CIAH 2 = o3| =2 X|

i
-+ Journal of Digital Contents Society
ot Vol. 25, No. 3, pp. 823-832, Mar. 2024 M) Check for updates

MAE ATASS BRI 2013t U] 253t A AMO| HTHY TA:
sks A|AFZ

reative Lab &

C
»zolfstm BREHSE 2ot

Exploring the Effectiveness of the Automation System of
Generative Al-Enabled Hyper-Personalized Marketing:
Future Directions and Strategic Implications

Jae-Young Lee' - Bumsub Jin*"

'"Researcher, Department of Data Creative Lab, Dexter Krema, Seoul 06159, Korea
ZAssociate Professor, School of Advertising and Public Relations, Hongik University, Sejong 30016, Korea

2 o
A= 2RI rAR o] a8 S Q1A s, AW ALE &8-ate] 7|E T2 o & SRt vHA" Ead S F
A 5 Qe S Bt A Bk o) Fgel A A E ALl B2 R vighe] Rt obe el A4 BAE 9hela)
7] 918 Fx3he LELES} A2 vlolE] AlF H e AT 2713} mHE APAES o A4 ALYl B E FGI
2 AR A3}, o] A 7191 = Boll A AH Eg4do] A PR S ARSI, AP E Ze=T 2R o nE 1
< A 8kebA| vk ato] W) v UFE Wkt o= A Al9] 71 RS Al SHekal 2 i1 viAlE A=
Ntkol] AA 7143 A o2 o et
[Abstract]

Recognizing the need for hyper-personalized marketing, this study explores how generative artificial intelligence (GAI) can be
used to overcome the limitations of traditional marketing methods and improve marketing efficiency. It examines how to provide
structured prompts and post-processing data to mitigate the problem of hallucinations and out-of-context content generation. A
focus group interview conducted with practitioners of hyper-personalized marketing found that GAI substantially improves time
efficiency in classifying large numbers of search keywords, and that the generated content more accurately reflects consumer
intent, resulting in high levels of satisfaction. These results suggest that GAI can overcome the limitations of existing models and

significantly contribute to the development of hyper-personalized marketing strategies.
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Table 1. CDJ Classification Definitions
CDJ Definition
First becoming aware of the existence of a specific
Awareness product or brand.
Searching for general or category—level keywords
Starting to become interested in a product, looking
for more information or comparing to make a
Considering | decision.
Searching for specific keywords to get information,
such as reviews and recommendations.
Awareness of the product and brand is over and
they want to see how the brand fares in their
Brand industry.
Searching for direct brand names or keywords that
combine the brand and product.
Making a decision about a product and actually
Purchase making a purchase.
Searching for keywords related to a direct purchase
Searching for product experience, service
satisfaction, how—to, etc.
Post )
Searching for keywords related to post—purchase
Purchase
use, such as how to use the product,
troubleshooting, help center, etc.
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architecture using generative artificial intelligence
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Table 2. Personal information of interview participants

Participants | Age | Gender Rank Work experience
P1 39 M Director 14 Years
p2 31 W Team manager 8 Years
P3 30 M Manager 5 Years
P4 28 W Manager 5 Years
P5 30 W Manager 7 Years
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Table 3. Focus Group Interview questions

Subjects Questions

Key Challenges in Planning

What were the primary difficulties faced in
the planning stage of hyper—personalized
marketing?

Key Challenges in Execution

What were the main obstacles
encountered during the execution of
hyper—personalized marketing
campaigns?

Experience in
Establishing
Hyper—Personalized
Marketing Strategies

Al Integration in Marketing

How have you integrated Al into your
marketing strategies? Provide brief
examples.

Satisfaction with Al Use

What aspects of using Al in marketing
have you found most satisfying?
Limitations of Current Al

What limitations have you experienced
with the current Al tools in marketing?

Experience with
Utilizing Generative Al
in Marketing

Assessment of Proposed Al Solution

How do you evaluate this Al solution
proposed in this project?

Content and Image Generation Feedback
What is your feedback on the content and
image generation capabilities of this Al?
Comparative Advantage of Research Al

In what ways do you find this Al superior to
existing Al solutions?

Future Application of Al Solution

Are you considering the integration of this
Al solution in your future marketing
strategies?

If so, why?

Evaluating
generative Al in
development
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Table 4. Summary of research problem 1 key contents

Topic Key contents

— Major challenges in classifying and
analyzing keyword data for hyper

— Personalized marketing strategies

— Participants noted difficulties with keyword
intent classification, CDJ classification,
and handling large—scale data

Complexity of
Keyword data

— Converting keyword-based strategies into
concrete marketing outcomes is
challenging.

— Issues include the complexity of
integrating various data (CDJ, SEO,
SERP, VOC) and the resource—intensive
process of developing personalized
messages and marketing materials.

Execution of
Hyper—personalized
marketing strategies
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Table 5. Summary of research problem 2 key contents
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Topic Key contents
- Significant efficiency in processing large
volumes of data and developing content
Advantages — Participants experienced faster marketing
of Using strategy formulation and targeted ad

Generative Al campaign setting
— Time—saving in social media copywriting and

content creation highlighted

— Despite fast data processing, Al often
provides superficial and mechanical
analyses, lacking in—depth insights

— Generated content perceived as generic and
lacking creativity, making emotional
connection with users challenging

— Concerns over Al missing new market trends
or failing to effectively engage target
customers

Disadvantages of
Using Generative
Al
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Topic Key contents

— Efficiency gains in strategy development
noted with Al for CDJ classification and
routine tasks, freeing teams to
concentrate on strategy

— Quick classification of consumer
intentions and time—saving in repetitive
tasks highlighted as key benefits,

Application of
hyper—personalized
marketing strategies
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Table 7. Summary of FGI results

Subject Key summary
Experience in 1. Difficulties in handling the complexity
establishing of search keyword data
hyper—personalized 2. Challenges in aligning strategies with
marketing strategies real customer responses and intents

1. Utilization of Al in efficiently
processing large datasets and

Experience with targeting advertising campaigns

utilizing generative Al 2. Satisfaction with speed and efficiency

in marketing 3. Concerns about the Al's limitations in
deep insight generation and creative
content

1. Positive evaluation of content creation
ability, including consumer intent

2. Enhanced accuracy and creativity over
previous Al solutions

3. Willingness to apply this Al solution to
future marketing tasks due to its
effectiveness in understanding and
applying customer intent and SEO

Evaluating generative
Al under development

enhancing marketing strategy efficiency data
— Al in development outperforms existing
models, particularly in capturing and
applying consumer intentions to content
Performance of creation V. =
generative Al — Content and image generation praised for = =
accuracy and innovation, but
improvement in image generation needed -
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