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A B S T R A C T

Grounded in the Technology Acceptance Model (TAM), this research explores how marketing professionals 
perceive AI adoption, examining the paradoxical tensions between technological fascination and professional 
resistance that challenge traditional TAM assumptions. This study draws on an exploratory qualitative approach 
involving 24 international marketing professionals (with 3–30 years of experience) from Africa, Europe, the 
United States, and the Gulf region. Data was collected through semi-structured interviews, using purposive 
sampling, and continued until theoretical saturation was achieved. Data analysis is based on a thematic content 
analysis method. Our analysis reveals three paradoxical perceptions (favorable, unfavorable, ambivalent) and 
identifies a novel five-category benefit taxonomy (technological, organizational, psychological, economic, 
communicational) alongside six barrier categories, challenging the linear adoption models prevalent in existing 
literature. The results show that professionals perceive AI primarily as a complementary tool that improves their 
individual performance while fundamentally transforming their profession. Theoretically, this study extends 
TAM by incorporating professional resistance and paradoxical adoption patterns, highlighting the limitations of 
linear acceptance models when applied to AI adoption within creative professional contexts. The study identifies 
the marketing experts’ perspectives on the future of their profession, the areas with high potential for AI impact, 
as well as the skills needed to remain relevant in the face of increasing integration of this technology. Practically, 
our findings provide a framework for managing AI adoption resistance in emerging markets and guidelines for 
organizations navigating the AI transformation paradox. Managerial implications are formulated to guide mar
keting professionals in the investment and use of AI, integrating it consistently into their daily practice.

1. Introduction

Artificial intelligence (AI) has been booming in recent years than 
ever before, driven by innovative technological advances (Alharbi et al., 
2025). Today’s businesses have gone beyond the experimental stage and 
are investing heavily in AI, placing it at the heart of present concerns, 
which embrace open innovation (Pitakaso et al., 2025). According to 
Gréselle-Zaïbet and Dejoux (2023), AI is gradually being integrated into 
all sectors of activity, even influencing the daily lives of organizations 
and their employees. This can be explained by several factors, such as 

the development of algorithms, access to huge volumes of data and 
increasing computing power. According to a study conducted in 2023 by 
McKinsey and Company (2023), 80 % of companies plan to integrate AI 
into their marketing strategies by 2025. The global market for AI in 
marketing is estimated to reach $4 0 billion by 2025, with annual 
growth of 29 %, highlighting the significant opportunities for companies 
investing in this technology.

Nowadays, AI has become a major pillar of marketing, requiring not 
only suitable tools, but also a new strategic vision and renewed men
talities for any type of businesses (Enshassi et al., 2025). AI influences 
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various sectors, including marketing, with significant transformations in 
trades (Chintalapati and Pandey, 2022; Enshassi et al., 2025; Corvello, 
2025). This technology is revolutionizing the way businesses interact 
with consumers, positively impacting the personalization of customer 
experiences, automating repetitive tasks and profoundly change the 
professional landscape of marketing practitioners who must reconcile 
the opportunities offered by emerging technologies with the need to 
preserve their professional identity. (Dwivedi et al., 2021). However, 
there are concerns about the intensive use of AI. Particularly in terms of 
privacy protection, dependence on algorithms and other ethical issues 
requiring increased vigilance (Gréselle-Zaïbet and Dejoux, 2023). Digi
tal transformation not only changes the way businesses interact with 
consumers, but also redefines the marketing decision-making process, 
enabling more precise targeting and deep, innovative personalization of 
customer interaction.

Recent advances in generative artificial intelligence (such as 
ChatGPT, Gemini and DALL⋅E) have opened up new opportunities for 
innovation and development, while also raising concerns about the 
relevance of professions and the authenticity of creative work (Lim et al., 
2023). According to a recent survey conducted by McKinsey (2023), 
which was answered by 1684 participants from various industries 
around the world, only 22 % of companies use AI in their work. This low 
adoption of AI is due to several factors such as professional resistance, 
low familiarity with technology, lack of technical skills, and limited 
potential resources (Agossah et al., 2022; Bertolucci, 2023; Gautier, 
2022). However, this statistical reading overlooks the complexity of the 
psychological and professional dynamics experienced at the individual 
level, where marketing professionals may simultaneously benefit from 
AI’s efficiency gains while resisting its impact on their professional 
identity and creative autonomy (Li et al., 2022; Pitakaso et al., 2025). 
Despite these obstacles, AI has the potential to significantly transform 
the marketing in business (Mrhari and Dinar, 2018). Marketing pro
fessionals, aware of the growing importance of AI, strive to update their 
knowledge and skills to remain relevant and understand strategic fore
sight related to market and AI (De Bruyn et al., 2020; Corvello, 2025).

From a theoretical perspective, understanding AI adoption among 
marketing professionals requires an analysis through established tech
nology acceptance frameworks. The Technology Acceptance Model 
(TAM), originally developed by Davis (1989) and widely validated 
across various technological contexts, serves as a foundational frame
work for understanding how perceived usefulness and perceived ease of 
use influence adoption decisions. However, the specific characteristics 
of AI-based technologies—particularly their autonomous 
decision-making capabilities, creative potential, and implications for 
professional identity—challenge the core assumptions of the TAM, 
which are based on linear adoption processes (Venkatesh et al., 2012; 
Glikson and Woolley, 2020).

Studies have begun exploring AI adoption through the lens of TAM, 
revealing complex patterns that deviate from traditional technology 
acceptance models showing that AI technologies can trigger paradoxical 
responses, where high perceived usefulness coexists with resistance due 
to threats to professional identity, algorithmic opacity, and ethical 
concerns (McKnight et al., 2011; Arrieta et al., 2020). This suggests that 
TAM may need to be extended to capture the unique dynamics of AI 
adoption within creative professional contexts.

Although there are growing studies on AI adoption in marketing (De 
Bruyn et al., 2020; Mariani et al., 2022; Enshassi et al., 2025), limited 
studies recently have explored the challenges of integrating AI into the 
marketing sector from the perceptions of marketing experts and its likely 
implications especially after the recent AI transformation and use of AI 
chatbots in many fields, such as customer service (Adam et al., 2021), 
Healthcare (Chaibi et al., 2025; Sobaih et al., 2025), education (Sobaih 
et al., 2024; Sobaih and Abu Elnasr, 2025).

More specifically, existing growing research (e.g. De Bruyn et al., 
2020; Mariani et al., 2022; Enshassi et al., 2025) has not sufficiently 
addressed how marketing professionals manage the paradoxical 

tensions between the perceived benefits of AI use and their concerns 
regarding professional autonomy, creativity preservation, and the 
respect for the specificities of their profession. This gap in literature 
leads us to answer the following research questions: how do marketing 
experts and marketers perceive the adoption of AI in the marketing of 
their products/services, and what are the main applications, benefits 
and barriers they associate with its use? Additionally, how do these 
perceptions challenge or extend traditional technology acceptance 
models when applied to AI adoption in creative professional contexts? 
The objective of this research is to identify and understand how mar
keting experts and marketing professionals appraise the adoption of AI 
in the marketing of their products/services, while also identifying its 
main types of marketing applications, associated benefits and barriers, 
and to explore the theoretical implications for technology acceptance 
theory in AI adoption contexts.

2. Literature review

2.1. Technology acceptance model: foundations and extensions

The Technology Acceptance Model (TAM), developed by Davis 
(1989), remains the most suitable theoretical framework for analysing 
technology adoption in organizational contexts. It assumes that 
perceived usefulness and perceived ease of use are the primary de
terminants of acceptance, mediated by attitude toward use and behav
ioral intention (Venkatesh et al., 2003).

However, TAM’s linear assumptions are called into question when 
applied to recent systems with autonomous decision-making capabilities 
and limited algorithmic transparency, which fundamentally alter user- 
tool interactions (Arrieta et al., 2020). Recent studies show that the 
organizational impact of such technologies operates through complex 
mediating mechanisms—such as knowledge sharing—rather than 
through simple individual acceptance pathways (Li et al., 2022). This 
suggests that TAM’s focus on the individual may be insufficient to fully 
capture adoption dynamics in contemporary professional environments 
(Dwivedi et al., 2021). These theoretical limitations call for empirical 
exploration of real-world adoption experiences, particularly in emerging 
markets where cultural and economic factors may further complicate 
the relationships traditionally described by TAM.

2.2. AI applications in marketing and professional perspectives

Artificial intelligence has profoundly transformed various aspects of 
modern marketing through a wide range of applications. Jain and 
Aggarwal (2020) highlighted several key areas of application, such as 
automated content creation, ad targeting optimization, the use of 
chatbots and virtual assistants, predictive analytics, and dynamic pric
ing. The emergence of recent generative technologies such as ChatGPT 
has further expanded these possibilities, facilitating the production of 
complex content and automating various consumer interactions (Lim 
et al., 2023). These developments are significantly reshaping marketing 
practices and require professionals to continuously adapt their skills.

However, current literature still shows gaps concerning pro
fessionals’ experiences with AI adoption, particularly regarding its 
impact on their professional identity and forms of resistance. While 
several studies have examined organizational factors influencing AI 
integration (Mariani et al., 2022), few have explored how individual 
marketing professionals deal with the tensions between the efficiency 
gains of AI and concerns about professional autonomy and creative 
authenticity. Marketing, as a field rooted in creativity and relationship 
management, presents particular challenges for AI adoption, involving 
strategic skills, cultural sensitivity, and innovative thinking that inter
sect in complex ways with AI technologies (De Bruyn et al., 2020; 
Chintalapati and Pandey, 2022).

Moreover, most research on AI adoption focuses on specific organi
zational or geographical contexts, often overlooking the diversity of 
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professional experiences on an international scale—experiences shaped 
by significantly different cultural and economic environments (Dwivedi 
et al., 2021). A deeper understanding of these diverse experiences is 
essential for developing more inclusive theoretical frameworks for AI 
adoption, capable of accounting for variations in professional back
grounds, cultural diversity, and technological infrastructures across 
regions.

2.3. The benefits and barriers of AI in marketing

The benefits and barriers of adopting AI in marketing can be grouped 
into several categories, as presented in Tables 1 and 2.

A review of previous studies (Table 2), marketing researchers have 
raised several issues regarding the barriers of artificial intelligence in 
their field. These brakes are summarized in the following Table 2.

Integrating AI in marketing offers many advantages, but also raises 
ethical challenges (privacy, discrimination), economic (costs, unem
ployment), psychological and social (loss of customer connection, 
resistance), organizational (lack of skills, dependency) and technology 
(security, complexity, super intelligence).

3. Methodology

3.1. Epistemological positioning and research approach

This research adopts an interpretivist epistemological stance, which 
seeks to understand the subjective meanings and experiences that 
marketing professionals assign to AI adoption within their specific 
professional contexts. According to Girod-Sevilla and Perret (2003), the 
interpretive researcher intends to understand reality rather than explain 
or construct it. In line with Sandelowski (2010), we adopted a descrip
tive qualitative approach, which allows for an in-depth description of 
the studied phenomenon while remaining faithful to the participants’ 

narratives. We have adopted inductive reasoning, starting from specific 
observations, to arrive at more general conclusions. This approach is 
consistent with our epistemological positioning and the exploratory 
nature of our research. The qualitative approach was preferred due to 
the lack of existing studies on the perception of AI by international 
marketing professionals. This method allows an in-depth exploration of 
a little studied phenomenon and to collect rich and nuanced data on the 
perceptions, experiences and perspectives of participants.

3.2. Sample and data collection

We employed purposive sampling based on the principle of 
maximum variation to ensure a diversity of perspectives in terms of 
professional experience, geographical origin, and organizational 
context. Participants were selected according to specific criteria: (1) a 
minimum of three years of marketing experience, (2) demonstrated use 
of AI in professional practice, (3) geographical diversity covering Africa, 
Europe, the United States, and the Gulf countries, and (4) organizational 
variety ranging from SMEs to multinational corporations. The sampling 
process was guided by the principle of theoretical saturation, achieved 
when no new themes emerged and existing themes became well- 
developed with stable relationships (Fusch and Ness, 2015). The final 
sample consisted of 24 marketing professionals from diverse 
geographical and professional backgrounds, offering a rich range of 
perspectives on the phenomenon under investigation.

The participants’ characteristics were as follows: 

• Geographical origin: professionals operating in Africa, Europe, the 
United States, and the Gulf region

• Age: 24–56 years
• Gender: 83 % male and 17 % female
• Professional experience: ranging from 3 to over 30 years

Table 1 
Summary of AI benefits in marketing.

Category Main benefits Authors

Technological − Processing and analysis of large 
amounts of data

− -Speed and technological power
− -Efficiency in target group 

segmentation
− -Best automation tool
− -Monitoring purchasing behavior 

and history
− -Fraud detection

Javaid et al. (2022), Ergen (2021), Puntoni et al. (2021), El ouidani and Oul-caid (2023)

Organizational and 
management

− 24/7 Customer Support
− Employee Skills Expansion
− Maintaining a Competitive 

Advantage
− Saving Time and Resources
− Freeing Repetitive Tasks
− Facilitating Marketing Decision 

Making
− - Reducing Human Error

El ouidani and Oul-caid (2023), Javaid et al. (2022), Bettache and Foisy (2019), Sohrabpour et al. (2021)

Psychological, Social and 
Individual

− Personalized Customer Experience
− Improved Engagement and 

Engagement
− Increased Customer Satisfaction
− - Individual Counselling

Javaid et al. (2022), Neuhofer et al. (2021), Gonzalez-Jiminez (2018)

Economic − Reducing costs and increasing 
sales

− Boosting conversion rate and ROI
− Optimal pricing
− Developing new offerings
− - Creating new jobs

Kumar et al. (2019), Jain and Aggarwal (2020), Jo (2020), El ouidani and Oul-caid (2023)

Communicational and 
cultural

− Content filtered or culturally 
appropriate

− Personalized marketing messages
− - Website personalization

Jain and Aggarwal (2020), Javaid et al. (2022)
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• Areas of expertise: digital marketing, SEO, communication, event 
marketing, among others

We acknowledge a gender imbalance in our sample (83 % male, 17 % 
female), which reflects the demographic composition of participants at 
the Pro Marketing Meeting 2024, where senior-level marketing pro
fessionals and communication agency executives are predominantly 
male. Although our objective is not to achieve external validity of the 
results, given that this is an exploratory study, this male predominance 
in the sample composition may nevertheless affect the internal validity 
of the study.

The data were collected during the Pro Marketing Meeting 2024, 
held on 19–20 December 2024 in Gammarth, Tunis. All interviews were 
conducted face-to-face in a neutral, professional environment. In
terviews averaged 28 min (range: 20–45 min) and were conducted in 
participants’ preferred language (English, French, or Arabic) to ensure 
cultural sensitivity. We employed semi-structured face-to-face in
terviews as the primary data collection method. This qualitative tech
nique provides a flexible yet organized framework, encouraging 
participants to express their thoughts freely while allowing the inter
viewer to explore emerging themes in depth.

The semi-structured interview guide was tested with three marketing 
professionals, reviewed by two senior researchers, and then refined 
based on the feedback received. A detailed semi-structured interview 
guide was developed, pre-tested, and refined based on preliminary 
feedback. It covered five key thematic areas: (1) participants’ under
standing and perception of artificial intelligence; (2) application areas of 
AI in marketing; (3) perceived benefits of AI integration; (4) barriers to 
adoption, including challenges and limitations; and (5) expert perspec
tives on the future of marketing in the age of AI.

3.3. Ethical considerations

This study received ethical approval from the Deanship of Scientific 
Research at King Faisal University (Project Number: KFU252040; Date 
of Approval: January 1, 2024). Informed consent was obtained from all 
participants following a detailed explanation of the study’s objectives, 

the rights related to voluntary participation, data processing possibil
ities, and confidentiality assurances. Participant anonymity was ensured 
through the assignment of identification codes ranging from In1 to In24, 
the removal of all personally identifiable information, and the secure 
storage of data accessible only to the research team.

3.4. Data analysis

The face-to-face interviews were recorded with participants’ consent 
and then manually transcribed. Transcription was conducted in the 
original language, followed by translation verified using a back- 
translation protocol. Data analysis was carried out using a thematic 
content analysis approach, following the methodology described by 
Burnard et al. (2008). The analytical process adhered to the steps pro
posed by Braun and Clarke (2006): (1) data familiarization, (2) sys
tematic initial coding, (3) theme identification, (4) theme review and 
refinement, (5) theme definition, and (6) final report writing.

To ensure analytical rigor, independent coding was conducted by 
two researchers on 25 % of the transcripts (6 participants). Additionally, 
both researchers independently reviewed all interview transcripts dur
ing the familiarization phase. Discrepancies were resolved through 
collaborative discussion until consensus was reached. Table 3 presents 
an example of our data analysis process, illustrating the progression 
from interview excerpts to themes.

3.5. Trustworthiness

The trustworthiness of this qualitative study was strengthened 
through multiple strategies based on the criteria defined by Lincoln and 
Guba (1985). Credibility was ensured through purposive engagement 
with 24 marketing professionals from diverse geographical regions 
(Africa, Europe, the United States, and the Gulf), offering a broad range 
of insights into the topic explored. Member checking was conducted by 
sharing preliminary findings with six selected participants to validate 
the accuracy of the interpretations. Transferability was enhanced 
through detailed contextual descriptions, comprehensive participant 
profiles (aged 24–56, with 3–30 years of experience, from various areas 

Table 2 
Summary of AI marketing barriers.

Category Main brakes Authors

Technological − Complexity of AI systems
− Limited data availability
− Security and 

confidentiality issues
− - Risk of technological 

singularity

Reguieg Issaad (2022), Piquette (2023), Basly and Hammouda (2020), Castets-Renard and Fourneret (2022)

Organizational and 
management

− Lack of AI skills and 
knowledge

− Job losses due to 
automation

− High investment costs
− Resistance to change
− - Technology dependency

Reguieg Issaad (2022), Gréselle-Zaïbet and Dejoux (2023), OCDE (2017), Komi (2019)

Psychological, social and 
individual

− Customer Disconnection
− Resistance to change
− Loss of job anxiety
− - Potential loss of 

creativity

Nadimpalli (2017), Komi (2019)

Ethical − Privacy intrusion
− Algorithmic 

discrimination
− - Bias in training data

El ouidani and Oul-caid (2023), Holtel (2016), Turban et al. (2018), OCDE (2019); Sobaih (2024)

Economic − High investment costs
− - Job losses and rising 

unemployment

Purdy and Daugherty (2017), Zhang et al. (2022), Modgil and Prakken (2013), Bettache and Foisy (2019)

Communicational and 
cultural

− Lack of cultural 
knowledge

− - Lack of data culture

Jain and Aggarwal (2020), Javaid et al. (2022)
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of expertise), and rich findings that allow readers to assess the appli
cability of the results to similar settings. Dependability was supported by 
a systematic, manual approach to data analysis based on established 
protocols, as well as the use of pilot interviews to refine the interview 
guide. Finally, confirmability was achieved by grounding all in
terpretations in direct participant quotes, as demonstrated throughout 
the results section.

4. Results

The results of the study will be presented according to the five main 
themes identified. For each theme, we will present the emerging sub- 
themes as well as a selection of the most representative verbatim 
statements, allowing us to explicitly and pertinently illustrate the per
ceptions and experiences of the participating experts. The following 
Table 4 presents each theme, and its sub-themes identified during the 
analysis.

4.1. Understanding and perception of Artificial Intelligence

4.1.1. Understanding of AI
Most respondents (14 out of 24, 58 %) demonstrated a good under

standing of artificial intelligence, defining it as a true technological 
revolution enabling the performance of tasks typically considered 
unique to human intelligence. They also highlighted its ability to learn, 
reason, and interact autonomously with its environment. 

"AI aims to create machines capable of imitating certain human cognitive 
and decision-making capacities and even surpassing them in some do
mains" (In18)

Key AI concepts frequently mentioned by participants include com
puter vision, natural language processing, deep learning, neural net
works, and machine learning. The evolution of AI, from weak to strong 
forms, was also noted by participants. 

"In 2018, I worked with weak AI. Now AI is becoming strong; it un
derstands various domains and can respond, making it generative. AI is 
becoming generative because of a combination of several factors, such as 
computational power becoming phenomenal compared to 10 years ago, 
and data supply also becoming phenomenal" (In1)

4.1.2. Perception of AI
The interviews revealed three distinct types of perceptions regarding 

artificial intelligence, with clear distribution patterns across our sample 
(N = 24). Favourable perceptions (n = 14, 58 %): The majority of par
ticipants perceive AI as a complementary tool allowing marketing pro
fessionals to perform their functions efficiently and with peace of mind. 

"Thanks to AI, I can do my work without being overwhelmed." (In10)

Among these favorable respondents, 8 participants (33 % of total 
sample) perceive AI as having the potential to radically transform their 
attitudes and modes of action. 

"AI will only become more fun, innovative, creative, efficient, and prac
tical" (In13)

Seven participants emphasize its dynamic and evolving nature. 

"I perceive artificial intelligence as an omnipresent expert capable of un
derstanding and providing expertise in all fields, whether history, science, 
physics, marketing, etc." (In7)

Unfavorable perceptions (n = 4, 17 %): A minority of experts express 
fears about the risk of marginalizing technical expertise related to the 
profession. 

"Anyone can manage a campaign, which raises concerns among media 
buyers. They fear losing the technical aspect of their profession." (In2)

Others highlight the absence of an emotional dimension in AI 

Table 3 
Example of our data analysis process.

Interview Excerpt Code Category Theme

"Thanks to AI, I can do 
my job without 
feeling 
overwhelmed." 
(In10)

Productivity 
support

Perception of AI as 
a complementary 
tool

Positive 
perception of AI

"I consider AI to be a 
real psychological 
support. It helps 
reduce stress caused 
by workload by 
automating certain 
tasks." (In10)

Professional 
well-being

Improvement in 
quality of working 
life

Psychological, 
social, and 
individual 
benefits

"With an investment of 
$400 to $500, AI 
gives you access to 
tools that can 
automate tasks as if 
you had a team of 
100 people." (In3)

Resource 
optimization

Operational 
efficiency

Organizational 
and managerial 
benefits

"AI optimizes online 
advertising 
campaigns by 
analyzing data in 
real-time and 
automatically 
adjusting bids, 
targeting, and 
messaging." (In6)

Automated 
optimization

Advertising 
campaign 
efficiency

Application areas 
of AI

"There is a real lack of 
essential skills to 
successfully carry 
out our projects, 
mainly due to the 
emigration of many 
qualified 
professionals in our 
sector." (In4)

Skills 
shortage

Obstacles to 
technological 
adoption

Organizational 
and managerial 
barriers

Table 4 
Themes and sub-themes identified in the study.

Themes Sub-themes

1. Understanding and perception of 
artificial intelligence

• Understanding of AI
• Favorable perception of AI
• Unfavorable perception of AI
• Ambivalent perception of AI

2. AI application areas in marketing • Automated content creation
• Advertising campaign optimization
• Customer relationship management
• Search engine optimization (SEO)
• Predictive analysis
• Other domains (recommendation systems, 

marketing attribution, etc.)
3. Benefits of integrating AI in 

marketing
• Organizational and management benefits
• Technological benefits
• Psychological, social, and individual 

benefits
• Communication and cultural benefits
• • Economic benefits

4. Barriers to integrating AI in 
marketing

• Organizational and management barriers
• Technological barriers
• Ethical barriers
• Economic barriers
• Psychological, social, and individual 

barriers
• Communication and cultural barriers

5. Expert perspectives in the AI era • Future of the marketing profession
• Key skills to remain relevant
• High-potential impact areas for AI
• Technology-Market-Complexity Dynamics
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capabilities and express skepticism about its ability to meet specific 
marketing needs, especially in areas requiring a more culturally adapted 
understanding. The third form was ambivalent perception. Several in
terviewees (n = 6, 25 %) adopt a neutral position, recognizing both the 
potential and limitations of AI. 

"It is essential to always take time to test tools before adopting them. A tool 
may seem effective to me, but that doesn’t mean it will suit everyone. Each 
expert has their preferences and way of working. There’s also an element 
of feeling: some tools make me comfortable, others don’t, even if they are 
technically performant. In my opinion, AI effectiveness is not just a 
question of features; it’s also a question of fitness with the person using 
them" (In4).

4.2. AI application areas in marketing

Our analysis identified several major AI application areas in mar
keting, ranked by frequency of mention by participants: 

1. Automated content creation 
Professionals use AI to perform various tasks to automate and 

enhance content creation: writing emails, blogs, and meta de
scriptions, generating images and videos, writing intelligent reports. 
New trends also incorporate conversational AI and content co- 
creation fostering immersive experiences with augmented reality. 

"In content creation, with AI, you can generate images, sounds, etc." 
(In5).

"Today, AI allows real-time discussion with customers, creates interesting 
content, and offers immersive experiences through augmented reality" 
(In18).

2. Advertising campaign optimization 
AI is more widely used to optimize the effectiveness of advertising 

strategies through media buying, bid management, and program
matic advertising. 

"AI optimizes online advertising campaigns through real-time data anal
ysis and also by automatically adjusting bids, targeting, and messages to 
achieve performance objectives" (In6).

3. Customer relationship management 
AI improves customer relationship management by automating 

responses to customer inquiries, personalizing interactions, and 
anticipating needs through data analysis. 

"AI helps us better understand customer expectations and personalize our 
messages." (In15).

"I use chatbots like Voice flow to respond to customers outside my working 
hours or during my vacations. The chatbot provides reliable automated 
responses, and if that’s not sufficient, the chatbot automatically redirects 
the customer to an agent for personalized follow-up" (In8).

4. Search engine optimization (SEO) 
Thanks to AI tools, SEO benefits from automation in internal link 

management, keyword creation, and technical website analysis, 
which will improve referencing strategies. 

"Artificial intelligence allows us to save considerable time: it automates 
internal link management, generates relevant keywords, technically an
alyzes sites… and above all, it allows auditing and optimizing SEO much 
more efficiently than before" (In14).

5. Predictive analysis

AI enables the analysis of enormous volumes of data in real-time, 
identifying trends and business opportunities. AI algorithms are used 
to predict the emergence of new markets and optimize campaigns in 
real-time. 

"I used AI to perform predictive analysis in advertising […] AI generated 
an analysis and identified two countries among five or six, predicting that 
these two countries would become a new market in 2024 and 2025" 
(In9).

Other AI application areas in marketing were also mentioned, but 
with less frequency: automated content creation through generative AI, 
emotional analysis of customers from vocal or facial data, and intelligent 
virtual assistants that can manage the entire customer interaction from 
start to finish.

4.3. Benefits of integrating Artificial Intelligence in marketing

Our analysis identified five main categories of benefits, ranked by 
their importance in the interviews: 

1. Organizational and management benefits 
These benefits include automation of repetitive tasks, timesaving, 

reduction of human errors, and improvement of overall performance. 

"With an investment of $400 to $500, AI gives you access to tools capable 
of automating tasks as if you had a team of 100 people at your side" 
(In3).

2. Technological benefits 
Participants highlighted AI’s ability to process enormous volumes 

of data, its speed, and its continuous learning. 

"AI really impressed me with its ability to process huge volumes of data 
very quickly. Each time, it learns continuously, which allows adjusting 
strategies in real-time to improve results" (In6).

3. Psychological, social, and individual benefits 
In this context, AI is perceived as psychological support, reducing 

professional stress and improving individual efficiency. 

"I consider AI acts as a real psychological support. It helps reduce stress 
related to work overload by automating certain tasks, which allows me to 
save time and focus on more strategic aspects" (In10).

4. Communication and cultural benefits 
AI facilitates the creation of native content, specifically adapted to 

each region, and improves the personalization of marketing 
messages. 

"Thanks to these AI tools, you can offer clear and adapted content for 
each region in which you operate" (In2).

5. Economic benefits

Experts noted that AI allows cost reduction, improves return on in
vestment, and creates new job opportunities. By automating certain 
tasks, AI optimizes expenses and improves efficiency. 

"AI helps reduce costs by automating certain tasks such as advertising 
campaign management, sending personalized emails, customer data 
analysis, and audience targeting" (In3).

4.4. Barriers to integrating Artificial Intelligence in marketing

Content analysis identified six main categories of barriers, ranked by 
their prevalence in the interviews: 

1. Organizational and management barriers 
Among these main barriers are loss of control over work processes, 

resistance to change, rapid obsolescence of skills, and lack of AI 
skills. 

"There is a real lack of essential skills to carry out our projects, mainly due 
to the emigration of many qualified professionals in our sector" (In4).
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2. Technological barriers 
Experts mentioned several technological obstacles, such as the 

complexity of AI systems, concerns related to data security, and 
technological lag, especially in emerging countries. 

"Several AI tools are available, which complicates the choice of the right 
tools" (In18).

3. Ethical barriers 
Ethical concerns addressed by participants include risks related to 

privacy, algorithmic biases, and disclosure of confidential 
information. 

"AI can be used maliciously by some, which represents a risk to security 
and confidentiality" (In1).

4. Economic barriers 
Experts highlighted certain economic obstacles, including high 

investment costs, the risk of job losses, and lack of state support. 

"Setting up an AI system can be expensive, as it requires investments in 
hardware, software, and experts for installation and maintenance" (In9).

5. Psychological, social, and individual barriers 
Psychological barriers include anxiety related to job loss, con

sumer mistrust towards AI, and the risk of excessive dependence. 

"One of the risks of AI is the anxiety it generates in individuals manifested 
by the fear of losing their job" (In1).

6. Communication and cultural barriers

Experts highlighted the situational nature of marketing based on 
cultural knowledge, as well as the lack of data culture in certain coun
tries, especially emerging ones. 

"It’s a novelty; it took time for users to accept it" (In24).

4.5. Expert perspectives in the AI era

1. Future of the marketing profession 
Experts anticipate a redefinition of marketing roles with the 

increasing integration of AI, while emphasizing the importance of 
maintaining human responsibility in decision-making. 

"The future of marketing will be a collaboration between human skills and 
AI assistance to offer better customer experience and better solutions" 
(In21)

"I think the future of marketing is heading towards an approach focused 
on consulting and support" (In5).

2. Key skills to remain relevant 
Skills deemed essential include "prompt engineering," program

ming, data analysis, specific technical skills, and human skills. 

"You need to be versatile, master areas like SEO, copywriting, advertising, 
etc. You also need to constantly read, train, and invest time to improve 
your knowledge and skills" (In23).

3. High-potential areas 
Experts have identified key areas where AI continues to transform 

marketing, such as media buying automation, intelligent chatbot 
creation, social media posting, lead management, and many others. 

"The market is evolving, and AI is evolving too, so AI will have an impact 
in all marketing areas, whether in advertising, market research, planning, 
…" (In24).

4. Technology-market-complexity dynamics

Marketing experts note that the growing adoption of AI can create 
tensions between the accessible cost of external technologies and the 

proliferation of algorithmic solutions, making strategic choices more 
complex. This development demonstrates how open innovation, based 
on collaboration between internal and external actors to create value, 
not only changes cost structures but also helps companies better manage 
and organize their marketing activities. 

"With an investment of $400 to $500, AI gives you access to tools capable 
of automating tasks as if you had a team of 100 people" (In3).

"Several AI tools are available, which complicates the choice of the right 
tools" (In18).

5. Discussion and implications

This study sheds light on how marketing professionals approach the 
adoption of AI technologies, revealing paradoxical dynamics that chal
lenge the traditional assumptions of technology acceptance models. Our 
findings extend the Technology Acceptance Model (TAM) by identifying 
adoption paradoxes in which high perceived usefulness coexists with 
professional resistance—contradicting Davis’s (1989) linear model, 
which posits that perceived usefulness leads directly to acceptance. 
These insights offer a renewed understanding of the complex integration 
process of emerging technologies within creative professions, where 
successful adoption requires ongoing technical, organizational, and 
human considerations.

5.1. Theoretical contributions to the understanding of technology 
acceptance

Our research makes three major contributions to the Technology 
Acceptance Model (TAM) theory. First, we identify paradoxical adoption 
patterns, where marketing professionals positively accept the efficiency 
gains brought by artificial intelligence while simultaneously expressing 
resistance to their impact on professional identity and creative auton
omy. This challenges TAM’s core assumption that perceived usefulness 
directly leads to positive attitudes and adoption intentions (Venkatesh 
et al., 2003). Second, our five-category benefit typology and 
six-category barrier framework provide a more nuanced understanding 
of adoption factors than those offered by traditional TAM dimensions. 
Notably, psychological benefits emerge as a novel category, highlighting 
the role of such technologies as emotional support in managing pro
fessional stress. Third, our findings reveal that TAM’s individual-level 
focus is insufficient to fully understand adoption logics in emerging 
markets, where cultural, economic, and structural factors significantly 
shape decisions—going beyond the classic considerations of perceived 
usefulness and ease of use (Dwivedi et al., 2021).

To understand these paradoxical dynamics, we propose to integrate 
the Identity Threat Theory (Petriglieri, 2011) and the Resistance to 
Change Theory (Piderit, 2000) into the classic TAM model. Identity 
threat arises when AI takes over creative tasks deemed essential to the 
professional identity of marketers. This threat leads to psychological 
defense mechanisms, including cognitive, emotional, and behavioral 
resistance (Piderit, 2000), which often coexist with a rational accep
tance of AI’s benefits. This allows marketers to benefit from its contri
butions while maintaining their professional identity.

The verbatim statements from the expert interviews reveal that some 
participants simultaneously acknowledge operational benefits ("Thanks 
to AI, I can do my work without being overwhelmed" - In10) while 
expressing concerns about professional authenticity ("Anyone can 
manage a campaign, which raises concerns among media buyers" - In2). 
This paradox shows that the adoption of technologies in creative pro
fessions such as marketing involves a complicated identity negotiation, 
marked by a balance between conscious acceptance and emotional 
resistance which can challenge traditional linear models.
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5.2. Challenging established assumptions: the paradox of intelligent 
technology adoption

Our findings challenge certain assumptions found in the existing 
literature. While traditional studies on technology acceptance describe a 
linear relationship between perceived benefits and adoption (Venkatesh 
et al., 2012), our participants exhibited paradoxical attitudes, simulta
neously showing acceptance and resistance. Specifically, 58 % of pro
fessionals with favorable views of these technologies still expressed 
concerns about the authenticity of their professional role, suggesting 
that adoption involves an identity negotiation process overlooked by 
traditional technology frameworks.

The competence paradox refers to the situation where the superior 
performance of AI technologies raises concerns about professional 
devaluation, challenging the assumption that increased capabilities 
automatically lead to adoption. This is especially true for creative pro
fessionals, whose technological integration involves complex identity 
preservation dynamics that current theoretical frameworks seldom 
consider (Li et al., 2022). This phenomenon aligns with Shahzad’s 
(2024) work on digital leadership, which describes an ambivalence 
combining ambition and skepticism, requiring leaders to balance tech
nological progress with the preservation of core professional skills.

These technology-market-complexity dynamics confirm the rele
vance of open innovation frameworks for understanding AI marketing 
adoption. Our results highlight paradoxical dynamics of open innova
tion in the adoption of marketing technologies. On the one hand, some 
participants express concerns about the marginalization of their exper
tise (“anyone can manage a campaign,” In2) or the complexity of 
choosing among the many existing tools (In18). On the other hand, the 
growing use of these technologies for content creation and advertising 
optimization reveals the emergence of a semi-open innovation model, in 
which professionals select technological contributions based on their 
strategic priorities. This process consequently redefines the boundaries 
between internal and external resources.

Our findings on the benefits of AI technologies largely confirm 
existing literature while introducing new dimensions. In line with pre
vious studies (Bettache and Foisy, 2019), organizational benefits 
dominate professionals’ perceptions: 92 % of participants cited effi
ciency gains through task automation and improved data analysis. 
However, our study expands the current analytical framework by 
highlighting a dimension that has been underexplored in prior research 
on technology adoption—psychological benefits. These were mentioned 
by 67 % of participants, who noted that such technologies help reduce 
professional stress and offer emotional support. Moreover, although 
communicational and cultural benefits were less frequently cited (38 %), 
our data reveal the role of these tools in creating culturally adapted 
content, thereby broadening the scope of earlier studies that focused 
primarily on operational efficiency (Jain and Aggarwal, 2020).

Regarding adoption barriers, our results both confirm and nuance 
existing findings. In line with previous literature, organizational and 
technological obstacles are the most commonly cited, with 83 % of 
participants mentioning skill gaps and inadequate infrastructure. How
ever, the hierarchy of barriers identified in our study differs from that 
reported in earlier research. While prior studies often highlight eco
nomic barriers as predominant (Purdy and Daugherty, 2017), our par
ticipants gave less weight to implementation costs (42 %) and instead 
placed greater emphasis on ethical concerns, particularly transparency 
and data protection (58 %). This shift suggests that concerns about the 
trustworthiness of these technologies are now taking precedence over 
traditional cost-based considerations in adoption decisions, indicating a 
turning point in how barriers are perceived as these tools become more 
widespread. In addition, while UTAUT (Venkatesh et al., 2003; 2012), 
an extended model of TAM, emphasized the role of organizational 
support, this study found that psychological resistance (such as "losing 
control of creativity") is a more crucial obstacle and should be prioritized 
by scholars and professionals.

5.3. Implications for marketing managers

Our study first identifies the marketing competencies most likely to 
be affected by intelligent technologies, as well as how this trans
formation is unfolding. The results reveal that the majority of marketing 
functions are more likely to be augmented rather than replaced by such 
technologies. Accordingly, we recommend that organizations prepare 
their marketing teams for increased collaboration with AI tools, notably 
through skill hybridization. Organizations should begin by informing 
and training marketing teams about the different phases of AI adoption. 
Indeed, building trust and developing relevant skills around these tools 
may be challenging, as evidenced by the ambivalence expressed by 25 % 
of participants.

Unlike previous waves of technological change, our data suggest that 
successful adoption of AI-related technologies requires substantial sup
port from both organizations and marketing managers. The fact that 
67 % of participants perceive these tools as psychological support in
dicates that proper integration can enhance, rather than threaten, pro
fessional well-being. However, the skills gaps identified by 83 % of 
respondents underscore the urgent need for targeted training programs 
that combine: 

• Technical skills (e.g., prompt engineering, data analysis, tool 
selection),

• and non-technical skills (e.g., creative judgment, ethical reasoning, 
cultural sensitivity, change management).

Managers must therefore anticipate these evolving requirements and 
proactively develop their capacity to collaborate with these technolo
gies. Organizations should also consider restructuring their marketing 
teams to better integrate AI tools with human creativity and expertise. 
When appropriate training is provided, this combination can lead to 
more effective campaigns and stronger customer relationships. Com
panies must recognize that the success of AI does not depend solely on 
the technology itself, but rather on the quality of the collaboration be
tween professionals and systems. However, as effective AI imple
mentation requires a learning curve for both people and systems, 
organizations should foster a culture that encourages experimentation, 
learning from failure, and gradual improvement in AI integration.

Finally, our findings suggest a gradual transformation of the mar
keting profession, marked by the growing importance of hybrid skills 
that combine technical expertise with emotional intelligence. This 
structural evolution aligns with the analyses of Mrhari and Dinar (2018)
as well as Bettache and Foisy (2019), who emphasize the need for the 
continuous adaptation of professional profiles in response to changes 
driven by AI technologies. More specifically, our study identifies prompt 
engineering, data analysis, and cultural sensitivity as emerging critical 
competencies for marketing professionals.

To concretely address the skills gap identified in the results of our 
study as a major organizational obstacle ("There is a real lack of essential 
skills to carry out our projects" - In4), it would be important for orga
nizations to implement an AI skills assessment matrix specific to mar
keting. This matrix will allow for the precise identification of individual 
and collective gaps. This matrix should distinguish technical skills 
(prompt engineering for the development of marketing content, critical 
evaluation of AI outputs, selection of appropriate AI tools) from strategic 
skills (ethical data management, collaboration between humans and AI 
in creative processes, integration of AI in marketing planning). 
Regarding the management of resistance to adoption, our results pro
pose a differentiated approach according to the three profiles identified: 
technical in-depth study for those who have expressed favorable per
ceptions, targeted support for those who are ambivalent, and co- 
construction for those who have showing clear reluctance. This seg
mentation allows managers to target their support strategies rather than 
relying on a one-size-fits-all approach that is often ineffective.
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6. Conclusion

This exploratory study examined marketing professionals’ percep
tions of artificial intelligence, its priority application areas, and the key 
drivers and barriers to its adoption. The findings reveal an overall pos
itive view of AI as a performance facilitator, while highlighting a 
nuanced spectrum of attitudes—favorable, ambivalent, and unfavora
ble—and a diverse range of perceived benefits (organizational, techno
logical, communicational, psychological) tempered by ethical, cultural, 
and economic concerns. The study identifies high-impact applica
tions—particularly content generation, advertising optimization, and 
intelligent chatbots—and emphasizes the emergence of a new hybridi
zation of skills, blending human expertise with algorithmic capabilities. 
It thus confirms the transformative potential of AI in reshaping 
contemporary marketing practices.

From a theoretical perspective, this research contributes to the 
growing literature on AI in marketing by proposing a structured 
framework of perceived benefits and barriers. Methodologically, the 
qualitative approach enabled an in-depth exploration of professionals’ 
experiences and perceptions, bringing to light subtleties that might have 
been overlooked in quantitative research.

Despite certain limitations related to sample representative
ness—particularly a gender imbalance (83 % male, 17 % female), which 
reflects the predominantly male composition of participants at the 
event-this bias may limit the generalizability of the results to female 
perspectives. However, these constraints are mitigated by the explor
atory nature of the study and the geographical and organizational di
versity of the respondents. The study opens avenues for future research. 
Further investigations could validate these findings on a larger sample 
size using a quantitative approach, assess the most impactful AI tools, 
examine the evolving roles of marketing professionals in AI-driven en
vironments, and explore the increasing importance of algorithmic ethics 
and data governance in various countries context. In this regard, the 
global rise of AI regulation highlights the pressing need for ethical and 
strategic oversight in the deployment of AI within marketing and across 
broader organizational functions. Future research could contribute to 
the development of clearer ethical guidelines and strategic framework 
for better integration of AI in marketing.
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Appendix 1. : Presentation guide

Socio-demographic data: 

1. How many years of experience do you have?
2. What is your specific area of expertise?
3. What is your current position?
4. Can I know your age?

Theme 1: Understanding and perception of artificial 
intelligence 

1. What is your understanding of artificial intelligence?
2. What is your perception of artificial intelligence?

Theme 2: The application areas of artificial intelligence in 
marketing 

1. Briefly explain how you use artificial intelligence in your work?
2. What AI apps/software/chat bots do you use for your marketing 

activities?
3. Can you share concrete examples of artificial intelligence applica

tions that you have used in your marketing work?

Theme 3: The benefits of integrating AI into marketing 

1. What do you think are the main advantages of using artificial intel
ligence in marketing?

Theme 4: Barriers to integrating AI into marketing 

1. What are the barriers (obstacles, risks, limits) associated with the use 
of artificial intelligence in marketing? How do you deal with them?

Theme 5: Experts’ perspectives in the era of artificial 
intelligence 

1. How do you see the future of the marketing profession with the 
increasing integration of artificial intelligence?

2. What skills or knowledge do you think it will be essential to develop 
in order to remain relevant in this area?

3. Are there specific areas of marketing where you think artificial in
telligence will have a more significant impact in the future? Why?

Data availability

“The data from interviews could be shared with researchers who 
meet eligibility criteria after consent from the KFU Ethical Committee”.
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