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Abstract
Generative Artificial Intelligence (GenAl) is rapidly transforming marketing automation by helping organizations
deliver smarter, increasingly personalized, and analytics-based customer experiences. Unlike older systems that
follow set workflows, GenAl brings in dynamic content creation, conversational tools, predictive analytics, and
real-time decision support. However, research on GenAl in marketing is still scattered, and there is little theory
explaining its role in customer engagement and decision-making. This paper proposes a conceptual framework
that integrates ideas from artificial intelligence, marketing, information systems, and decision sciences. The
framework is based on the Resource-Based View (RBV), Dynamic Capabilities Theory (DCT), the Technology-
Organization-Environment (TOE) framework, and the Stimulus-Organism-Response (S-0-R) model. It views
GenAl features such as intelligent content creation, hyper-personalization, conversational Al, predictive
analytics, and workflow automation as major drivers of advanced marketing tasks, such as campaign
management, customer journey optimization, dynamic segmentation, and omnichannel engagement. These
capabilities are expected to increase customer engagement at cognitive, emotional, and behavioral levels and
improve marketing decisions with timely analysis and suggestions. The framework links these benefits to
outcomes such as customer satisfaction, brand loyalty, customer lifetime value, marketing effectiveness, and
competitive advantage. This study offers a new theoretical model that combines technology, marketing strategy,
and decision support, and gives practical advice for using GenAl responsibly in marketing automation. In
particular, several relationships highlighted in the framework—such as the direct and mediating effects of GenAl
capabilities on customer engagement, marketing decision support, and organizational outcomes—need
empirical testing. For example, researchers can operationalize GenAl capabilities through measures of Al-
powered content quality, personalization, and adaptive decision-making, while customer engagement may be
assessed using validated cognitive, emotional, and behavioral engagement scales. Organizational outcomes could
be captured with indicators like buyer satisfaction or marketing effectiveness. This study also suggests research
methods such as surveys, case studies, and structural equation modeling (SEM) to test these relationships and
the framework more broadly across several industries and settings, and points out directions for future research.

Keywords: Generative Artificial Intelligence, Marketing Automation, Intelligent Customer Engagement,
Marketing Decision Support, Conceptual Framework, Resource-Based View, Dynamic Capabilities, Technology-
Organization-Environment Framework.

1. Introduction
Generative Artificial Intelligence (GenAl) is driving a new wave of intelligent automation, changing how
organizations create value, connect with customers, and make marketing decisions. Unlike earlier Al, which
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mainly focused on prediction and classification, GenAl can create original content like text, images, videos, code,
and conversations (Dwivedi et al., 2023). This ability is changing marketing automation by making customer
interactions increasingly personal, facilitating real-time content delivery, supporting conversational tools, and
offering data-driven decision support. As organizations seek a competitive advantage through digital
transformation, GenAl is becoming a key technology that improves marketing results and simplifies operations
(Brynjolfsson et al., 2023; Huang & Rust, 2023).

In the last ten years, marketing automation has grown from basic rule-based email campaigns and CRM systems
to advanced platforms that manage customer experiences across many channels. Today’s marketing
automation uses customer data, predictive analytics, and workflow automation to provide timely and relevant
interactions throughout the customer journey (Jarvinen & Taiminen, 2016). Still, traditional systems are
limited by fixed rules, static content, and a lack of flexibility, making it hard to keep up with changing customer
needs and business trends. Generative Al helps solve these problems by permitting continuous learning,
context-aware communication, automated content creation, and smart recommendations, which greatly
improve marketing responsiveness and personalization (Chui et al., 2023).

GenAl has accelerated the shift from basic automation to more advanced marketing systems. More
organizations now use large language models and advanced Al to automate content creation, improve
advertising campaigns, personalize customer messages, support conversational commerce, and boost
customer service. These tools help marketers quickly create product descriptions, social media posts,
promotional emails, chatbot conversations, and strategic analysis (Dwivedi et al,, 2023). As a result, marketers
can spend less time on mundane tasks and more on strategy, relationship-building, and data-informed
decision-making. GenAl is now seen as a key tool for increasing organizational intelligence and driving
marketing innovation.

Customer engagement is a main goal in modern marketing and shows how deeply customers think, feel, and
act toward brands (Brodie et al.,, 2011). Engaged customers are more loyal, more likely to recommend the
brand, make repeat purchases, and have a higher lifetime value. GenAl can increase engagement through
offering personalized content, tailored recommendations, conversational help, and interactive experiences
across digital channels. By consistently analyzing customer behavior and context, GenAl can adjust interactions
to fit each person, making them more relevant, trustworthy, and satisfying. However, using these smart
engagement tools also brings up concerns about transparency, privacy, bias, and ethics.

These challenges emphasize the need for responsible use of Al in marketing (Davenport et al., 2020; Dwivedi
etal., 2023). Key ethical issues include algorithmic prejudice, where Al systems could accidentally strengthen
stereotypes or unfairly disadvantage certain groups; lack of discernibility and explainability, which can make
it difficult for customers and marketers to understand how decisions are made; and data protection issues as
Al models rely on vast amounts of sensitive personal information. If not properly addressed, these problems
can damage buyer trust, expose organizations to legal and reputational risks, and possibly lead to
discriminatory or irresponsible marketing practices. Therefore, integrating ethical principles into the design,
implementation, and ongoing oversight of GenAl-enabled marketing systems is essential for building
trustworthy and sustainable Al adoption in marketing.

Beyond customer engagement, Generative Al is progressively recognized as an important enabler of marketing
decision support. Marketing decisions have become substantially more complex because organizations must
interpret large volumes of structured and unstructured data generated across multiple digital channels.
Traditional decision support systems frequently struggle to process real-time customer information and
translate it into useful insights. GenAl improves marketing decision support by synthesizing varied data
sources, generating strategic recommendations, forecasting consumer trends, discovering market
opportunities, and supporting data-informed decision-making. Consequently, marketing managers can
improve campaign effectiveness, resource assignment, pricing approaches, customer segmentation, and
product positioning while reducing decision uncertainty and response time (Brynjolfsson et al., 2023).

Even though Generative Al is spreading quickly, academic research on it is still scattered across fields like
artificial intelligence, information systems, marketing, and management. Most studies focus on single uses, such
as Al-powered content creation, chatbots, recommendation tools, or marketing analytics. There has been little
work on building a consolidated framework that shows how GenAl works with marketing automation to
improve customer engagement and decision support. Because GenAl spans technology, organizations,
behavior, and management, it requires theories that bring these areas together to explain how value is created
within Al-driven marketing. This lack of integration makes it harder to build on existing knowledge and limits
practical advice for organizations using GenAl
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To address this gap, the present study creates a comprehensive conceptual framework that integrates insights
from artificial intelligence, marketing, information systems, and decision sciences. The framework is grounded
in four complementary theoretical perspectives: the Resource-Based View (RBV), which conceptualizes GenAl
capabilities as valuable strategic resources (Barney, 1991); Dynamic Capabilities Theory (DCT), which explains
organizational adaptation by capability development (Teece, 2007); the Technology-Organization-
Environment (TOE) framework, which explains technology adoption inside organizational contexts (Tornatzky
& Fleischer, 1990); and the Stimulus-Organism-Response (S-0-R) model, which explains customer responses
to Al-enabled marketing stimuli (Mehrabian & Russell, 1974). Together, these theories provide a
multidimensional lens for understanding how Generative Al-powered marketing automation creates value for
both organizations and customers.

The framework sees Generative Al capabilities—like smart content creation, conversational Al, predictive
analytics, hyper-personalization, and workflow automation—as essential elements that strengthen marketing
automation. This includes better campaign management, customer journey optimization, dynamic
segmentation, and cross-channel communication. Improved marketing automation then boosts customer
engagement on cognitive, emotional, and behavioral levels and supports strategic marketing decisions via
predictive insights, adaptive recommendations, and smart analytics. Ultimately, these improvements lead to
greater customer satisfaction, stronger brand loyalty, greater customer lifetime value, better marketing results,
and lasting competitive advantage.

This paper makes three main contributions. First, it contributes to research on Generative Al by delivering a
framework that integrates ideas from artificial intelligence, marketing, information systems, and decision
sciences into one model. Second, it expands marketing automation research by showing how GenAl turns
traditional automation into smarter, more flexible, and decision-focused marketing systems. Third, the
framework gives practical advice for managers and technology professionals who want to use GenAl
responsibly, balancing personalization, transparency, ethics, and performance.

The rest of the paper is organized as follows. The next section reviews the literature on Generative Al,
marketing automation, intelligent customer engagement, and marketing decision support. Later sections build
the conceptual foundations and introduce the proposed framework. The paper then covers theoretical and
applied implications, suggests future research directions, and ends by stressing the strategic importance of
Generative Al in the future of marketing.

2. Literature Review

2.1 Generative Artificial Intelligence

Generative Artificial Intelligence (GenAl) denotes a breakthrough in artificial intelligence by permitting
machines to create original content, including text, images, videos, software code, and planned proposals.
Unlike conventional Al, which focuses primarily on classification, prediction, and pattern recognition, GenAl
leverages transformer architectures and base models to generate contextually relevant and human-like outputs
(Bommasani et al., 2021; Dwivedi et al., 2023). The emergence of large language models (LLMs), such as GPT,
Gemini, Claude, and Llama, has accelerated organizational adoption of GenAl by supporting knowledge
creation, content generation, plus conversational intelligence across several industries (Bubeck et al., 2023).
The business value of GenAl goes beyond automation toward strategic decision support. Firms increasingly
employ GenAl for individualized communication, intelligent customer service, product innovation, and
marketing analytics. These capabilities enable firms to automate knowledge-intensive tasks while improving
business efficiency, creativity, and customer experience (Brynjolfsson et al., 2023). Unlike classic automation
tools that rely on predefined workflows, GenAl constantly adapts its outputs based on contextual information,
customer behavior, and enterprise objectives, thus increasing organizational agility and responsiveness (Chui
etal, 2023).

Despite its revolutionary potential, GenAl elicits concerns regarding algorithmic discrimination, hallucinated
outputs, transparency, copyright, and data privacy. These issues have prompted increasing scholarly attention
toward responsible Al governance and ethical implementation frameworks (Floridi & Chiriatti, 2020; Dwivedi
et al, 2023). Consequently, organizations must manage innovation with accountability to ensure trustworthy
Al deployment.

Although existing literature extensively discusses the technical capabilities and ethical aspects of GenAl,
comparatively fewer studies examine its tactical integration with marketing technologies. This gap highlights
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the need to understand how GenAl complements marketing automation to create intelligent and adaptive
marketing ecosystems.

2.2 Marketing Automation

Marketing automation refers to the use of software platforms and digital technologies to automate repetitive
marketing activities, manage customer relationships, and improve campaign performance spanning multiple
communication channels. Initially developed to improve business efficiency through automated email
campaigns, customer segmentation, and lead nurturing, marketing automation has evolved into an integrated
system that supports omnichannel customer experiences and data-driven marketing strategies (Jarvinen &
Taiminen, 2016).

Modern marketing automation platforms combine customer relationship management (CRM), predictive
analytics, workflow automation, and real-time performance monitoring to improve marketing effectiveness
and customer retention. These systems enable organizations to deliver timely, relevant, and customized
communications throughout the customer journey while improving marketing campaign efficiency and return
on marketing investment (Wedel & Kannan, 2016). Consequently, marketing automation has become an
essential component of digital transformation strategies.

Nevertheless, conventional marketing automation remains largely rule-based and dependent on preset
workflows. Such systems frequently struggle to generate creative content, interpret unstructured customer
data, or dynamically adjust to rapidly changing buyer preferences. These limitations reduce their ability to
deliver highly personalized customer experiences in increasingly complex digital environments (Davenport et
al,, 2020). The emergence of GenAl handles these shortcomings by enabling intelligent content generation,
adaptive buyer interactions, and instant decision-making, thereby converting traditional marketing
automation into intelligent marketing systems.

2.3 Generative Al-Powered Marketing Automation

The convergence of Generative Al and marketing automation constitutes a paradigm shift from process
automation to intelligent marketing orchestration. GenAl improves marketing automation through integrating
natural language generation, predictive analytics, conversational Al, and hyper-personalization into automated
marketing workflows (Dwivedi et al,, 2023). Unlike conventional automation systems that execute predefined
rules, GenAl continuously generates personalized content, optimizes customer journeys, and adapts marketing
communications based on customer engagements and situational information.

Organizations progressively utilize GenAl-powered marketing automation to create personalized
advertisements, product descriptions, social media content, chatbot responses, email campaigns, and real-time
recommendations. These capabilities considerably improve campaign effectiveness while reducing content
creation time and operating expenses (Chui et al., 2023). Furthermore, predictive Al models embedded within
marketing automation platforms enable organizations to anticipate customer needs, identify high-value
customers, and optimize marketing resource allocation, thereby supporting data-driven decision-making
(Brynjolfsson et al., 2023).

Another distinguishing feature of GenAl-powered marketing automation is its ability to integrate structured
and unstructured data from multiple online touchpoints. Through continuous learning, Al systems update
customer profiles, recommend optimal interaction strategies, and dynamically personalize customer
experiences across websites, mobile applications, social media, and conversational interfaces. Such intelligent
capabilities transform marketing automation from a transactional process into a strategic capability that
strengthens organizational competitiveness.

Despite these opportunities, successful implementation requires tackling concerns related to Al transparency,
explainability, privacy protection, and human monitoring. Organizations must therefore develop responsible
Al governance mechanisms that ensure principled marketing practices while increasing technology benefits.
Overall, existing literature indicates that GenAl significantly enhances marketing automation capabilities, yet
comprehensive theoretical frameworks explaining these relationships remain limited.

2.4 Intelligent Customer Engagement

Customer engagement has evolved from a transactional perspective to a multidimensional construct
encompassing customers' cognitive, emotional, and behavioral interactions with brands (Brodie et al., 2011).
Engaged customers demonstrate stronger loyalty, higher purchase intentions, increased advocacy, and greater
customer lifetime value, making engagement a critical determinant of long-term organizational success.
Generative Al strengthens customer engagement by enabling personalized, context-aware, and interactive
customer experiences. Al-powered conversational agents, recommendation systems, and intelligent content
generation create more relevant and meaningful interactions, thereby improving customer satisfaction and
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perceived value (Huang & Rust, 2021). Hyper-personalization supported by GenAl allows organizations to
tailor marketing communications based on customer preferences, behavioral patterns, and contextual
information, resulting in deeper emotional and cognitive engagement.

However, the effectiveness of Al-enabled engagement depends on customer trust, transparency, and perceived
authenticity. Research suggests that while consumers appreciate personalized experiences, concerns regarding
privacy, algorithmic bias, and excessive automation may reduce trust and acceptance if Al systems are not
implemented responsibly (Dwivedi et al., 2023). Consequently, organizations must balance automation with
human-centered design principles to foster sustainable customer relationships.

Current literature demonstrates the positive influence of Al-enabled personalization on customer engagement
but provides limited understanding of how GenAl-powered marketing automation simultaneously influences
engagement and strategic marketing decisions. This relationship warrants further conceptual investigation.
2.5 Marketing Decision Support

Marketing decision support refers to the systematic use of data, analytical models, and information
technologies to improve strategic and operational marketing decisions. Traditional marketing decision support
systems primarily relied on descriptive analytics and historical data analysis to evaluate customer behavior
and campaign performance (Power, 2008). However, increasing data complexity and rapidly changing
consumer behavior have created demand for more intelligent decision-support capabilities.

Generative Al extends conventional decision support by synthesizing structured and unstructured data,
generating strategic insights, explaining analytical outcomes, and recommending evidence-based marketing
actions (Brynjolfsson et al., 2023). These capabilities enable managers to improve customer segmentation,
campaign optimization, pricing decisions, product recommendations, and resource allocation through natural
language interaction and predictive intelligence.

Moreover, GenAl democratizes access to advanced analytics by translating complex analytical outputs into
understandable recommendations for managers with varying levels of technical expertise. This capability
enhances organizational agility and facilitates faster, more informed decision-making across marketing
functions (Dwivedi et al., 2023). Nevertheless, dependence on Al-generated recommendations also raises
concerns regarding explainability, accountability, and decision bias, emphasizing the need for human oversight
and transparent Al governance.

Although marketing decision support has been widely studied within information systems research, relatively
limited attention has been devoted to examining the strategic role of GenAl as an integrated decision-support
capability within marketing automation ecosystems.

Table 1: Literature Review

Author(s) Year Article Title Key Findings

Dwivedi et al. 2023 So What if ChatGPT Wrote Identified opportunities, risks,
[t? Multidisciplinary governance challenges, and future
Perspectives on research directions for Generative

Opportunities, Challenges Al across business and society.
and Implications of
Generative Conversational

Al
Huang & Rust 2023 Artificial Intelligence in Demonstrated that Al enhances
Marketing: Strategic personalization, marketing
Perspectives intelligence, and customer
experience while augmenting
managerial decision-making.
Brynjolfsson, Li & 2023 Generative Al at Work Reported productivity
Raymond improvements and knowledge

augmentation through Generative
Al across organizational
functions.
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Bommasani et al.

Grewal et al.

Cillo & Rubera

Prasanna &
Kushwaha

Surafia-Sanchez &
Aramendia-
Muneta

Davenport, Guha,
Grewal &
Bressgott

Jarvinen &
Taiminen

Wedel & Kannan

Chui et al.

Das et al.

Salih et al.

2023

2025

2025

2025

2024

2020

2016

2016

2023

2024

2026

On the Opportunities and
Risks of Foundation

Models

How Generative Al Is
Shaping the Future of

Marketing

Generative Al in

Innovation and Marketing
Processes: A Roadmap of
Research Opportunities

Transforming Marketing
Landscapes: A Systematic
Literature Review of
Generative Al Using the

TCCM Framework
Impact of Artificial

Intelligence on Customer

Engagement and

Advertising Engagement

How Artificial Intelligence
Will Change the Future of

Marketing

Harnessing Marketing
Automation for B2B

Content Marketing

Marketing Analytics for
Data-Rich Environments

The Economic Potential of
Generative Al: The Next
Productivity Frontier

International Journal of Artificial Intelligence and Machine Learning

Explained how foundation models
enable scalable Al applications
across multiple industries while
highlighting governance
challenges.

Showed that GenAl transforms
marketing through
personalization, content
generation, customer
engagement, and strategic
decision support. (Springer Link)
Proposed future research
directions for integrating GenAl
into innovation, marketing
processes, and value creation.
(Springer Link)

Synthesized marketing-related
GenAl literature and identified
major theories, contexts,
characteristics, and
methodological trends. (DOI)
Found that Al-driven
personalization significantly
improves customer engagement
and advertising effectiveness
while identifying future research
needs. (Wiley Online Library)
Demonstrated Al's role in
marketing intelligence, customer
analytics, and automation while
outlining strategic implications.
Showed that marketing
automation improves lead
nurturing, campaign
management, and customer
relationship performance.
Explained how analytics enhances
customer segmentation,
personalization, and marketing
performance.

Estimated substantial
productivity gains from GenAl,
particularly in marketing, sales,
and customer operations.

Investigating Generative Al Reported that GenAl improves

Innovative Strategies for
Customer Engagement in
Marketing Automations in

the Digital Era

From Ideation to

Execution: Unleashing the
Power of Generative Al in

automated customer engagement,
campaign effectiveness, and
personalization while
highlighting ethical concerns.
(ResearchGate)

Concluded that GenAl enhances
marketing automation, customer
engagement, and campaign
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Floridi & Chiriatti 2020

Barney 1991
Teece 2007
Tornatzky & 1990
Fleischer

Brodie et al. 2011

Hollebeek et al. 2014

Verhoef et al. 2021
OpenAl 2023
Power 2008

Huang & Rust 2021

Bubeck et al. 2023

2.6 Research Gap and Synthesis

International Journal of Artificial Intelligence and Machine Learning

Modern Digital Marketing performance but requires
and Customer Engagement responsible governance.

GPT-3: Its Nature, Scope,
Limits and Consequences

Firm Resources and
Sustained Competitive

Advantage

Explicating Dynamic

Capabilities

The Processes of

Technological Innovation

Customer Engagement:
Conceptual Domain,
Fundamental Propositions
and Implications for

Research
Consumer Brand

Engagement in Social

Media

Digital Transformation: A
Multidisciplinary
Reflection and Research

Agenda

GPT-4 Technical Report

Decision Support Systems:
A Historical Overview

A Strategic Framework for
Artificial Intelligence in

Marketing

Sparks of Artificial General
Intelligence: Early
Experiments with GPT-4

(ScienceDirect)

Discussed ethical implications,
explainability, bias, and
governance challenges associated
with large language models.
Established the Resource-Based
View, explaining how strategic
resources create sustainable
competitive advantage.
Demonstrated that sensing,
seizing, and transforming
capabilities enable organizations
to sustain competitive advantage.
Introduced the TOE framework
for understanding organizational
technology adoption.

Defined customer engagement as
a multidimensional construct
involving cognitive, emotional,
and behavioral dimensions.

Demonstrated that engagement
significantly strengthens
customer loyalty and long-term
brand relationships.

Highlighted digital
transformation as a strategic
capability that enhances
customer-centric innovation and
organizational performance.
Demonstrated advances in
reasoning, content generation,
multimodal capabilities, and
practical business applications of
large language models.

Explained how decision support
systems improve managerial
decision quality through data-
driven analysis.

Proposed a framework describing
Al's evolving role in augmenting
marketing strategy, customer
interaction, and decision-making.
Demonstrated advanced
reasoning and problem-solving
capabilities of GPT-4, supporting
its potential for intelligent
business applications.
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The existing literature demonstrates that Generative Al has significantly advanced intelligent automation,
customer personalization, and data-driven decision-making. Similarly, marketing automation has evolved from
rule-based campaign management to sophisticated platforms supporting omnichannel customer engagement
and predictive analytics. Nevertheless, these research streams have largely developed independently, resulting
in fragmented theoretical understanding of how GenAl capabilities transform marketing automation into
intelligent marketing ecosystems.

Most existing studies focus on isolated applications such as Al-generated content, chatbots, recommendation
systems, or predictive analytics, with limited integration across artificial intelligence, marketing, information
systems, and decision sciences. Furthermore, insufficient attention has been given to explaining how
Generative Al capabilities strengthen marketing automation processes, enhance intelligent customer
engagement, and improve marketing decision support within a unified conceptual framework. Existing
research also provides limited guidance regarding the organizational capabilities, behavioral mechanisms, and
strategic outcomes associated with GenAl-enabled marketing systems.

To address these limitations, this paper proposes an interdisciplinary conceptual framework integrating the
Resource-Based View (RBV), Dynamic Capabilities Theory (DCT), Technology-Organization-Environment
(TOE) framework, and Stimulus-Organism-Response (S-0-R) model. The proposed framework explains how
Generative Al capabilities enhance marketing automation, foster intelligent customer engagement, strengthen
marketing decision support, and ultimately improve organizational performance. By synthesizing fragmented
research streams, this study contributes to a more comprehensive understanding of Al-enabled marketing
transformation and establishes a foundation for future empirical validation.

3. Theoretical Framework

The integration of Generative Artificial Intelligence (GenAl) into marketing automation represents a
multidisciplinary phenomenon encompassing technological innovation, organizational capability
development, customer behavior, and strategic decision-making. As no single theoretical perspective
sufficiently explains these interrelated dimensions, this study adopts an integrated theoretical foundation
comprising the Resource-Based View (RBV), Dynamic Capabilities Theory (DCT), the Technology-
Organization-Environment (TOE) framework, and the Stimulus-Organism-Response (S-O-R) model.
Collectively, these theories provide complementary explanations for how organizations adopt GenAl, develop
intelligent marketing capabilities, engage customers, and improve marketing decision support.

3.1 Resource-Based View (RBV)

The Resource-Based View (RBV) argues that sustainable competitive advantage arises from organizational
resources that are valuable, rare, inimitable, and non-substitutable (VRIN) (Barney, 1991). In the digital
economy, technological capabilities have become strategic resources that enable firms to create superior value
and differentiate themselves from competitors. Generative Al represents such a strategic capability by allowing
organizations to automate content generation, personalize customer interactions, analyze large volumes of
data, and generate actionable insights in real time (Dwivedi et al.,, 2023).

Within marketing automation, GenAl enhances organizational resources by integrating intelligent content
creation, conversational Al, predictive analytics, and hyper-personalization into marketing processes.
However, RBV emphasizes that competitive advantage does not result from technology alone; rather, it
depends on an organization's ability to combine technological capabilities with complementary resources such
as customer data, marketing expertise, analytical competencies, and organizational knowledge (Barney, 1991).
Firms possessing these complementary resources are better positioned to leverage GenAl for improving
customer engagement, marketing effectiveness, and strategic decision-making.

Accordingly, RBV provides the theoretical foundation for conceptualizing Generative Al capabilities as strategic
organizational resources that strengthen marketing automation and contribute to sustainable competitive
advantage.

3.2 Dynamic Capabilities Theory (DCT)

While RBV explains the strategic value of organizational resources, Dynamic Capabilities Theory (DCT) focuses
on how firms continuously adapt these resources to rapidly changing business environments (Teece, 2007).
Dynamic capabilities refer to an organization's ability to sense opportunities, seize emerging technologies, and
transform internal processes to maintain competitiveness.

The dynamic nature of digital marketing requires organizations to respond quickly to evolving customer
preferences, technological innovations, and competitive pressures. Generative Al strengthens these
capabilities by continuously learning from customer interactions, generating adaptive marketing content,
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optimizing campaigns, and supporting real-time decision-making. Al-enabled marketing automation allows
organizations to reconfigure marketing strategies based on changing consumer behavior while improving
responsiveness and operational efficiency (Teece, 2007; Chui et al., 2023).

DCT also emphasizes organizational learning and innovation as essential mechanisms for sustaining
competitive advantage. Organizations that effectively integrate GenAl into marketing automation can
continuously refine customer segmentation, optimize customer journeys, and improve marketing performance
through data-driven experimentation and feedback. Consequently, Dynamic Capabilities Theory explains how
organizations transform Al-enabled resources into adaptive marketing capabilities that support intelligent
customer engagement and marketing decision support.

3.3 Technology-Organization-Environment (TOE) Framework

The Technology-Organization-Environment (TOE) framework provides a comprehensive explanation of
organizational technology adoption by considering technological, organizational, and environmental factors
that influence innovation implementation (Tornatzky & Fleischer, 1990). The framework has been widely
employed to examine the adoption of digital technologies, cloud computing, big data analytics, and artificial
intelligence.

Within the technological context, organizations evaluate the relative advantage, compatibility, complexity, and
scalability of Generative Al before integrating it into marketing automation systems. Organizational factors—
including leadership support, technological readiness, employee competencies, digital infrastructure, and
financial resources—determine the firm's capacity to implement Al-powered marketing initiatives
successfully. Environmental influences such as competitive intensity, customer expectations, technological
ecosystems, and regulatory requirements further shape organizational adoption decisions (Tornatzky &
Fleischer, 1990).

The TOE framework therefore explains why organizations differ in their ability to adopt and utilize Generative
Al despite having access to similar technological resources. It highlights that successful implementation
depends not only on technological sophistication but also on organizational readiness and external
environmental conditions. Within the proposed framework, TOE provides the contextual foundation for
understanding the adoption and implementation of GenAl-powered marketing automation.

3.4 Stimulus-Organism-Response (S-0-R) Model

Whereas RBV, DCT, and TOE primarily explain organizational perspectives, the Stimulus-Organism-Response
(S-0-R) model explains how Al-enabled marketing environments influence customer behavior (Mehrabian &
Russell, 1974). The model proposes that environmental stimuli affect individuals' internal cognitive and
emotional states, which subsequently determine behavioral responses.

In this study, Generative Al-powered marketing automation represents the external stimulus by providing
personalized recommendations, conversational interactions, adaptive content, predictive suggestions, and
intelligent customer support. These Al-enabled experiences influence customers' internal evaluations,
including perceived personalization, trust, satisfaction, relevance, and emotional attachment. Positive internal
evaluations subsequently increase behavioral outcomes such as customer engagement, purchase intention,
brand loyalty, advocacy, and long-term relationship development (Brodie et al., 2011; Hollebeek et al., 2014).
The S-O-R model is particularly relevant because customer engagement is inherently multidimensional,
encompassing cognitive, emotional, and behavioral dimensions. Generative Al enables organizations to create
individualized experiences that strengthen these engagement dimensions by delivering relevant, timely, and
interactive communications. Consequently, the S-0O-R model explains the behavioral mechanisms through
which GenAl-powered marketing automation enhances customer engagement and organizational outcomes.
3.5 Theoretical Integration

Although each theory explains a distinct aspect of Al-enabled marketing, their integration provides a
comprehensive understanding of Generative Al-powered marketing automation. The Resource-Based View
conceptualizes Generative Al capabilities as valuable strategic resources that create competitive advantage.
Dynamic Capabilities Theory explains how organizations continuously reconfigure these resources to respond
to changing customer expectations and market conditions. The Technology-Organization-Environment
framework complements these perspectives by identifying the technological, organizational, and
environmental factors that facilitate successful Al adoption. Finally, the Stimulus-Organism-Response model
explains how Al-enabled marketing interactions influence customers' psychological states and engagement
behaviors.

Together, these theories support the proposition that Generative Al capabilities strengthen marketing
automation through intelligent content generation, predictive analytics, conversational Al, and hyper-
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personalization. Enhanced marketing automation subsequently improves customer engagement by creating
meaningful cognitive, emotional, and behavioral interactions while simultaneously strengthening marketing
decision support through data-driven insights and adaptive recommendations. These mechanisms ultimately
contribute to improved customer satisfaction, customer lifetime value, marketing effectiveness, and
sustainable organizational performance.

The integration of RBV, DCT, TOE, and S-0-R therefore provides a robust interdisciplinary foundation for the
proposed conceptual framework. By combining strategic management, information systems, organizational
innovation, and consumer behavior perspectives, the framework explains how Generative Al transforms
traditional marketing automation into an intelligent system that supports customer engagement and strategic
marketing decisions. This integrated perspective also addresses the fragmented nature of existing research and
establishes a strong theoretical basis for future empirical validation.

4. Proposed Conceptual Framework and Hypotheses

Building upon the literature review and the integrated theoretical foundation, this study proposes a conceptual
framework that explains how Generative Artificial Intelligence (GenAl) enhances marketing automation to
improve intelligent customer engagement and marketing decision support. The framework integrates the
Resource-Based View (RBV), Dynamic Capabilities Theory (DCT), the Technology-Organization-Environment
(TOE) framework, and the Stimulus-Organism-Response (S-0-R) model to explain the technological,
organizational, and behavioral mechanisms through which Generative Al creates organizational value.

The framework positions Generative Al capabilities as the primary antecedent that strengthens marketing
automation capabilities. Enhanced marketing automation subsequently improves intelligent customer
engagement and marketing decision support, ultimately contributing to superior organizational outcomes,
including customer satisfaction, brand loyalty, customer lifetime value, marketing effectiveness, and
competitive advantage. The proposed framework recognizes that Generative Al extends traditional marketing
automation by enabling intelligent content generation, conversational interactions, predictive analytics,
workflow automation, and hyper-personalization, thereby facilitating adaptive and data-driven marketing
strategies.

4.1 Generative Al Capabilities and Marketing Automation

Generative Al enables organizations to automate knowledge-intensive marketing activities by generating
personalized content, predicting customer behavior, optimizing customer journeys, and facilitating real-time
interactions. These capabilities significantly improve the effectiveness of marketing automation systems by
replacing static, rule-based workflows with intelligent and adaptive processes. Organizations equipped with
advanced Al capabilities can deliver highly personalized campaigns, optimize customer segmentation, and
continuously improve marketing performance through automated learning and decision support.

H1: Generative Al capabilities positively influence marketing automation capabilities.

4.2 Marketing Automation and Intelligent Customer Engagement

Marketing automation enables organizations to deliver personalized and timely communications throughout
the customer journey. The integration of Generative Al further enhances these capabilities by producing
context-aware interactions, conversational experiences, and individualized recommendations. These
intelligent interactions strengthen customers' cognitive involvement, emotional attachment, and behavioral
participation with brands, thereby improving overall customer engagement.

H2: Marketing automation capabilities positively influence intelligent customer engagement.

4.3 Marketing Automation and Marketing Decision Support

Modern marketing environments generate large volumes of structured and unstructured customer data that
require rapid interpretation and strategic analysis. Al-powered marketing automation systems synthesize
customer information, generate predictive insights, and recommend evidence-based marketing actions.
Consequently, managers are better equipped to make timely, accurate, and data-driven decisions regarding
customer segmentation, campaign optimization, pricing, and resource allocation.

H3: Marketing automation capabilities positively influence marketing decision support.

4.4 Intelligent Customer Engagement and Organizational Outcomes

Customer engagement represents the quality of customers' cognitive, emotional, and behavioral interactions
with an organization. Higher levels of engagement contribute to stronger customer satisfaction, increased
loyalty, positive word-of-mouth, repeat purchasing behavior, and greater customer lifetime value.
Organizations that successfully create engaging Al-enabled customer experiences are therefore more likely to
achieve superior marketing and business performance.
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H4: Intelligent customer engagement positively influences organizational outcomes.

4.5 Marketing Decision Support and Organizational Outcomes

Marketing decision support enables managers to transform customer data into actionable strategic insights.
Generative Al improves decision quality by integrating predictive analytics, natural language processing, and
intelligent recommendations into marketing decision processes. Enhanced decision support facilitates efficient
resource allocation, campaign optimization, customer intelligence, and strategic planning, thereby
strengthening organizational performance and competitive advantage.

H5: Marketing decision support positively influences organizational outcomes.

4.6 Mediating Role of Marketing Automation

The proposed framework further posits that marketing automation serves as a critical mechanism through
which Generative Al capabilities influence customer engagement and marketing decision support. While
Generative Al provides the technological foundation, its organizational value is realized through intelligent
marketing automation systems that translate Al capabilities into customer-facing processes and strategic
marketing activities.

H6: Marketing automation capabilities mediate the relationship between Generative Al capabilities and
intelligent customer engagement.

H7: Marketing automation capabilities mediate the relationship between Generative Al capabilities and
marketing decision support.

4.7 Conceptual Framework

The proposed conceptual model establishes a sequential relationship among the major constructs. Generative
Al capabilities serve as strategic technological resources that strengthen marketing automation capabilities.
Enhanced marketing automation subsequently improves intelligent customer engagement and marketing
decision support, which together contribute to improved organizational outcomes, including customer
satisfaction, brand loyalty, customer lifetime value, marketing effectiveness, and sustainable competitive
advantage.

The framework provides an interdisciplinary perspective by integrating artificial intelligence, marketing,
information systems, and strategic management theories. It also establishes a foundation for future empirical
research using Structural Equation Modeling (SEM) or Partial Least Squares Structural Equation Modeling
(PLS-SEM) to validate the proposed relationships across industries and organizational contexts.
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Figure 1 - Proposed Conceptual Framework

5. Theoretical Implications

This study makes several important theoretical contributions to the emerging literature on Generative Artificial
Intelligence (GenAlI), marketing automation, customer engagement, and marketing decision support.

First, the study develops an integrated interdisciplinary conceptual framework that combines perspectives
from artificial intelligence, marketing, information systems, and strategic management. Existing research has
primarily examined Generative Al applications independently, focusing on conversational Al, content
generation, recommendation systems, or predictive analytics. By integrating these fragmented streams, the
proposed framework provides a holistic understanding of how Generative Al capabilities enhance marketing
automation, foster intelligent customer engagement, and improve marketing decision support.

Second, this research extends the marketing automation literature by reconceptualizing marketing automation
as an intelligent organizational capability rather than a rule-based operational system. The framework
demonstrates that integrating Generative Al transforms conventional marketing automation into adaptive
systems capable of continuous learning, intelligent content generation, real-time personalization, and
autonomous campaign optimization. This perspective broadens existing theoretical understanding of Al-
enabled marketing systems.

Third, the study contributes to the Resource-Based View (RBV) by positioning Generative Al capabilities—
including intelligent content generation, conversational Al, predictive analytics, and hyper-personalization—
as strategic organizational resources that create sustainable competitive advantage when combined with
complementary capabilities such as customer analytics, marketing expertise, and organizational knowledge.
This extends RBV by illustrating the strategic value of Al-enabled marketing resources in digital environments.
Fourth, the framework advances Dynamic Capabilities Theory (DCT) by explaining how organizations
continuously sense, seize, and transform Al-enabled marketing capabilities in response to evolving customer
expectations and rapidly changing market conditions. It demonstrates that sustained competitive advantage
depends not only on acquiring Al technologies but also on continuously reconfiguring marketing capabilities
to maximize organizational learning and innovation.

Fifth, this study enriches the application of the Technology-Organization-Environment (TOE) framework by
highlighting the contextual factors that influence successful implementation of GenAl-powered marketing
automation. The framework emphasizes that technological sophistication alone is insufficient; organizational
readiness, managerial commitment, digital infrastructure, and environmental pressures collectively determine
implementation success.

Finally, the research extends the Stimulus-Organism-Response (S-0-R) model by demonstrating how Al-
enabled marketing stimuli influence customers' cognitive, emotional, and behavioral engagement. The
framework illustrates that personalized and context-aware Al interactions strengthen customer engagement,
which subsequently contributes to improved organizational outcomes. This integration bridges organizational
theories with consumer behavior literature and provides a stronger theoretical explanation of Al-enabled
customer experiences.

Overall, the proposed framework contributes to the growing body of interdisciplinary research by providing a
comprehensive theoretical foundation for understanding the mechanisms through which Generative Al
transforms marketing automation into intelligent marketing ecosystems.

6. Managerial Implications

The proposed conceptual framework offers several practical implications for marketing managers, business
leaders, technology practitioners, and organizations seeking to leverage Generative Al to enhance marketing
effectiveness and organizational performance.

First, organizations should consider Generative Al as a strategic business capability rather than merely an
automation technology. Investments in Al should focus on integrating Generative Al with existing customer
relationship management (CRM), marketing automation platforms, and customer data systems to create
intelligent marketing ecosystems capable of delivering personalized customer experiences and supporting
strategic decision-making.

Second, marketing managers should leverage Generative Al to implement hyper-personalized marketing
strategies. Al-generated content, conversational interfaces, and predictive customer insights enable
organizations to deliver individualized communications across multiple digital channels. Such personalization
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can significantly improve customer engagement, customer satisfaction, and long-term brand loyalty while
strengthening customer lifetime value.

Third, organizations should utilize GenAl-powered marketing automation to improve marketing decision
support. Intelligent analytics can assist managers in customer segmentation, campaign optimization, pricing
decisions, demand forecasting, and resource allocation. By transforming complex customer data into actionable
insights, Generative Al enables faster, evidence-based, and more effective marketing decisions.

Fourth, successful implementation requires organizations to develop Al capabilities among marketing
professionals. Employee training in Al literacy, data analytics, prompt engineering, and human-AI
collaboration will enable marketing teams to interpret Al-generated recommendations while maintaining
strategic oversight effectively. Human expertise remains essential for evaluating Al outputs, ensuring
contextual relevance, and making ethical business decisions.

Fifth, organizations should establish comprehensive Al governance and ethical frameworks that address
transparency, explainability, data privacy, algorithmic fairness, and regulatory compliance. Responsible Al
practices are essential for maintaining customer trust, minimizing reputational risks, and ensuring long-term
sustainability of Al-enabled marketing initiatives.

Sixth, firms should adopt a continuous learning and innovation approach by regularly evaluating Al
performance, customer responses, and marketing outcomes. Continuous monitoring enables organizations to
refine marketing strategies, optimize customer journeys, and adapt Al models to changing consumer
preferences and competitive environments.

Finally, managers should recognize that sustainable competitive advantage is achieved not through technology
adoption alone but through the effective integration of Generative Al with organizational capabilities,
customer-centric strategies, and data-driven decision-making processes. Organizations that successfully
combine intelligent marketing automation with responsible Al governance are likely to achieve superior
customer experiences, improved marketing performance, and long-term business growth.

The findings of this conceptual study therefore provide a strategic roadmap for organizations seeking to
harness the transformative potential of Generative Al while balancing technological innovation with ethical
responsibility and customer value creation.

7. Future Research Directions

The rapid evolution of Generative Artificial Intelligence (GenAl) presents numerous opportunities for future
research across marketing, information systems, artificial intelligence, and strategic management. While this
study proposes a conceptual framework explaining the relationships among Generative Al capabilities,
marketing automation, intelligent customer engagement, and marketing decision support, empirical validation
is necessary to establish the robustness and generalizability of the proposed relationships. Accordingly, several
promising avenues for future research are identified.

First, future studies should empirically validate the proposed conceptual framework using quantitative
research designs. Researchers may employ Structural Equation Modeling (SEM) or Partial Least Squares
Structural Equation Modeling (PLS-SEM) to examine the causal relationships among the proposed constructs
and assess the mediating role of marketing automation in different organizational contexts. Such empirical
investigations would provide stronger evidence regarding the effectiveness of GenAl-powered marketing
automation in enhancing customer engagement and organizational performance.

Second, future research should investigate the framework across different industrial sectors, including retail,
banking, healthcare, hospitality, education, manufacturing, and e-commerce. Industry-specific characteristics,
customer expectations, and digital maturity levels may influence the implementation and effectiveness of
Generative Al applications. Comparative studies across sectors would enhance the framework's external
validity and identify industry-specific best practices.

Third, cross-country and cross-cultural studies are needed to examine how cultural, institutional, and
regulatory environments influence the adoption and outcomes of GenAl-powered marketing automation.
Consumer perceptions of Al, privacy expectations, trust, and technology acceptance vary across countries, and
these differences may affect customer engagement and marketing decision-making. Comparative international
studies would contribute to a more comprehensive understanding of Al-enabled marketing in diverse business
environments.

Fourth, future research should explore additional mediating and moderating variables that may influence the
proposed relationships. Potential mediators include customer trust, perceived personalization, customer
experience, perceived value, and Al transparency. At the same time, moderators such as organizational digital
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maturity, Al readiness, technology readiness, competitive intensity, data quality, and regulatory compliance
may strengthen or weaken the impact of Generative Al on marketing outcomes. Examining these factors would
provide a more nuanced understanding of Al-enabled marketing ecosystems.

Fifth, longitudinal research is recommended to investigate how the impact of Generative Al evolves. As Al
technologies continuously learn and adapt, customer perceptions, organizational capabilities, and marketing
performance may change during different stages of Al implementation. Longitudinal studies would provide
valuable insights into organizational learning, capability development, and the long-term sustainability of Al-
enabled marketing strategies.

Sixth, future studies should investigate the role of responsible and ethical Al in marketing automation. While
Generative Al offers significant opportunities for personalization and decision support, concerns regarding
algorithmic bias, explainability, transparency, misinformation, intellectual property, and data privacy remain
critical challenges. Future research should examine governance mechanisms, ethical frameworks, and
regulatory approaches that promote responsible Al adoption while maintaining customer trust and
organizational accountability.

Seventh, researchers should examine the growing role of human-Al collaboration in marketing decision-
making. Rather than viewing Al as a replacement for human expertise, future studies should investigate how
managers and Al systems can effectively collaborate in campaign planning, customer segmentation, pricing
decisions, content development, and strategic marketing activities. Understanding the complementary roles of
human judgment and Al-generated intelligence will provide important insights into the future of intelligent
marketing organizations.

Finally, future research should explore emerging technologies that complement Generative Al, including
multimodal Al, autonomous Al agents, digital twins, customer data platforms (CDPs), augmented reality (AR),
virtual reality (VR), blockchain, and the Internet of Things (1oT). Integrating these technologies with marketing
automation may create next-generation intelligent marketing ecosystems capable of delivering immersive
customer experiences, predictive personalization, and autonomous decision support.

Overall, these research directions provide a comprehensive agenda for advancing scholarship on Generative
Al-powered marketing automation. By addressing theoretical, methodological, contextual, and technological
gaps, future studies can refine the proposed framework, generate empirical evidence, and support the
development of intelligent, ethical, and customer-centric marketing systems that create sustainable value for
organizations and society.

8. Conclusion

Generative Artificial Intelligence (GenAl) is fundamentally reshaping the marketing landscape by transforming
conventional marketing automation into intelligent, adaptive, and data-driven systems. Unlike traditional
automation technologies that primarily execute predefined workflows, GenAl enables organizations to
generate personalized content, optimize customer interactions, derive predictive insights, and support
strategic marketing decisions in real time. As organizations increasingly pursue digital transformation
initiatives, integrating GenAl into marketing automation has become a strategic imperative for enhancing
customer experiences and achieving sustainable competitive advantage.

This conceptual paper developed an interdisciplinary framework that explains how Generative Al capabilities
enhance marketing automation capabilities, which subsequently strengthen intelligent customer engagement
and marketing decision support, ultimately leading to improved organizational outcomes. By integrating the
Resource-Based View (RBV), Dynamic Capabilities Theory (DCT), the Technology-Organization-Environment
(TOE) framework, and the Stimulus-Organism-Response (S-0-R) model, the study provides a comprehensive
theoretical explanation of the technological, organizational, and behavioral mechanisms through which GenAlI
creates value in modern marketing ecosystems. The proposed framework advances existing literature by
synthesizing fragmented research across artificial intelligence, marketing, information systems, and strategic
management into a unified conceptual model.

The study contributes to theory by positioning Generative Al as a strategic organizational capability that
extends beyond operational automation to facilitate adaptive marketing processes, intelligent customer
engagement, and evidence-based marketing decision-making. It also enriches the marketing automation
literature by demonstrating that organizational value is created not only through Al adoption but through the
effective integration of Al capabilities with marketing processes, customer intelligence, and organizational
resources. From a practical perspective, the framework guides managers seeking to implement GenAl
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responsibly by emphasizing the importance of personalization, human-Al collaboration, organizational
readiness, and ethical Al governance.

Despite its contributions, this study is conceptual in nature and has not empirically validated the proposed
relationships. Consequently, the framework should be viewed as a foundation for future empirical research
rather than a definitive explanatory model. There are also several potential limitations and boundary
conditions to consider. The generalizability of the framework may vary across industries, as sector-specific
factors such as regulatory requirements, customer expectations, and digital maturity could influence the
adoption and impact of Generative Al-powered marketing automation. Similarly, organizational characteristics
like firm size, structure, and resource availability may affect the extent to which firms can implement and
benefit from these capabilities. Cultural and institutional contexts may also play a role, impacting customer
attitudes toward Al, privacy concerns, and technology acceptance. Future studies employing Structural
Equation Modeling (SEM), Partial Least Squares Structural Equation Modeling (PLS-SEM), longitudinal designs,
and cross-industry or cross-cultural analyses can validate, refine, and extend the proposed framework.
Furthermore, examining additional mediating and moderating variables, such as Al trust, organizational Al
readiness, digital maturity, and regulatory environments, will further enhance understanding of Al-enabled
marketing transformation.

In conclusion, Generative Al represents a transformative force that is redefining marketing automation,
customer engagement, and managerial decision-making. Organizations that strategically integrate GenAl with
intelligent marketing automation while maintaining responsible Al governance will be better positioned to
create superior customer value, improve marketing effectiveness, and sustain competitive advantage in an
increasingly digital and Al-driven business environment. The proposed conceptual framework therefore
provides a valuable foundation for future research and managerial practice, supporting the development of
intelligent, customer-centric, and ethically responsible marketing systems.
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