. These are situations where the
answers are clear and uncomplicated, where no personal information needs to be shared and
where the risk of negative consequences is low. For example, this may involve seeking
inspiration, returning a product, getting information about opening hours, troubleshooting
internet problems, finding directions or generating summaries for work. At the same time, it
is pointed out that many of these tasks can just as well and sometimes even more efficiently,
be solved through a regular internet search, as the information is often already readily
available. However, the chatbot’s availability is highlighted as a clear advantage. It can offer

assistance at any time of day, which is perceived as particularly valuable in areas such as
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healthcare and counseling, where quick feedback can be crucial. Below is a quote that

summarizes how and in what way Al versus a human is preferred for interaction.

“I prefer a human when I need help with more complicated or personal matters. Humans can
interpret tone, context and emotions better, so if it’s something where I want to feel
understood and that someone is truly listening, then it feels safer to talk to a real person. And
a chatbot for simple and quick tasks, it feels like a convenient way to solve something right

away.”

When AI does not understand or cannot solve a problem, respondents react either negatively
or with indifference. Several express that they have higher expectations when communicating
with a human customer service representative, which can also lead to stronger emotional
reactions since there is someone to direct their frustration toward. The negative emotions
described include frustration, irritation, anger, disappointment and fatigue. These arise
especially when Al is perceived as insufficient and unable to fulfill its purpose, or when it
provides impersonal and repetitive answers without understanding the problem. One
respondent compared it to talking to someone who is not listening, which creates a sense of
not being taken seriously. Nevertheless, there are some respondents with a more reserved
attitude, marked by indifference. Reactions like “I knew it” or “that was expected” indicate
low expectations from the start. For these users, Al shortcomings are perceived as something
natural, as they are aware that the technology is not yet perfected. There is also an
understanding that Al is still under development and therefore cannot deliver perfect results.
One respondent even expressed that it can be a good thing when AI fails to solve all
problems, as it serves as a reminder of the importance of not becoming too dependent on

technology.

“For the small problems, you can get a bit irritated. But if it s bigger issues, then I'm like,

well, it’s just a chatbot, it probably can 't do everything.”
4.4 Voice Assistants

Only a few respondents use voice assistants in their everyday lives. However, voice assistants
are perceived as something natural, as they are experienced as convenient, efficient and

sometimes even entertaining.

“It gives a sense of convenience and control, especially when your hands are full like in the

kitchen.”
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Despite this, voice assistants are primarily perceived as a tool rather than a way to converse
or interact, as users generally just give commands. Most people feel that they have no real use
for voice assistants in their daily lives, as they do not see any benefit in using them. On the
occasions when they have tested voice assistants, many experience that the technology
functions poorly, often misunderstanding or failing to recognize what is being said, which can

lead to frustration.

“Well, then I might as well just pick it up and do it myself. It doesn t save me any time to sit

’

there trying to say the same thing to it over and over.’

Additional negative feelings relate to voice assistants being perceived as stiff, unnatural and
artificial, which makes the interaction uncomfortable, awkward, rigid and very limited. Some
also express a sense of discomfort and concern, particularly around the feeling that the
assistant is listening in the background. One example given was receiving targeted ads shortly

after talking about something, which can create a sense of being monitored.

The respondents are divided on whether a voice assistant should sound human or robotic.
Those who prefer a more human-like voice point out that it improves the quality of
communication by making it clearer, less monotonous and thereby building greater trust. At
the same time, there is a clear consensus among all respondents, it must be evident that they
are speaking to an Al and not a real human. If the boundary becomes unclear, it is perceived
as uncomfortable and almost frightening, as if the technology is taking over or becoming too

intelligent.

“There has to be a boundary between what is AI and robot and what is human. I think that if

a voice assistant becomes too human-like, sure, it might evoke more emotions and feel more

natural, but its also important to distinguish between the two and not become dependent on
that voice in any way. Because in the end, it s still a robot, and it won t be able to help you

’

with everything. There’s no real relationship in that sense.’

If a voice assistant makes decisions or gives recommendations without being prompted, it
evokes strong feelings of discomfort among the respondents. It is perceived as intrusive,
creepy and as if the assistant is crossing a line. Many would feel watched and get the
impression that information has been collected without their consent. Such an experience
reduces the sense of control, as the user no longer feels that they are the one in charge. If Al

becomes too autonomous, it is perceived as both troubling and unsettling.
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A few respondents, however, see potential in voice assistants offering recommendations,
depending on the context and the extent to which it happens. Recommendations can be
perceived as positive when they involve, for example, recipe ideas, tips on popular
restaurants or suggestions for faster travel routes. Even decisions that are clearly beneficial to
the user, such as automatically applying a discount code, can be appreciated. The important
thing is that the recommendations are perceived as useful to the user, contributing with

solutions or suggestions they might not have thought of themselves.

However, it is crucial that the user feels the interaction takes place on their own initiative. If
the voice assistant becomes too autonomous, it can feel intrusive and unsettling, almost like
being followed. It’s a matter of control. As long as the tool is perceived as independent, for
example, that the user has purchased it themselves or has full control over how it is used and
that it is not governed by an external actor with its own interests, it may be easier to accept.
Some respondents also emphasize the importance of common sense, stating that in the end, it
is up to the individual to decide how to use the technology and which recommendations or

decisions to accept.
4.5 Visual Content

The visual content reflected in today’s society is described as making it difficult to draw a
line between what is human- or Al-generated. The technology is developing at a pace that
makes it hard to keep up and distinguish the difference, which contributes to a feeling of lost
control. The respondents describe that this creates uncertainty about whether it is even
possible to distinguish Al-generated content from human-created content. As a result, the

respondents have developed a more critical view of marketing in general.

Human content tends to create a sense of credibility and trust in the material. It is expressed
that it comes as a surprise if it turns out the visual content is Al-generated. Meanwhile,
another respondent expressed that it is better to assume everything is Al-generated, then it

becomes a pleasant surprise when it turns out to be human-created.

“I kind of assume nowadays that everything is Al. Because it feels like you have to have that

mindset. And it’s better to be pleasantly surprised, like, oh, this was actually human content.”

Experiences and feelings about Al-generated content vary among the respondents. The most
recurring feeling is that it is becoming increasingly difficult to know what can be trusted. The

use of Al in misleading contexts makes it even harder to trust Al as a whole. Al in
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advertising can be seen as cool and can spark curiosity about the material. However, some
respondents feel that the human touch is missing, which contributes to the content feeling
cold and impersonal. There is an understanding of why Al is used, as it can be a useful tool,
but the concern that human creativity will disappear is greater. The majority of respondents
believe that the use of Al should be explained and communicated transparently. They further
state that, after all, it is a tool they need to get used to but transparency is crucial for how it is

received.

The reflection revolves around how and why Al is used in different contexts. Content that
aims to influence or evoke emotions is perceived more negatively and manipulatively, which

is not appreciated by the respondents.

“Society risks becoming distorted if people are constantly left wondering whether something

is generated by Al or not. It raises questions about what is real and what is not.”

Another strong opinion was that companies should disclose when AI has been used in
marketing. If they do not, it feels dishonest and as if there is something to hide, a hidden
agenda. This creates concern among some, as it is possible to generate content that promotes

distorted ideals and a misleading image of reality.
4.6 Personalization

How respondents experienced personalization varied, but for the most part, it seems to work
for each individual. It appears to be a tool that helps simplify the search for what one is
looking for, which creates time efficiency and functions like a personal shopping assistant. It
is also perceived as preferable to see ads that are relevant rather than those that are irrelevant.
It is also a matter of time and adaptation. When personalization was first introduced, it could
evoke feelings of discomfort and feel intrusive, whereas today it is experienced as relatively

natural.
“Five years ago, it was scary. Now you 've become numb to it.”

Simultaneously, personalization contributes to consumer spending, as respondents may
discover products or services they might not have found or considered buying, which
influences their purchasing behavior. What creates discomfort among respondents is the data
collection required as a basis for personalized marketing. There is a clear awareness of this
collection, but it primarily raises concerns about personal privacy. However, if the

personalized marketing works well, it becomes easier to accept.
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4.7 Ethics and Transparency

The respondents’ general feeling about personal data being collected is that it is simply how
the world works today. It is something consumers have to accept as part of the development.
However, there is uncertainty about what is actually being collected from consumers. The
majority state that they are forced to accept the terms for example, cookies in order to
proceed on a website. They accept without really knowing what it means, just to move
forward in the process. However, it makes a big difference which company is collecting the
data and for what purpose it will be used. The primary concern expressed throughout the
interviews is about personal privacy, specifically, if the data were to end up in the wrong

hands and potentially be used against the consumer.
“I think of identity theft, that’s frightening.”

Nowadays, virtually all companies use cookies or similar technologies, which creates a habit
and is not perceived as something new among the respondents. Some say they choose to
ignore potential risks, as they cannot avoid sharing information anyway. It is also expressed
that the boundary of what is acceptable and by which company is highly dependent on
context and transparency. Understanding the risks and benefits before accepting the collection
of personal information is considered important. However, some admit that they rarely read
the terms of what they are agreeing to. The most common basis for acceptance is previous
experience and whether the website or brand is familiar. Others state that it is a form of

laziness that leads them to accept the terms.
“You re scared, but you still just click to make it go faster.”

The majority point out that they wish companies would clarify what data is being used and
how, preferably through a short and easily accessible text. Meanwhile, they acknowledge that
the information is probably available on the website, but it is not easy to find or understand.
If companies request information that is not perceived as relevant to their purpose, it creates
suspicion among consumers. Respondents want to understand why the information is being
collected, but feel they lack the time or knowledge to do so. Sharing information despite
hesitation is something nearly all respondents have done, often due to habit, stress or lack of
time. However, there is a distinction regarding the type of information being shared. When it
comes to sensitive data, it is not accepted by default, respondents expect an explanation of

why it needs to be collected before they consider consenting.
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The respondents further state that with today’s technological development, companies should
be able to clearly and transparently explain how information is used in a way that is easy for
consumers to understand and feel secure about. It is also perceived that companies do what
they are legally required to do, but no more than that, which harms trust and the sense of
genuine intent. Transparency is a crucial factor in how consumers perceive companies and
brands that use Al in their marketing. This means that companies should be clear about how,

why and when they use Al

’

“If a company is open about using Al and can stand by it, then I trust them more.’

“It’s enough that it’s there, like a small label or symbol. I might not read everything, but it
builds trust.”

Al must also not be perceived as unrealistic or manipulative, as this undermines the
credibility of the content. Likewise, the majority also state that previous experience with the
company weighs more heavily than the use of Al itself. If there is already strong trust in the
company, the use of Al tends not to matter as much. But if the company is new to the
consumer, the use of Al is met with greater suspicion. Al is therefore not judged solely on

how it functions, but on how it is perceived and how transparently it is used.
4.8 Reflective Level

When Al is used in the marketing of products or services, it negatively affects the consumer’s
feelings toward the product or service. However, the type of product or service and how the
material is perceived play a significant role. It is described that, for example, if it concerns
shoes or a soda bottle, it does not matter much especially if it is clear what is real and what is
not. Whereas marketing for travel or charitable organizations, when perceived as
manipulative or exaggerated, reduces consumers’ trust and confidence, as the content can be
seen as misleading or inappropriate. Trust is also influenced by previous experience with the

product or service, if the product is good, the use of Al in its marketing tends not to matter.
“I don't even think about whether it’s Al if I already trust the brand.”

Respondents perceived companies’ use of Al in marketing in a similar way as its use in
products or services, it depends on context, transparency and previous experiences. Al is seen
as a natural part of technological development, and some expressed that companies not using
Al might come across as outdated. The main critical aspect concerns how clearly companies

inform consumers about when, where and how AI is being used. Clear communication
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facilitates consumer acceptance. For some, Al signals innovation, while others are concerned

that the technology could lead to job losses.

On a personal level, Al is perceived as a tool that streamlines everyday life by providing
quick answers through easily accessible platforms. There is an expectation that Al should
respond accurately and make things easier for the user. There is a sense of gratitude toward
Al. However, this is accompanied by concern that it may lead to laziness and diminished

cognitive activity.
“I’m starting to wonder if I can even think for myself anymore.”

It is also expressed that Al likely affects people more and on more levels than what is
noticeable to the individual. This can occur through decisions and behaviors that are
subconsciously influenced by Al The knowledge of how it affects the individual is not
perceived as sufficient to be able to articulate what it does to you, but it creates a sense of

suspicion.

The respondents express a sense of optimism about the future of Al, viewing it as a tool that
will continue to evolve and gain wider use. However, they raise concerns about how Al is
applied and who controls its use. There is a perceived need for more regulations and
legislation to ensure a safe and responsible future. It is also perceived that Al is changing the
labor market and causing people to lose jobs. The development of Al cannot be avoided and
the respondents state that they must learn to live with and understand Al, without losing
themselves in the process. It should be a complement and the respondents express that they

must continue to think for themselves and rely on their own experiences and knowledge.
“If we always ask Al, what happens to our own judgment?”

“Al is a tool, not a replacement for the human being.”
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5. Analysis

This section analyzes the results in relation to the theoretical framework and its central
concepts. The eight main themes that emerged from the findings serve as the foundation for
the analysis structure. How these themes have been found and organized is described in a
table that can be found in the appendix. The section begins by presenting a combined model

developed through the theory, empirical data and the previously analytical model.

5.1 A combined model of Technology Acceptance Model and Emotional Design

Based on the theoretical and empirical results of the study, the need for a combined model
that integrates both functional and emotional perspectives to understand the consumer
experience of Al marketing is confirmed. Previous research has often treated these
perspectives separately, with a one-sided focus on either technological functionality or the
user’s emotional experience, which is an approach that no longer reflects today’s reality. As
technology evolves and becomes increasingly embedded in consumers’ everyday lives, it
becomes necessary to apply a holistic perspective that explains both how technology is used

and how it is perceived.

Interactive

AI Marketing /—KL——-—-\

Emotional Design

,"“"

Technology
Acceptance

Model @ Chatbots

Visceral level
Perceived Usefulness q,)) Voice Assistants
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8@ Personalization
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Figure 2: Author generated model based on consumers’ functional and emotional perspective.
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The model illustrates the combined framework developed through theoretical and empirical
insights. The circle represents the consumer experience during interaction with various forms
of interactive Al marketing. In this study, interactive marketing refers to four types of
interaction: chatbots, voice assistants, visual content and personalization. These were
selected to capture different sensory dimensions of the consumer experience, including text,
image and sound. The consumer’s experience of this type of marketing is influenced in part
by technology acceptance, as defined by the TAM model, where perceived usefulness and
perceived ease of use are central factors. Equally important is how the technology is
emotionally perceived, which can be understood through the three levels of Emotional
Design: the visceral, behavioral and reflective levels. The levels in Emotional Design serve as
an analytical tool to capture the various dimensions of the consumer experience. This is
particularly relevant given that the consumers in this study demonstrated varied reactions to
Al, depending on their knowledge, experience and level of reflection. An initial emotional
response does not always reflect the overall or long-term experience. Nor does a perceived
ease of use necessarily lead to the consumer choosing to interact with the technology or
having a positive experience of it. This new theoretical perspective enables a more integrated
understanding of reality. Furthermore, the model functions as an analytical tool for future
research, aiming to approach Al marketing from the consumer’s perspective, with a particular

focus on emotional experience.

By combining these models, the study contributes not only on a theoretical level, but also
offers practically relevant insights for companies and marketers by providing valuable
understanding of how consumers experience Al in marketing. This knowledge can serve as a
foundation for developing strategies and tools that enable a more responsive interaction,
where marketing efforts are tailored to the consumer’s current level of acceptance. In doing
so, the conditions for a more sustainable and respectful use of Al in marketing contexts are

established.

5.2 Lack of Humanity and Authenticity

The first theme identified in the consumers’ responses is the absence of humanity and
authenticity, highlighting how the lack of human interaction in Al systems may give rise to
feelings of dehumanization (Lee, 2018). Several respondents expressed that Al in marketing,
such as chatbots and Al-generated content, is often perceived as distant and lacking a human

presence. This feeling becomes especially pronounced in more complex or emotional
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contexts, where the need for empathy, understanding and human guidance is crucial. In line
with Huang and Rust’s (2021) concept of empathetic Al, the study also shows that Al often
lacks the emotional component, which makes the technology feel cold, mechanical and
impersonal. This leads to human contact being preferred in situations that require subjective
judgments and personal decisions (Bonezz & Ostinelli, 2021; Yalcin et al., 2022). Despite
Al’s capacity to process large amounts of data and streamline marketing efforts (Davenport et
al., 2020; Wirtz et al., 2023), the human encounter remains a unique and irreplaceable

element that the technology has not yet been able to replace (Reisenbichler et al., 2023).

The frustration over Al chatbots’ emotional limitations during interactions suggests that the
behavioral level is not always met (Norman, 2004). The positive experience is absent when
Al does not understand context or cannot solve complex issues. Even at the visceral level,
consumers may react strongly when Al marketing is perceived as unnatural or “too perfect”
(Stright et al., 2025). This contributes to feelings of discomfort and the impression that
something human has been lost. At the reflective level, these experiences can affect the user’s
self-image and interpretation of AI’s credibility, as a lack of authenticity reduces the
willingness to engage with the content. According to Norman (2004), the three levels of
emotional design are intended to create positive emotions. However, the results of this study
show that consumers, in more complex contexts, often perceive Al as distant, impersonal and
lacking in authenticity. This is particularly interesting as it indicates that even when Al
features a carefully designed emotional and technically advanced interface, it still fails to

meet users’ emotional needs in practice.

Even in relation to interactive Al marketing, this experience becomes apparent. The
technology enables both real-time interaction and personalization (Labrecque et al., 2024;
Peltier et al., 2024), but interactivity alone is not sufficient to create a positive user
experience. If Al is perceived as artificial, unreliable or lacking in its responses, it loses its
effectiveness. This underscores the importance of a design characterized by emotional
intelligence (Norman, 2004; Li & Cai, 2021). In other words, Al should not only provide
accurate information but also be able to listen, understand and meet the user in the context

they are in.

Furthermore, consumers express that when Al-generated visual material is perceived as
highly visually perfect, it tends to create distance rather than engagement. This aligns with

research indicating that Al-generated images are often perceived as too polished and lack the
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emotional authenticity that human-created content can convey (Gu et al., 2024; Arango et al.,
2023). According to Emotional Design, this reaction is influenced by both visual impressions

(visceral) and the individual’s deeper interpretation and reference frameworks (reflective).

Based on the Technology Acceptance Model (TAM) (Davis, 1989), it can further be
concluded that Al is often not perceived as either useful or user-friendly in contexts where
emotions and personality play a significant role. Research suggests that Al with empathetic
qualities can generate strong positive reactions (Cheng et al., 2022; Liu-Thompkins et al.,
2022). However, the consumers in this study argue that Al does not always succeed in
conveying empathy, especially in emotionally charged or personal matters, which leads to
dissatisfaction and a preference for human interaction. This is because Al lacks the ability to
perceive and interpret emotional signals, such as tone of voice, body language and cultural
nuances. As a result, consumers feel that Al cannot show care, understand their unique
situation, or grasp context in the way a human can, with the ability to see the bigger picture
and act accordingly. This highlights that the development of artificial empathy will be a
crucial factor for future Al systems and that an emotional theoretical perspective is needed to

complement technology-focused models.

In summary, Al is generally perceived as emotionally distant and impersonal, especially in
contexts where interaction requires empathy and human understanding. Despite Al’s
technical design, it often lacks the ability to meet the user’s emotional needs, which reduces
its credibility and perceived authenticity. Consumers prefer human contact in complex and
emotionally charged situations, highlighting that acceptance is not only dependent on
functionality but also on how Al is emotionally perceived. Al risks creating a sense of
distance rather than closeness, which means that it is not always used by consumers as an
effective tool. The human factor, the ability to listen, empathize and build trust remains a key

component for positive user experience and trust, posing challenges for future AI marketing.
5.3 Ambivalence towards Al

At first glance, the interviewees perceive Al as an exciting and fascinating technology that
sparks curiosity. Al-driven marketing can evoke positive experiences, as it is perceived as
cool, aesthetically pleasing and technically impressive. Furthermore, Al marketing can evoke
positive experiences as it is perceived as cool, aesthetically pleasing and technically
impressive. For example, Al-generated voice assistants can evoke both curiosity and

skepticism depending on their degree of humanness, according to Efthymiou et al. (2024).
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These impressions are created at the visceral level, where immediate and subconscious
emotional reactions play a crucial role (Norman, 2004). On the other hand, the interviewees
view Al as a threat to human creativity, work and autonomy, as Al has the potential to replace
all human creation. They therefore feel a certain ambivalence, as they are, on one hand,
attracted by the possibilities of the technology, but on the other hand, concerned about its
potential consequences. The fear mainly concerns Al taking over the control that humans
possess and making us lazier individuals. This can range from personal decision-making in
advice and purchases to larger life- and identity-defining choices that affect the individual’s
freedom and autonomy, such as work and educational opportunities. This suggests that there
is a more reflective level, which pertains to a deeper and more thoughtful dimension, where
consumers express fundamental concerns and reflections. In the long run, this could

contribute to a more critical attitude toward Al in marketing.

Similar to the findings of Brauner (2024), consumers may perceive new technology as an
effective tool while also questioning or rejecting it when it goes against established norms
and beliefs. This observation also aligns with the reflective level, as Al can provoke thoughts
about the future and societal development (Norman, 2004). This result suggests that the
acceptance of technology is not solely based on the consumer’s immediate experience of its
functionality, but also on a deeper, more conscious and long-term interpretation of it.
Although the technology is perceived as useful, there is an underlying concern regarding
privacy, control and authenticity, which challenges Davis’ (1989) notion that perceived
usefulness and ease of use alone lead to increased acceptance. Therefore, Al should not only
function well but also feel appropriate in a broader and more emotional context (Norman,

2004).

Moreover, the interviewees still perceive Al as something new and difficult to relate to. There
is a concern that they will not be able to adapt quickly enough to the fast-paced development
and about how and in what ways Al will be used. Despite this concern, the interviewees still
believe that the development of Al will have a significant impact on society at large and that
it is a development that must occur. The continued development is therefore viewed as
inevitable and in many cases, there is also optimism about AI’s future. Participants’
ambivalence thus indicates that acceptance is not solely about how Al functions on the
Behavioral Level (Norman, 2004) or through perceived ease of use (Davis, 1989), but rather
about how the technology fits into their lives and values reinforcing the need for the

combined model to fully understand today’s technology. According to Davis (1989), both

56



perceived usefulness and usability are crucial for technology acceptance. However, if Al does
not provide clear benefits to the user, the willingness to integrate the technology into daily
life decreases, despite its potential. The hesitation may therefore stem from the fact that Al is
not always perceived as sufficiently intuitive or valuable in daily life, which complicates

adaptation and reduces perceived usability.

In summary, the results show that consumers’ perceptions of Al in marketing are shaped by
both fascination and concern. Al evokes immediate, positive emotions such as curiosity and
technological wonder, while simultaneously prompting deeper reflection on potential threats
to creativity, autonomy and societal development. This ambivalence demonstrates that
acceptance is not only based on functionality and usability, as suggested by the TAM, but also
on how Al interacts with the consumer’s values and perceptions of the future. Consumers
want Al to not only function effectively but also feel right on a personal and societal level,

highlighting the importance of understanding consumers’ emotional perspectives on Al.
5.4 Transparency as the Key to Trust

The results show that transparency is one of the most crucial factors in how consumers
perceive and accept Al in marketing. All respondents request clarity about whether, and if so,
how Al is used in marketing. An unclear boundary between humans and machines is not only
perceived as misleading but also evokes discomfort according to the interviewees, which,
according to Aguirre et al. (2015), can reduce consumer engagement and positive emotions.
This suggests that consumers do not solely assess the technology based on its functionality
but also on how transparent and honest its use is, which aligns with Labrecque et al. (2024),
who argue that a lack of openness can create feelings of manipulation and diminish trust in

Al marketing.

The consumers in the study call for clear disclosures and easily accessible information
regarding the use of Al, which aligns with Hari et al. (2025) and Taspinar and Cinar (2024),
who emphasize the importance of reducing information asymmetry between companies and
consumers. Without such clarifications, there is a risk that Al will be perceived as an
independent and uncontrollable entity silently collecting data, which in turn amplifies the
feeling of surveillance and lack of control (Karwatzki et al., 2022). This also underscores that
company transparency is strongly linked to consumers’ willingness to share data (Chen et al.,

2019; Singh et al., 2024) and their sense of security (Nizette et al., 2024).
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Davis (1989) highlights that perceived usefulness and usability are crucial for technology
acceptance. In this study, clear communication regarding Al serves not only as support for
technical usability but also as a means to create psychological security and build trust among
consumers. When companies only meet the minimum legal requirements, rather than actively
communicating their use of Al, trust in both the technology and the company tends to
diminish. Several respondents suggest that this harms the perceived authenticity and gives the
impression that companies are hiding something, which aligns with Hacker (2023) and Zhong
et al. (2024), who argue that transparency and ethics should be a central aspect of Al usage,

not just a legal obligation that companies follow.

The results show that consumers’ trust in Al is strongly dependent on the context. Al is more
readily accepted in everyday and less emotionally charged situations, such as marketing for
shoes or beverages. In contrast, Al is perceived as more problematic in more sensitive areas,
such as charity or healthcare, where Al-generated content risks being seen as misleading or
manipulative. These results confirm previous research that suggests overly perfect and
realistic Al material can reduce credibility (Gu et al.,, 2024; Arango et al., 2023) and
emphasize that it is not just the technology itself, but also the context, that influences the

consumer’s perception of Al.

In summary, this analysis section shows that transparency is crucial for consumers’
acceptance of Al in marketing, where clear information about Al’s usage contributes to
security and trust. The interviewees not only assess the technology based on its functionality
but also based on how honest and open its use is perceived. A lack of transparency creates
feelings of manipulation and surveillance, especially in sensitive contexts. This confirms that
the acceptance of Al is strongly context-dependent and that trust is influenced by both
technical and emotional factors, such as feeling secure. Companies that want to use Al in a
way that is perceived as legitimate and trustworthy must therefore be transparent about their
usage, adapt communication to the context, and respect consumers’ privacy boundaries. Only

when these conditions are met can Al contribute to a positive marketing experience.
5.5 Consumer Knowledge and Experience

The analysis shows that experience and technical understanding play a crucial role in how Al
in marketing is perceived and accepted. The respondents who consider themselves more
familiar with Al tend to have higher tolerance and greater understanding of how Al works.

This is confirmed by Liu-Thompkins et al. (2022), where an individual’s level of knowledge
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and technical experience affects the degree of trust and acceptance. According to Davis
(1989), both perceived usefulness and perceived ease of use influence an individual’s
acceptance of new technology. In line with this, several respondents describe how previous
exposure to Al through chatbots, voice assistants or other digital technologies has created
increased confidence and curiosity, contributing to a more positive view of Al. For these
respondents, Al is perceived as an aid rather than something foreign and concerning. On the
other hand, several respondents point out that knowledge does not only contribute to
acceptance but can also lead to increased vigilance. The greater the understanding of Al’s
potential, the more likely they are to question Al. According to Efendic¢ et al. (2020), trust in
Al can decrease when consumers have experience interacting with Al, as their expectations
of its efficiency and precision are higher. Incorrect assessments by Al can thus diminish the

positive experience of Al.

Digital literacy also emerges as an important factor in the acceptance of Al (Sands et al.,
2022; Wahid et al., 2023). At the same time, it appears from the respondents, as previously
mentioned, that acceptance is contextual and can change over time. Upon first contact, Al
may be perceived as intrusive or unsettling, but with increased exposure, the technology has
become a normalized part of everyday life. This change in attitude reflects the reasoning by
Labrecque et al. (2024), who argue that interactive Al marketing requires active participation
and adaptation over time. The fact that Al sometimes goes unnoticed, for example in the form
of visual content or automatic recommendations, can in such cases be explained by the

technology being so integrated that it has become normalized in individuals’ lives.

Despite this fact, many respondents rarely use voice assistants or chatbots. One of the reasons
is that the technology is not perceived as providing clear value in everyday life, which
confirms research by Awan et al. (2021) and Xu et al. (2022), where the effectiveness of Al is
assessed in relation to how well it meets the user’s needs. However, some respondents believe
that usability would likely increase with more frequent use, highlighting the importance of
creating habits in consumers’ daily lives and ensuring that AI’s functionality is adapted to

different situations and needs.

Overall, the results show that experience and technical understanding strongly influence how
Al marketing is perceived, with experienced users tending to feel greater security and
acceptance. However, increased knowledge can lead to higher demands and increased

vigilance. Acceptance is also shaped by factors such as digital literacy and context, meaning
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that Al is experienced differently depending on the situation and the individual. The
acceptance of Al is dynamic and changes based on how relevant and useful the consumer
perceives the technology to be in their daily life. Therefore, for Al marketing to be accepted,

it needs to be perceived as both meaningful and adapted to context and individual needs.

5.6 Efficiency and Simplicity

The respondents’ experiences show that Al in marketing is often perceived as a smooth,
functional and time-saving tool, particularly when handling simpler tasks, which is an aspect
crucial for consumers to even consider using the technology (Liu et al., 2024). This
perspective aligns with the description of Al as a technology that enables automation and
efficient information management, enhancing the user experience (Bormane & Blaus, 2024;
Choung et al., 2023; Davenport et al., 2020). Functionality is particularly emphasized in
connection with chatbots and voice assistants, where many respondents report that they work
well for simpler tasks such as fact searches, information about opening hours, handling
returns or troubleshooting. Respondents also tend to be more accepting of Al tools that
provide direct answers but also clearly state when they are unable to deliver a correct
response, which is described as crucial for consumer trust and acceptance (Hari et al., 2025).
If Al is transparent about its limitations and shortcomings, the risk of it being perceived as

manipulative or misleading decreases.

The perceived usefulness and ease of use are strongly linked to the Technology Acceptance
Model (Davis, 1989), where these factors are crucial for whether new technology is
positively received. Several respondents state that if the technology is accessible,
well-developed, secure and provides quick answers, it can be experienced as just as satisfying
as human interaction. However, usage is clearly context-dependent. When the questions
become more personal or complex, the perception of usefulness decreases significantly,
according to interviewees, something that previous research also supports (Zhang et al., 2024;
Liu-Thompkins et al., 2022). Above all, Al is expressed as a tool that can facilitate contact
with the company online and be used to streamline processes for both consumers and
marketers, rather than replacing human contact or as a relationship builder. Similarly, as Xu
et al. (2022) describe, the technology is seen as an aid in people’s everyday lives rather than a

tool to replace human dialogue.
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Furthermore, voice assistants are described as both effective and entertaining. Respondents
seem to view them as a natural part of an increasingly digital everyday life, which Hoy
(2018) also highlights in his research. Additionally, research shows that interaction with, for
example, voice assistants not only serves as practical assistance but can also create positive
and entertaining user experiences and facilitate decision-making (Sezgin et al., 2020; Klaus &
Zaichkowsky). At the same time, users do not expect empathetic dialogues from Al, even
though they would have wished for it. Instead, Al is seen as a system that works in situations
where human contact is not required. This perspective aligns with mechanical and thinking
Al, where Al’s task is to identify needs, solve simple tasks and contribute to real-time
personalization, rather than to build relationships or convey emotional support (Huang &
Rust, 2021). This type of Al represents a more basic solution that consumers often experience
being used by online companies, in contrast to more advanced Al assistants that can express
human emotions, create personal interaction and contribute to a sense of social

companionship (Davenport et al., 2020; Formosa, 2021).

In summary, the analysis shows that Al in marketing is primarily perceived as a functional
and time-saving tool for simpler tasks, which strengthens its acceptance when usefulness is
clear. Consumers value Al systems that are accessible, fast and transparent about their
limitations, while more complex or emotional interactions are still seen as areas where human
contact is preferred. This confirms that functional aspects according to TAM play an

important role, but also that AI’s emotional limitations influence the overall experience.

5.7 Limitations in Functionality

The results clearly show that negative user experiences often arise in interactions with Al
systems perceived as inadequate, rigid and emotionally distant. This can be described as
weak behavioral design in Emotional Design (Norman, 2004). When Al fails to deliver
functional, relevant and situational responses, emotions such as frustration, irritation, anger
and fatigue are experienced, according to respondents. This, in turn, affects the user’s
acceptance and trust in the technology. Poor performance, complicated formulations and low
perceived empathy thus diminish the technology’s reputation, even if the technology in other
contexts may be seen as efficient and time-saving (Chen et al., 2023; Xu et al., 2022). Most
Al chatbots on corporate websites are also perceived as technically underdeveloped, lacking
the ability to provide nuanced responses or engage in dialogue. This contrasts with the ideal

image of interactive Al marketing (Labrecque et al., 2024), where the technology is intended
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to enable engaging and tailored two-way communication. Instead, the respondents often feel
“bounced around” within the system, which creates frustration and increases the likelihood

that the user will terminate the interaction or seek human assistance.

The fact that chatbots are often perceived as repetitive, inflexible and “remote-controlled”
also highlights deficiencies in mechanical and thinking Al (Huang & Rust, 2021). Although
these systems are developed to meet users’ needs, they still lack the ability to adapt their
responses to more complex situations. Several respondents describe how Al provides generic
solutions and referrals rather than offering personalized assistance. Here, a clear gap is visible
between users’ expectations and the technology’s capacity. Several state that their
expectations for Al to be able to answer their questions are generally low. When Al fails to
understand or respond correctly, it is not always perceived as a failure, but rather as
something expected. This indifference creates low trust in the technology from the outset. If
Al is perceived as neither useful nor user-friendly, the likelihood of the technology being
accepted decreases (Davis, 1989). Similarly, when design fails at both the behavioral and
reflective levels, the long-term relationship with the technology is negatively affected
(Norman, 2004). This attitude can be interpreted as a form of emotional resignation, where
the respondents with low trust automatically lower their expectations of Al to avoid too

strong an emotional investment and the risk of negative experiences.

Another important aspect is that chatbots are rarely perceived as genuine conversational
partners. They are expressed as lacking a social presence, variation and do not create the
feeling that someone is truly listening, something one respondent compared to “talking to
someone who isn’t listening.” This is connected to Liu-Thompkins et al. (2022), who argue
that Al cannot interpret emotional signals, which are crucial in human communication. When
these signals are lost, the experience of empathy decreases, which can lead to feelings of

disappointment, betrayal or discomfort (Zhang et al., 2024; Diwanji et al., 2025).

In summary, the results in this section show that negative emotional reactions often arise
when Al systems are perceived as inadequate, impersonal, rigid and incapable of meeting the
user’s needs. A lack of empathy, generic responses and low adaptability lead to frustration
and decreased trust, which affects both the acceptance of the technology and the long-term
relationship with it. Chatbots are rarely seen as real conversational partners, but rather as
limited tools that fail to meet users’ needs in complex situations. This gap between

expectations and actual performance contributes to low acceptance and emotional distance,
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where consumers lower their expectations to avoid disappointment. This highlights the
importance of not only focusing on functionality but also considering how the design of Al

affects the consumer’s emotional experience.

5.8 Personalization and Control

When Al acts on its own initiative, for example by making decisions, giving
recommendations or adapting content without the consumer’s consent, it can evoke strong
feelings of discomfort, suspicion and fear, according to respondents. These reactions occur at
a visceral level, where the respondents instinctively feels that their personal privacy or
autonomy is being compromised. Al that acts without being prompted is perceived as
monitoring which undermines the sense of control and security. This is closely linked to
theories of ethics and transparency (Hari et al., 2025; Feuerriegel et al., 2024), where the
discomfort is reinforced by the perception that information may have been collected without
the user’s consent. Even though Al aims to improve the user experience, such initiatives are
perceived as a violation of privacy if the purpose is not clearly communicated or if
transparency is lacking in the interaction. Lucia-Palacios and Pérez-Lopez (2021) emphasize
that voice assistants with a high degree of autonomy can be perceived as intrusive and give

rise to a sense of lost control, something that is also confirmed by the consumers.

The line between offering user-friendliness through personalization and creating a sense of
surveillance is therefore both thin and highly context-dependent. It becomes clear that certain
types of recommendations can be accepted, such as recipe ideas, restaurant tips or discounts,
indicating that perceived usefulness and context play a major role. This is explained through
TAM (Davis, 1989), where both perceived usefulness and ease of use determine how the
technology is received. For example, when a voice assistant offers something clearly
value-creating, such as saving time or providing personal suggestions, the technology is
perceived as more legitimate (Phelps et al., 2000). This also aligns with Beldad et al. (2011),
who argue that consumers are often willing to share personal information in exchange for
clear benefits. However, the respondents also emphasize the importance of it being an option
rather than a forced decision, highlighting that the user’s experience of control is crucial for

the acceptance of Al (Kumar et al., 2021; Kumar et al., 2024).

Personalization itself is expressed as a functional and effective tool that presents relevant

products or offers to the consumer, where Al can create more accurate recommendations
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(Peltier et al., 2024; Behera et al., 2024). This in turn, can feel like a “digital shopping
assistant” that creates time efficiency and increases the willingness to buy. Simultaneously,
the results show that personalization also affects consumers on an emotional level, which is
central within Emotional Design (Norman, 2004). When personalization works well, it
creates joy and satisfaction, but it can also raise concerns about unconscious consumption.
The reflective level of design then becomes important, as the technology influences
self-image and consumption habits over time. Several respondents noted how Al leads them
to purchase things they did not know they wanted, indicating that the technology affects more

than just direct behavior.

In summary, the results show that Al acting without the consumer’s consent often triggers
strong emotional reactions such as discomfort and loss of control, especially when
transparency is lacking. Personalization can be perceived as functional and value-creating
when it is seen as relevant and voluntary, while also affecting consumers’ behaviors and
emotions on a deeper level. Al is assessed not only based on its usefulness but also on how it
influences the individual’s sense of autonomy and self-image. Therefore, a balance between
personalization as support and the individual’s need for control and self-determination is

necessary to determine how Al is experienced.

5.9 Ethics, Integrity and Concerns

The respondents state that it has become increasingly difficult to distinguish between human
and Al-generated material, especially visual content. Additionally, the use of Al without
transparency is considered problematic because it creates a sense of uncertainty about what is
real or not, which can further contribute to a more general critical attitude toward marketing
overall. Particularly concerning is that Al can distort reality by creating unrealistic ideals or
stereotypical images, which is perceived as manipulative, unreliable and can erode trust in
companies that use Al (Gu et al., 2024). Respondents would also react negatively if Al were
used in contexts where humanity and authenticity are important, such as in charity work,
promoting body ideals or emotionally charged storytelling. The risk that Al can manipulate
content has been recognized previously (Labrecque et al., 2024), reinforcing consumers’
demands for ethical design and transparency in marketing. When Al-generated content is not
perceived as genuine or creates emotional dissonance, it can lead consumers to react

negatively (Edell & Burke, 1987; Goldberg & Gorn, 1987). Instead of creating engagement,
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such content may be perceived as disturbing or manipulative, further undermining trust in

both the content and the company.

Hari et al. (2025) highlight the risks associated with a lack of transparency, where
information asymmetry can arise when consumers do not understand what data collection
entails. Several respondents express the need for clear information about what is
Al-generated, which also ties into research showing that a lack of transparency in Al usage
reduces consumer trust (Hari et al., 2025; Baek et al., 2024). When Al is used without this
being clearly communicated, it is perceived as dishonest and misleading, undermining trust in
both the content and the company. For example, voice assistants can feel unsettling when
consumers get the impression that the technology is eavesdropping on conversations or when
targeted advertisements appear afterward. This creates a sense of surveillance and invasion of
privacy, particularly when there is no clarity regarding how data is collected and used

(Feuerriegel et al., 2024; Hari et al., 2025).

Ethical aspects also become prominent in questions concerning personalization and data
collection. Several respondents expressed a certain indifference toward, for example, cookies
and user agreements. Although there is often information about how companies collect and
use personal data, few consumers actually read it. The interviewees describe that in such
cases, they choose to ignore potential risks. However, this attitude changes when it concerns
unfamiliar companies, brands or when it involves personal information, at which point they
want clear reasons for why the data is being collected. In general, there is still a demand for
increased transparency and clarity regarding Al usage, as clear communication and the

possibility of control create a sense of security (Chen et al., 2019; Singh et al., 2024).

The results show that information collection and Al use in marketing require high ethical
awareness and clear communication to avoid emotional dissonance that can create concern
and alienation (Faseur & Geuens, 2006). As several researchers have pointed out (Chen et al.,
2019; Singh et al., 2024), acceptance often depends on the context, the type of company
collecting the data, why it is being collected and the extent to which the consumer feels they
have control. Trust in Al in marketing is therefore based not only on functionality or design
but also on corporate responsibility (Hagendorff, 2020), clear communication and how well
users’ values are respected. The respondents do not want to feel deceived or exploited and
therefore call for a future where clear laws and ethical guidelines not only exist but actively

permeate Al development. The EU’s new Al legislation (European Parliament, 2025) can be
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seen as an important step toward increased security and trust in digital, commercial contexts,
but as Zhong et al. (2024) point out, concrete measures are also needed to ensure the actual

impact of the legislation.

To summarize this section, the analysis shows that transparency, ethical responsibility and
clear communication are crucial to avoiding negative emotional reactions such as uncertainty,
discomfort and distrust. Consumers want to understand how Al is used and have control over
their data, especially in sensitive contexts where authenticity is important. Trust in Al is
based not only on the technology’s functionality but also on how the Al design reflects the

consumer’s needs and values.

6. Discussion

Based on the study’s results, we can conclude that emotions influence the acceptance of Al
marketing as much as functionality. This highlights the need to combine functional
theoretical models and emotional perspectives to gain a deeper emotional understanding of
how consumers experience Al marketing (Cheng et al., 2022; Liu-Thompkins et al., 2022;
Kumar et al., 2021). Through Emotional Design it becomes clear how consumers’ emotions

affect their experience of Al marketing.

At the visceral level, consumers generally reacted critically. Visual content is often perceived
as artificial or a distortion of reality, lacking human creativity. Chatbots and voice assistants
offered by companies are perceived as inadequate and incapable of truly understanding
consumers’ needs. Meanwhile, personalization evoked slightly more positive feelings, as it
provides personally targeted marketing, although there were also concerns about personal
privacy. Primarily, however, the discussion centered around the perceived lack of human
presence in Al tools, which triggered feelings of distance, low credibility and reduced trust,
highlighting the need to balance technical perfection with human emotion. This also supports
the findings by Ryoo et al. (2025), which show that consumers expect higher quality when Al
and humans collaborate, compared to when content is created solely by Al or solely by
humans. In practice, this suggests an argument for combining Al and human interaction in
customer engagements. Possibly, allowing consumers to choose between interacting with Al
or a human, depending on their situation, needs and level of knowledge. This choice would

be perceived as positive among the consumers in this study, as it provides a sense of control
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and respect for individual preferences. By offering such flexibility, companies could not only

reduce the perceived distance created by Al but also create positive user experiences.

At the behavioral level, consumers may experience frustration when Al does not meet
specific needs or when the interaction feels overly mechanical instead of responsive.
Although Al largely delivers relevant information, there is often a lack of a deeper sense of
understanding, which is crucial for a positive overall experience. Furthermore, consumers
who reported low knowledge of Al often expressed feelings of fear, suspicion and insecurity.
In some cases, Al was perceived as foreign and something they needed to understand better
before feeling comfortable using the technology. According to Bagozzi et al. (1999), negative
emotions such as worry and fear can lead to more careful and critical information processing,
whereas positive emotions promote creativity and problem-solving through freer and more
flexible thinking. This implies that as the technology becomes more familiar, consumers’
confidence in using Al increases and they begin to see advantages such as an easier everyday
life and faster solutions to everyday problems. It suggests that increased exposure to Al,
combined with consumers’ own experiences and knowledge, can contribute to Al being

perceived as more positive and useful rather than foreign and threatening.

Several interesting insights also emerged at the reflective level, where consumers reflected on
AD’s role in their future. The attitude was characterized by clear curiosity and fascination with
the future possibilities of the technology. According to Zhang et al. (2022), low knowledge
can spark curiosity, which also emerged in the study, as many were interested in Al’s future
development and potential. At this level, it is not only about the technology itself but about
what it represents (Norman, 2004). The consumers’ reflections indicate a need to understand

Al not merely as a tool, but as an actor that raises questions about the future of humanity.

Generation Z is accustomed to new technology, however, they also place high demands on
companies to be transparent about how AI works and how their data is used. A lack of
transparency and authenticity in Al marketing undermines trust in the company, even if the
technology itself functions well. This confirms previous research where consumers feel
vulnerable despite digital awareness and sometimes act contrary to their own feelings and
perceptions (Acquisti et al., 2015; Kokolakis, 2017; Norberg et al., 2007). The fact that
consumers do not always act in accordance with their stated opinions is an interesting insight
we found. We can observe this as a recurring theme in several of the interview responses. The

respondents expressed skepticism toward accepting cookies and sharing personal information
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on websites they do not trust. However, their behavior suggests the opposite, they admit that
they often end up sharing their information despite their reluctance. This phenomenon is
known in theory as the Privacy Paradox, where individuals express concern for their privacy
but still act in ways that contradict their stated attitudes. This ambivalent attitude is also
evident when consumers describe Al as something positive and express optimism about its
future development. Even though they recognize its potential, it becomes clear that
consumers have limited experience and knowledge of the technology. This is largely because
they do not perceive or experience its functionality as sufficient. Despite these concerns, they
often choose to compromise in order to participate in the digital world (Chen et al., 2019;
Singh et al., 2024; Mazurek & Matagocka, 2019). What clearly distinguishes Generation Z is
their expectation that technology should be both smart and ethically conscious. Al that is
used solely for business purposes without regard for the user’s emotions and values thus risks

creating resistance rather than engagement (Aguirre et al., 2015; Hari et al., 2025).

Another central aspect that emerged is the balance between forming emotional connections
through Al and maintaining clear distinctions between humans and machines. Consumers
express a desire for more advanced Al capable of engaging on a personal level, yet they also
emphasize that voice assistants should not sound too human and that visual content must
reflect reality rather than mislead. This indicates that Al should complement, not replace,
human interaction (Chintalapati & Pandey, 2022; Formosa, 2021; Kiister et al., 2020). There
is an inherent contradiction in consumer expectations. On one hand, they seek emotionally
intelligent Al for enhanced user experiences. On the other, they want to preserve a clear
boundary to ensure authenticity and control. This ambivalence reveals a deeper uncertainty
about AI’s role in future customer relationships, where overly strong emotional bonds may
result in a perceived loss of authenticity and impact. It highlights the importance of
transparency and clear limitations in Al design to maintain trust and avoid manipulative

emotional influence, posing both ethical and practical challenges for future development.

The study shows that consumers’ experience of Al marketing are influenced by both
functional and emotional factors. Generation Z’s experience is characterized by ambivalence
between fascination with the technology’s possibilities and concern about a lack of humanity,
control and authenticity. Acceptance of Al depends not only on usefulness and ease of use but
also on whether the technology creates a sense of security, trust and engagement. The

Technology Acceptance Model and Emotional Design thus complement each other in
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explaining consumers’ acceptance of Al. Positive emotional design can reinforce functional
acceptance, while high technical performance cannot compensate for a lack of emotional
engagement. This highlights the need to design Al systems that are both technically advanced
and emotionally intelligent to meet consumers’ needs and expectations. By combining TAM
and Emotional Design, the importance of Al marketing that is effective, emotional and
ethically conscious becomes clear. The results further emphasize the importance of
transparency, human presence and emotional adaptation, which can strengthen the
relationship between consumer and company. As Al usage increases, companies must
consider both the functional and the emotional dimension to create meaningful and positive

digital interactions.

7. Conclusion

The study has examined how Generation Z perceives Al marketing, focusing on both
functional and emotional perspectives. Consumers display an ambivalent attitude toward Al,
as they are fascinated by the technology’s potential while also being critical of AI’s lack of
empathy and transparency. From a functional perspective, Al is appreciated for its efficiency,
speed and ability to offer personalization, especially when the technology is perceived as
user-friendly and easy to interact with. However, criticism is expressed regarding
shortcomings in usability in more complex situations, such as emotionally charged or
personal matters, where Al’s design is considered too underdeveloped. A lack of adaptation
to individual needs, as well as Al systems acting autonomously without the consumer feeling

a sense of control, also encounters resistance.

From an emotional perspective, Al marketing is perceived as lacking human warmth and
authenticity, which creates feelings of skepticism, distance and in some cases distrust.
Consumers react negatively to Al usage where transparency is lacking and demand openness
and an ethical approach regarding how data is used as well as how the technology functions.
At the reflective level, there is an expectation that AI will develop to become more
empathetic and emotionally intelligent. At the same time, concerns are expressed about how

future Al will impact individuals’ daily lives and their relationship with technology.

The results show that consumers’ experience of Al is not solely shaped by functional or
emotional factors alone, but rather by the interaction between these dimensions. By

combining the Technology Acceptance Model (TAM) with Norman’s theory of Emotional
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Design, it becomes evident that consumers’ acceptance of Al is governed by the interaction
between perceived usefulness, perceived ease of use and emotional experience. Future Al
marketing must therefore be designed with authenticity, transparency and a user-centered
approach to build trust and long-term engagement among consumers. By taking these
perspectives into account, Al can be developed into a meaningful and accepted tool in the
consumer’s digital everyday life, while also fostering long-term and sustainable customer

relationships.

7.1 Theoretical contributions

In an increasingly digitalized and Al-driven world, it is not enough to design Al solely from a
functional or emotional perspective. Previous models need to be developed to take into
account both the emotional and functional aspects to understand how consumers reason and
act on Al. The theoretical contribution is to propose a holistic model that combines both
functional and emotional dimensions of Al acceptance. Such an integrated view is crucial for
deeply understanding consumers’ emotions and their perceptions of Al marketing, as these
factors are of great importance to users. Emotional Design also clarifies how emotional
reactions can influence consumers’ propensity to accept or reject Al, even before they have

practically experienced the technology’s function.

7.2 Practical contributions

The practical contribution is to obtain concrete guidelines for how companies can design Al
marketing that is perceived positively by consumers, as customer satisfaction is crucial for
the company’s long-term profitability. Simply implementing functional Al solutions as a tool
for building customer relationships is no longer enough, AI must also be emotionally
engaging to be accepted. Companies also need to realize that Al is not the optimal tool in all
types of customer contacts. In sensitive situations, consumers prefer human interaction and in
these situations, a hybrid solution is recommended, where the consumer can easily choose
between Al or human assistance. Marketers also need to strive to create authentic and
transparent Al experiences and be clear about when and how Al is used, in order to maintain
consumer trust. The key words companies should focus on when implementing Al in
marketing are therefore emotional engagement, transparency and access to human contact

when needed. By understanding and taking emotional and functional factors into account,
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companies can build more sustainable customer relationships and strengthen trust in Al

solutions.
7.3 Social and ethical aspects

By clarifying the consumer’s perspective and emotions, companies gain a greater opportunity
to take responsibility for the products and Al experiences they offer. At a societal level, the
increasing implementation and use of Al can affect how people perceive and value human
relationships. As expressed by the consumers in this study, there is a risk that Al may replace
human contact in certain services, which in turn could impact social cohesion and create
feelings of dehumanization. Furthermore, some jobs are expected to disappear as a result of
automation, but also because consumers’ needs for interaction are changing. It remains
unclear what will happen if Al increasingly replaces human presence. However, there is a
risk that this could affect both social relationships and individuals’ sense of belonging.
Alongside this, important questions are raised regarding the extensive data collection required
for personalized Al marketing. An increased acceptance of surveillance risks undermining
societal norms concerning privacy. Where should the boundary for personal privacy be
drawn, and above all, do consumers fully understand the consequences of their data being

collected and used?

This study further highlights important issues regarding transparency, honesty and control.
Consumers have the right to know when they are engaging with Al and how their data is
being used. Nevertheless, most report being unaware of how the information they provide is
processed. As a result, passive acceptance of the situation has become common, normalizing
a behavior where practices are rarely questioned. This trend can be problematic, especially
when Al is employed to manipulate emotions in order to drive sales without consumers’ full
awareness. For Al marketing to be ethically justifiable, clearer guidelines are needed, along
with a stronger commitment to respecting consumers’ autonomy and privacy. Companies that
fail to meet legal requirements or the ethical expectations of consumers may face increased

scrutiny and critical evaluation of their Al-driven content.
7.4 Limitations of the study

When interpreting the results, several limitations should be considered. Firstly, the study

focuses specifically on Al within a marketing context, meaning that the findings may not be
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fully applicable to other domains, such as healthcare or education, where consumers’
emotional responses to Al might differ. Furthermore, the sample is limited to Generation Z,
meaning that the results do not reflect other generations’ perceptions of Al. Generation Z’s
familiarity with digital technologies may make them both more receptive to and more critical
of Al potentially shaping their relationship with the technology in ways that differ from older
cohorts. This limits the generalizability of the study’s conclusions across different age groups
and contexts. Previous research, for instance, indicates that older or less technologically
experienced individuals often face greater challenges in adopting new technologies (Wirtz et
al., 2023), whereas younger individuals tend to be more positively inclined (Sands et al.,
2022; Wahid et al., 2023). It is therefore plausible that a similar study involving older

participants would yield more critical emotional responses to Al in marketing.

Another potential limitation is that previous research has shown Al may encounter resistance
when it challenges established norms and values (Brauner, 2024). As this study was
conducted in Sweden and within a geographically limited area, the findings may be
influenced by local cultural and ethnic factors. Individuals’ cultural backgrounds and ethnic
affiliations can shape different norms, values and technological conditions, which in turn may
affect their access to and perceptions of AIl. These variations could ultimately lead to

differing attitudes toward Al across different populations.
7.5 Future Research

Future research should examine the long-term impacts of Al adoption for companies that
integrate Al into their marketing strategies, as well as how this affects consumer behavior
over time. Although Al is designed to be simple and user-friendly (Choung et al., 2023) and
this was confirmed by the findings of the study, many consumers stated that they still choose
not to engage with Al. This is because they do not see any clear benefit from the technology
or feel uncertain due to a lack of experience and knowledge. However, several expressed that
more experience and understanding of the technology could increase their willingness to use

Al, which opens up interesting research questions.

It is particularly important to investigate how knowledge and experience influence
consumers’ perceptions of Al marketing. Existing research in this area is somewhat
inconsistent, as technology acceptance is shaped by multiple factors, including consumers'

emotional states, levels of knowledge and degrees of trust. Zhang et al. (2022) suggest that
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higher levels of Al knowledge tend to diminish curiosity, with more informed consumers
often preferring human-designed solutions. This appears somewhat contradictory to the
findings of the present study, where many consumers, despite having limited knowledge of
Al, demonstrated low levels of use but expressed strong interest in Al’s future possibilities.
This indicates that curiosity alone may not be sufficient to drive actual Al adoption. Instead,
factors such as uncertainty or a lack of trust may play a more decisive role in consumers’

reluctance to engage with Al

There is also a need to deepen the understanding of how emotions and attitudes toward Al
evolve over time with repeated exposure. A key question is whether increased interaction
with Al helps the technology become a natural part of everyday life, thereby enhancing
engagement, or whether frequent exposure instead leads to saturation and growing resistance
to Al marketing. This is particularly important for companies investing in Al to create
positive customer experiences, as they must understand when and how consumers prefer to
interact with Al. Furthermore, future research could clarify whether initial resistance is
simply part of an adaptation process or if certain emotional barriers toward Al persist even

after extended use.
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Appendix

Appendix 1 - Participant Information Letter i“’\}’z
& 4
INFORMATIONSBREV ~
UNIVERSITY
Institutionen for handel och foretagande (IHF) OF SKOVDE

Hej, vi dr tva studenter fran Hogskolan i Skovde som liser ett Magisterprogram i
Marknadsforing och Affdrsutveckling pa Hogskolan i Skévde. Vi skriver nu var D-uppsats
ddr syftet att undersoka hur konsumenten uppfattar Al-marknadsforing och hur Artificiell
Intelligens paverkar deras kinslomdssiga reaktioner. Metoden som vi anvinder oss av for att
samla in information dr genom kvalitativa djupintervjuer. Anledningen till att du fdtt detta
brev beror pa att du dr relevant for studiens syfte samt har visat intresse for att delta i denna
studie. Innan du deltar vill vi att du tar del av detta informationsbrev, i enlighet med

Vetenskapsrddets (2024) riktlinjer for God forskningssed som vi foljer.

Deltagande 1 denna studie innebar fysiskt deltagande 1 en intervju. Information angdende tid
och plats meddelas pa telefon ett par dagar innan intervjutillfallet. Intervjun berdknas ta cirka
1 timme och inga forberedelser krdvs. Ljudet kommer att spelas in och vi kommer ta
anteckningar, detta for att inte g8 miste om viktiga detaljer. Deltagandet ar frivilligt och du
har ritt till att avbryta under undersdkningens ging. Aven efter genomford intervju har du ritt

att dra tillbaka din medverkan.

Du som deltar i denna studie kommer att anonymiseras. Det innebér att information som du
lamnar kommer att vara anonym 1 de delar som tas med i uppsatsen. Den information och de
uppgifter som du ldmnar kommer enbart anvindas for studiens syfte och forvaras utan
obehdrig atkomst. Det dr enbart vi forfattare, vir handledare och examinator som kommer ta
del av dessa uppgifter. Niar denna uppsats blivit godkdnd kommer anteckningar och ljudfiler

raderas.

For att uppna samtyckeskravet behover vi erhélla ditt samtycke att delta (se separat papper).
Du har dven ett sjdlvstidndigt beslut om hur ldnge och pa vilka villkor du skall delta. Du
bestammer dessutom om du vill avbryta din medverkan och detta utan att det medfor negativa

konsekvenser for dig. Har du frdgor kan dessa stéllas innan, under och efter intervjutillfillet.
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Appendix 2 - Consent to participate in the study

Samtycke till att delta i studien: -_—

“Kdnslor i den digitala eran: UNIV]éRSITY

Konsumenters emotionella reaktioner pa AI-marknadsforing” OF SKOVDE

Medgivande
Jag har lést och forstatt den information om studien som anges i dokumentet
”Informationsbrev”. Jag har fatt mojlighet att stdlla fragor och har fitt dem besvarade.

Jag far behalla den skriftliga informationen.

[ 1 Jag samtycker till att delta i studien som beskrivs i dokumentet “Informationsbrev”

[ ] Jag samtycker till att mina personuppgifter behandlas pa det sdtt som beskrivs i
dokumentet ”Informationsbrev”

[] Jag 4r medveten om att min medverkan r helt frivillig och att jag niar som helst kan
avbryta mitt deltagande i studien utan att ange négot skal.

[] Jag samtycker till att intervjun spelas in.

Ort och datum Underskrift Namnfortydligande

Kontaktuppgifter:
Annie Lavén

Email: k2 lannla@student.his.se

Telefonnummer:
Anna Ulfsson
Email: a24annul@student.his.se

Telefonnummer:

Handledare:
Danilo Brozovic

86


mailto:k21annla@student.his.se

Appendix 3 - Interview Guide

1. Emotional Design
Visceral Level:

1. What is your first impression when you see or hear Al marketing, such as images, ads,
voice assistants or chatbots?

2. How do you think Al-generated content differs from content created by humans?

3. What influences your trust in Al marketing? (functionality, transparency, or something
else?)

2. Acceptance of New Technology
Focus on usability, user-friendliness and trust.

1. How useful do you find Al-based chatbots and voice assistants?
2. How easy or difficult is it to understand and use Al-based chatbots and voice assistants?

3. How do you think your own experiences and knowledge about Al affect your acceptance
or rejection of Al marketing?

3. Chatbots and Customer Service
Focus on benefits, challenges and emotional responses.

1. How do you experience interactions with chatbots?
2. In what situations do you prefer to chat with a human rather than an Al-based chatbot?

3. How do you emotionally respond when an Al cannot solve your problem or understand
what you mean?

4. Voice Assistants
About Google Assistant, Siri, etc. and their impact.

1. How does it feel to talk to voice assistants (Siri, Alexa, or Google Assistant)?

2. How would you like a voice assistant to sound? (human-like, tone?)
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3. How would you feel if a voice assistant made decisions and gave recommendations
without your prompt?

5. Visual Content
Focus on Al-generated images, ads, realism and reactions.

1. Can you tell the difference between Al-generated and human-created visual content? (e.g.,
images, ads)

2. What emotions do images or ads created by Al evoke in you?
3. How important is context in how you perceive Al marketing?

4. Do you believe companies are obligated to disclose how and when Al has been used?

6. Personalization
Focus on customized offers and associated risks.

1. How do you feel about companies tailoring their offers or ads specifically for you?

2. Do you feel that personalized marketing works for you? (e.g., easier to find
products/services you want?)

7. Ethics and Transparency (Privacy Paradox)
Focus on privacy concerns, bias and transparency.

1. What do you think about your personal data being collected and used for marketing
purposes?

2. Would you say it’s important for you to understand the risks and benefits before sharing
personal information?

3. Have you ever felt that you agreed to share information even though you were hesitant?
Why?

4. Do you think companies are clear enough about how they use Al and your data?

5. What makes you trust companies that use Al in their marketing?

8. Reflective Level
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1. How does Al marketing affect your perception of a product or service?
2. Does the use of Al in marketing influence how you feel about a company?
3. How do you think AT affects you as an individual?

4. Do you have hope for Al in the future?
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Appendix 4 - Interview Overview Table

The table provides an anonymized overview of the interview participants, including their age,

gender, occupation, interview date and interview length.

Participant | Age [ Gender Occupation Interview date Interview
length
(min)
1 18 Male Store Salesperson 2025-03-20 35
2 23 Male Customer Service 2025-03-29 49
3 25 Male Student in Economics | 2025-03-30 45
4 28 Male Master Student in 2025-03-20 35
Finance
5 30 Male Student in Economics | 2025-03-24 33
6 30 Male Property caretaker 2025-03-23 40
7 30 Male Operations Technician | 2025-03-23 33
8 30 Male IT Technician 2025-03-28 41
9 25 Female Baker 2025-03-20 36
10 26 Female Student in Economics | 2025-03-19 27
11 26 Female Store Salesperson 2025-03-24 56
12 27 Female Student in 2025-03-27 34
HR-Management
13 27 Female Social Worker 2025-03-20 47
14 28 Female Store Salesperson 2025-03-18 35
15 30 Female Store Salesperson 2025-03-25 30
16 30 Female Controller 2025-03-28 41
17 25 Female Store Salesperson 2025-03-26 55
18 26 Female Customer service 2025-03-31 40
19 27 Female Student in Economics | 2025-03-26 45
20 28 Female Marketing 2025-03-27 50
21 25 Female HR 2025-04-01 55
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Appendix 5 - Thematic Overview

The table illustrates how the theme has been selected and analyzed from the respondents'

answers in the empirical study.

Examples of First-order

Quotations

Second-order Concepts

Aggregated Theme

“It's generic in a way... and impersonal.”
“Then you just try to get a person's number or
so you can talk to a real person”

“Safe to have a person on the other side who
takes care to locate the problem and gives a
straight answer”

“I might want to book a doctor's appointment,
where you want to talk and explain and have
someone who has listened and heard you.”

Impersonal communication

Lack of Humanity and
Authenticity

“It feels a bit like you might risk missing out on

Lack of authenticity

Lack of Humanity and

“When you really need help with something
specific and perhaps more serious”

certain nuances when using AL” Authenticity

“When it comes to critical stuff and you want to

double-check, you might not trust AI”

“No recognition factor and a sense of distance Absence of warmth or empathy Lack of Humanity and
Jrom AL” Authenticity

“My first impression is that it's great. Good use,
simplified, a simplification. Partly in everyday
life but also for those who use it in business. The
second impression is this, if there could be
problems, like information being collected about
me without me knowing about it?”

“It's a bit of mixed feelings, I would say. Both a
bit scary but at the same time it can be good to a
certain extent or certain things”

“I'd probably say 50-50 positive and negative.
Positive when I can take advantage of it, when it
can make my everyday life more efficient. But
negative when it comes to the collection of my
information or when it creates pressure to buy”

Mixed feelings

Ambivalence towards Al

“In some cases it feels more okay with certain
types of advertising... like material things, as
opposed to charity advertising.”

“If I'm out there in the digital world, then I
agree to certain things.”

“It's become so common now, you just accept
it.”

Reluctant acceptance

Ambivalence towards Al

“I'm probably a little afraid of the
development... Then the user-friendliness is very
positive.”

“It's a great tool for spending time on things that
are perhaps more important, everything is about
being time-efficient. I think that can be positive,

Fascination and Fear

Ambivalence towards Al
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but if it's kind of abused, if you get tricked or if it
takes over; it's not good.”

“I don't really trust what these people stand for
or what they do. Could they use my data?”
“There are things that exist now that you don't
even think about.”

“As long as you have a chatbot that is
independent, that you pay for it yourself or have
it in your pocket and it is not someone paying it
to give you tips”’

Lack of transparency creates
uncertainty

Transparency as the Key to

Trust

“If they had been very transparent about our use
of Al and if they are clear about it, they feel
trustworthy”

“That they don't try to hide it”

“That you are aware that it is Al or that you
have used AL

“Be open about it, then I think you build more
trust with the customer”

Need for openness

Transparency as the Key to

Trust

“If companies are transparent and honest about
their use of Al it builds trust for me as a
customer.”

“Transparent and maybe even:This is how we
use Al, and making it more accessible.”

Clarity increases trust

Transparency as the Key to

Trust

“I would probably use it a lot more if [ had more
knowledge.”

“My bad knowledge may make me unsure about
things and that everything is dangerous.”

Limited technical knowledge

Consumer Knowledge and

Experience

“The more knowledge and experience you have,
the better you become at it.”

“Those who are familiar with it and have
knowledge and interest in it have greater
confidence.”

“if you were more educated or started working
on it, then I think you would change your mind
quickly.”

Experience shapes confidence

Consumer Knowledge and

Experience

“If it's about people in a serious situation. Then
maybe you're a bit like, did you really need to
use Al for this?”

“...kind of exploits a situation or a group of
people for example and uses it for their own
gain, then I had a changed opinion.”

Situational dependence

Consumer Knowledge and

Experience

“If the technology develops, I think it's a very
good thing” “It depends entirely on how good it
is”

Dimensions of development

Efficiency and Simplicity

Very simple
“very convenient because it gives immediate and
good answers.”

User-friendliness

Efficiency and Simplicity

“If you just want a quick answer” “Available
24/7”

Time-saving & Accessible

Efficiency and Simplicity

“It only reacts to certain words and then it gets
stuck. It doesn't find multiple solutions or isn't
that flexible in that way.”

“The chatbot may have about 20 answers it can
give, but it doesn't give more answers than that.
Instead, it's almost like it's directing you to

Technical limitations

Limitations in Functionality
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where to click on the website.”

“There was only one answer, not as flexible as a
human being.”

“more questions and answers, it's not a normal
conversation.”

Limited comprehension

Limitations in Functionality

“It's a step in the right direction, but it's perhaps
one of the most primitive AI models”
“They are a bit blunt and not fully developed”

Difference between desired and
actual performance

Limitations in Functionality

“I don't have to look for things myself.”
“Personal offers feel nice”
“It's great when I get suggestions based on my

»

genre.

Personalization as a value-created
tool

Personalization and Control

“It could be people gaining access to my email,
and then I risk identity theft with all the
information that's out there, It's a bit scary.”
“I've started subscribing and getting emails
from things I like. But it's not possible to have
100% full control anymore.”

User autonomy

Personalization and Control

“I can't resist and I feel like I need to take

advantage.”
“I have definitely fallen for it.”

Unconscious consumption

Personalization and Control

“Then it has collected information about me that
1 have not accepted.”

“It's not so fun if they steal a lot of information
from you, such as whether you've been to the
pharmacy and what you've bought.”

Privacy concerns

Ethics, Integrity and Concerns

“People are pretty blind to the fact that BankID,
Swish, Google and reliable sites take care of it.”
“If you go to a page and it says accept cookies
like this, then I usually press yes to continue”

Ethical apprehensions

Ethics, Integrity and Concerns

“I think it should be clear whether it is Al or
not.”

“The times I've tried to read it, I give up. After
scrolling down five times. They could have been
clearer.”

“Formulate it in a way that an ordinary person
can understand.”

Clear communications

Ethics, Integrity and Concerns
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Individual Reflection - Annie

This project has given me the opportunity to investigate a subject that I had previously
encountered and found interesting during my studies. Being able to focus on a current and
constantly evolving area has been both inspiring, rewarding and thought-provoking. The
work has provided me with a more nuanced understanding of how consumers perceive the
use of Al in marketing and clarified how central this issue is likely to be in my future

professional life within the industry.

Furthermore, I have deepened my ability to find and select relevant literature within my field
of study and strengthened my competence in critically reviewing scientific articles and
theories. The combination of the two theoretical frameworks used in this study has further
developed my analytical skills and given me new perspectives on understanding consumers’
emotional experience of Artificial Intelligence. Throughout the project, I have also improved
my skills in qualitative methods, as I had previously worked with interviews during my
bachelor’s degree. This experience contributed to a greater confidence in the choice of
method, while also making me aware of the challenges that can arise during this type of data

collection.

The division of labor has worked very well and the collaboration with Anna has been both
effective and rewarding. From the start, I felt that we shared similar interests, levels of
knowledge and ambitions, which benefited both the work process and the final result. During
the collection of theoretical material, we worked more independently, which enabled a
broader knowledge base and more inspiration. After that, most of the work was carried out
jointly. Something that may be more time-consuming, but which I believe in our case has
contributed to ensuring high quality. This is because we continuously maintained a dialogue

and made joint decisions, which results in work we can both be proud of.

Beyond the subject-specific knowledge and the results we have achieved together, this project
has also had a personal impact. Above all, I have learned to view a larger project as an
ongoing process. During the course of the work, I have practiced being patient, thinking
long-term and daring to re-evaluate my ideas, as well as not getting stuck on the first thought,
but instead seeing the value in reconsidering and improving. It has also become clear to me
how important reflection and feedback are for improving both the scientific process and my

own learning. A well-developed result requires both time and reflection and it is in this
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process that the work grows and matures. The vision and goal that existed at the beginning of
the project is, however, not far from the final result. This also teaches the value of believing

in an idea, despite setbacks and difficulties.

Finally, I want to thank you Anna. I am proud of all the time and effort we have dedicated to
this project. I am truly grateful to have had the opportunity to write it with you and I will

carry this experience with me for the rest of my life.

Individual Reflection - Anna

Working on our master’s thesis has been both rewarding and challenging. The process has not
been straightforward, but the goal has always been clear. I have believed in our idea from the
beginning, but one of the biggest challenges has been getting others to see the same potential
that we did. It has required patience, perseverance, and the courage to stand up for our vision,
even when we were met with skepticism. An important lesson, therefore, is to dare to argue

for your case and to do so in a way that is both persuasive and respectful.

We have had a clear and fair division of work throughout the process. Even though we have
divided certain parts between us for example, responsibility for specific theoretical sections
or initial drafts of certain chapters we have also made sure that both of us were involved in all
aspects. The interviews in the study were divided between us as authors, but we both
participated in every conversation to ensure that nothing important was lost. This was a
conscious choice that reflects our shared desire to ensure the quality of every part of the

process.

During the course of the work, we have at times needed to reformulate our ideas, adjust our
focus, and rethink. This has been part of a creative and educational process that has
strengthened my ability to handle uncertainty and complexity. Especially the work of finding
relevant theory and scientific articles has given me a deeper understanding of how academic
insights can be translated into practice. Our chosen focus artificial intelligence and how it is
perceived by consumers has given me valuable insight into this rapidly growing field of

research and helped me connect theoretical frameworks with real-life experiences.

Looking back on what began as a small seed growing into this thesis, the topic of consumers’
experiences of artificial intelligence has not only felt timely and relevant, but also given me a

deeper understanding of how theory and practice can be linked. I have learned to see things
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from new perspectives, to question, to reflect, and to constantly improve the way I express

myself.

Another insight I take with me is the importance of being able to make oneself understood.
What feels obvious in my own mind sometimes needs to be expressed in entirely new ways to
reach others. The communicative part of the work, both in writing and in collaboration with
my co-author, has been rewarding. I have learned to be clearer, more attentive, and to dare to

reconsider my own formulations.

Our shared curiosity about the topic and its relevance has been a crucial factor in our
engagement. It is a subject that is timely and therefore has felt meaningful to delve into, both
from an academic and a personal perspective. The collaboration between us has worked very
well. We share the same drive and mindset, which has facilitated our work. We have had open
and continuous communication where both of us have felt heard and involved. The most
important thing I take away from this journey is to believe in yourself and in what you do. I
am proud of what we have accomplished and of the fact that we never lost faith in our idea

despite setbacks.

Last but not least, I want to extend a warm thank you to Annie for the great collaboration.
You have made this time both more educational and valuable. I never thought it would feel so
natural to work so closely with someone I had only known for a few months. But our shared

drive, respect, and openness made it possible.
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