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Summary

This dissertation investigated the relationship between perceived value, perceived
trust, and perceived innovation of Al-generated marketing content and their impact on
brand loyalty. The study focused on Coca-Cola’s 2024 Al-generated advertisement that
recreated its classic “Holidays Are Coming” commercial, to explore consumer perceptions
of Al-generated marketing materials. 24 participants were recruited through convenience
sampling. Structured questionnaires using Likert scales were used to collect data, and
multiple linear regression analysis was conducted to examine the predictive relationships
between the independent variables: perceived value, perceived trust, and perceived
innovation, and the dependent variable: brand loyalty.

The findings revealed that the three predictors together have a significant positive
effect on brand loyalty. However, individually, only perceived value significantly
predicted brand loyalty, whereas perceived trust and perceived innovation did not
demonstrate statistically significant relationships. These results indicated that consumers
are cautious about trusting and perceiving such content as innovative, however, they
appreciate the functional and emotional value conveyed by Al-generated marketing
content.

This research contributes to the growing body of literature on the application of Al
in marketing, particularly in understanding how Al-enabled creativity influences consumer
attitudes toward established brands. From a practical perspective, the findings emphasized
the importance of marketers to integrate Al technologies thoughtfully to ensure that such
innovations enhance perceived value without undermining authenticity or trust.

This dissertation has limitations, first are by its small sample size, Western
participant composition, and focus on a single brand. Future research should extend this
inquiry by incorporating larger, more diverse samples, examining additional industries, and
exploring qualitative insights through focused group discussions to deepen understanding

of consumer perceptions of Al-generated marketing content.

Keywords: Artificial Intelligence, Brand Loyalty, Perceived Value, Perceived Trust,

Perceived Innovation, Marketing Management



AuTi n dlotpiPn) diepebvnae T ox€on PETO&L NG avTIAauBavopevng agiog, tng
avTIAauBovOpeVNC UMIOTOoUVNG Kal TNG avTIAAPBavOpEYNE KOIVOTOMiag Tou
JLaENUIOTIKOV TEEPIEXOPEVOU TIOU TIOPAYETOL OO TEXVNTA vonuoouvn (Al) Kot T
EMidpaar) Tou¢ 0NV 0POTiwan ot YapKa. H PEAETN EMIKEVIPWONKE aTN dlAQAMICT TN
Coca-Cola 10 2024, n onoia dnuIovpynONKe PE TEXVNTA vonUoaoLV Kal avoTapryoye To
KAOGIKO d10@pNuIoTIKO oToT «Holidays Are Coming», ge aToxo tnv e€gpelivnon Twv
AVTIANPEWY TWV KATAVOAWTWV OXETIKA HE TO O10@PNUICTIKO TEPIEXOUEVO TIOU TIOPAYETAI
anod Al. ZUVOAIKA, 24 GUPUETEXOVTEC ETIAEXBNKAV HECW TNE MEBOBOUL dEtypoTOANYIag
€UKOAIOG. Xpnaipomoindnkav dounuEVa EPWTNUATOAOYIN PE KAIPOKEG Likert yia T
OULAAOYT) dedoUEVWY, KOl TIPOYHUOTOTIONBNKE OVAALGT) TOAAATIANG YPOUMIKIC
TIOAVOPOUNGNG TIPOKEIPEVOL VO EEETATTOUV O1 TIPOPAETTIKEC OXETELG PETAED TwV
ave&apTNTWV PETABANTWY —ovTIAapBavouevn agia, avTIAauBavOpEVn EUTIcTooUVN Kal
avTIAOpBavOUEVN KAVOTOPio— Kal NG EEOPTNUEVNG HETABANTIC, dNAOdH TN 0Qoaiwong
0Tn MAPKO.

To anoteAéopaTa OMOKAALWAY AT OL TPELC TIPOPAETTIKEC HETABANTEC Hadi Exouv
ONUAVTIKI BETIKN EMIdPOCN OTNV APOCiKaN TN JapPKa. QOTO00, 0€ ATOUIKO EMIMESO,
pOVO N avTIAauBavopevn a&io mPOPRAETEI GNUAVTIKA TNV 0QOCiwaon oTn YapKa, eV N
avTAapBovopevn EUmAToolvn Kal N avTIAaUBavOEVN KOvoTopia 6ev mapouaiaoav
OTOTIOTIKG ONUOVTIKEC OXECEIC. Ta uprUaTa AUTA OEIXVOLV OTI Ol KATOVAAWTES
TIOPOPEVOUV ETPUAOKTIKOI (¢ TIPOC TNV EUTIOTOCUVN Kal TNV avTiAnyn TN KOIVOTodiag
TETOIOUL TIEPIEXOUEVOU, WOTOCO EKTIMOUV TN AEITOUPYIKI) KOl guvalodnuatikr agio mou
amodideTal 0TO SOQPNUIOTIKG TIEPIEXOUEVO TIOU SNUIOUPYEITAL OO TNV TEXVNTH vonuoouvn.

H épeuva autr) cuPBAAAEL aTn dleupuvopevn BIBAIOYpaQia OXETIKA PE TNV
€QOPUOYNA NG TEXVNTAG VONUOOULVNG OTO PAPKETIVYK, 18i0¢ 0TV KOTavonan Tou Tpomou Ye
TOV 0T0i0 N dNUIoLPYIKOTNTA TIou KaBodnyeital and Al ennpeddel TIC OTACEIG TWV
KATOVOAWTWVY OMEVOVTL OE KABIEPWHEVEC UAPKEC. ATIO TIPAKTIKI| OKOTId, TO EVPHUATO
UTIOYPOUIOLV TN ONUAGIN TNC TPOOEKTIKIG EVOWUATWONC TwV TEXVOAOYIwV Al O Toug
EMAYYEAUOTIEC TOU POAPKETIVYK, WOTE Ol KAIVOTOMIEC AUTEC va EVIaXDOULY TNV
avtiAopBavopevn agia xwpi¢ va uToVoPELOLY TNV OLBEVTIKOTNTA 1) TNV EUTIGTOTUVN.

H d1atp1Pr mapouaidlel opiouEVOUC TIEPIOPICHOUE, OTIWE TO PIKPO pEyEBOC
deiypatog, Tn OUTIKI) 0OVBEDT TWV CUMMPETEXOVTWY Kal TNV EGTIOGN O€ Pio HOVO PAPKO.
MEANOVTIKEC £PELVEC Bl TIPETIEL VA EMEKTEIVOLY VT TNV AVAAUCT) EVOWHATWVOVTOC
MEYOAUTEPQ KO TIIO TIOIKIAG deiypoTa, va EEETAGOLV TIPOGOETOUC KAABOUE KOl VO

JIEPELVAOOLY TIOIOTIKEC TIPOOEYYIOEI( PECW OPAdWY E0TIOONC, WOTE VO EUPaBUVOLY OTNV



KOTOVONOT TV OVTIANYEWY TWV KATOVOAWTWY OXETIKA UE TO JIAQNMUIOTIKO TIEPIEXOPEVO

TIOL dNUIoLPYEITAL OTIO TEXVNTI) vonuoaoLvn.

Keywords: Artificial Intelligence, Brand Loyalty, Perceived Value, Perceived Trust,

Perceived Innovation, Marketing Management



Chapter 1 Introduction

1.1 Problem Presentation

The rapid development of artificial intelligence (Al) has changed many aspects of
business and society, and marketing has become one of its most prominent areas of
application (Roetzer & Kaput, 2022). Traditional marketing methods such as print, radio,
and television are increasingly being complemented and, in some cases, replaced by digital
marketing channels that provide greater efficiency, personalization, and real-time
consumer engagement (Dubey, 2022). More recently, Generative Al (GenAl) has evolved
into a powerful tool capable of creating text, images and even video in seconds,
challenging traditional definitions of creativity and brand communication (Pascalau &
Urziceanu, 2020).

However, this transformation also brings new challenges. While companies are
increasingly experimenting with marketing content created using artificial intelligence,
guestions remain about how consumers perceive this content in terms of value, trust and
innovation, and whether it leads to brand loyalty. Some research suggests that consumers
may be skeptical about materials created by Al, and they consider them as less reliable or
trustworthy (Rae, 2024; Labalova, 2023). Others believe that the accuracy, personalization,
and novelty of Al can positively impact consumer perception and increase loyalty
(Massoudi et al., 2025; Yin & Qiu, 2021). These contradictory findings highlight a
significant gap in our understanding of the role of Al in shaping consumer brand
relationships.

In addition, although research has examined Al in a broader marketing context,
empirical studies specifically targeting Generative Artificial Intelligence (GenAl) in
advertising are still scarce. Most existing research is either conceptual or industry driven,
with limited academic evidence on how consumers evaluate Al-generated advertising,
particularly in relation to recognized structures such as perceived value, perceived trust,
and perceived innovation (Monahan et al., 2025; Bui et al., 2024). In addition, most
research has been conducted outside of Europe, with little attention paid to German
consumers, who are an important component of the Western market (Liu et al., 2019).

This article aims to address these gaps by studying how consumers perceive Al-
generated advertising for Coca Cola (one of the world's most well-known brands) and how

this perception predicts brand loyalty.



1.2 Aim of Dissertation

The aim of this dissertation is to investigate how perceived value, perceived trust,
and perceived innovation of Al-generated marketing advertisement affect brand loyalty.

Specifically, this research will focus on Coca Cola brand’s marketing material.

1.3 Innovation of Dissertation

This dissertation contributes to the literature as it touches on a new and under-
explored area: the role of GenAl in shaping consumer perception and brand loyalty. First,
it provides empirical evidence on Al-generated advertising video that is still scarce in
modern marketing research. Second, it presents perceived innovation as a variable rarely
studied in this context, which expands the theoretical understanding of how consumers
value Al-enabled creativity. Third, the study is being conducted in Germany, which
bridges the demographic gap in existing studies that have mostly focused on non-Western
countries or the United States. Finally, the study provides relevance and visibility through
the study of a world-renowned brand that has already applied Al in its campaigns. This

will make the findings valuable for both scholars and practitioners.

1.4 Methodology Review

This research will employ a multiple linear regression to examine the relationship
between predictor variables and outcome variable. Predictor variables are perceived value,
perceived trust, and perceived innovation of Al-generated marketing advertising. The
outcome variable is brand loyalty. Opportunity sampling will be employed to recruit
participants, and both descriptive and inferential statistics will be applied to analyze the
data.

1.5 Research Questions and Hypothesis

The following hypotheses are made.

H1: Perceived value, perceived trust, and perceived innovation together
significantly predict brand loyalty

H2: Perceived value is a significant positive predictor of brand loyalty

H3: Perceived trust is a significant positive predictor of brand loyalty

H4: Perceived innovation is a significant positive predictor of brand loyalty

Additionally, exploratory questions will be addressed, such as participants’

familiarity with Coca Cola as a brand and their recognition of Al-generated content.



1.6 Structure of Dissertation

The next chapter will provide an overview of the literature, starting with the
general concept of digitalization and technology integration in marketing. Next,
development of Al technologies in marketing will be introduced as well as related
examples of how Coca Cola applies Al in their marketing. A theoretical framework will
then be laid out, in which all predictors and outcome variables will be presented. Finally,

gaps in research and justification will be highlighted to demonstrate the need for this study.

The Research Method chapter will detail the participants, design, materials, and
procedures to ensure that the study can be fully replicated. The Results chapter will present
both descriptive and inferential statistics, including the results of multiple linear regression

analysis with corresponding beta coefficients and p-values.

In the Discussion chapter, each hypothesis will be evaluated according to the
results obtained and placed in the wider literature. Next, the implications of using ethical
Al in marketing, regulatory compliance and the future of marketing will be critically

examined, followed by practical recommendations for marketers.

Finally, the Conclusion will summarize the study, reflect on its limitations, and
present suggestions for future research. An Epilogue will conclude the dissertation by

reflecting on the broader significance of the findings.



Chapter 2 Literature Review

For this literature review, references were sourced from Google Scholar. A filter
was applied to only query articles published within 10 years, that is, from 2015 to 2025.
Keywords for search followed a pattern, take “Perceived Trust” section as an example,
following keywords were used to search for relevant literature: “perceived trust AND
marketing”, “perceived trust AND digital marketing”, “perceived trust AND advertising”,
“perceived trust AND influence”, “perceived trust AND brand loyalty”, “perceived trust
AND AI”, “perceived trust AND Al video”, etc.. Priority was given to original empirical
studies. Other types of articles such as systematic reviews, perspectives, and thesis were

only sparingly cited.

2.1 Marketing in the Digital Era

Before the advent of the Internet, traditional marketing has always been the main
strategy to contact consumers. Channels may include newspapers, magazines, flyers, radio,
billboards, and television (Dubey, 2022). The usual practice was to distribute flyers in the
shopping area, or for consumers to call the hotline after seeing a TV advertisement. The
purpose of such activities was primarily transactional, aimed at focusing on high sales
through “hard selling” methods such as old-fashioned door-to-door sales (Abdul Rahim et
al., 2015). However, as time passed, environmental issues began to challenge the severe
dependence on printing materials. Conscious marketing professionals started to promote
green marketing because the printing of newspapers, magazines, and such, could cause
environmental problems and was considered unnecessary (Khan & Rafat, 2015).

In modern days, in response to the environmental concerns, marketing has changed
significantly, and more and more companies are switching to digital platforms. Social
media has become a dominant channel, providing companies with faster, cheaper, and
more direct target audiences. Despite this digital transformation, there is evidence to
suggest that traditional marketing remains relevant in specific situations and should not be
completely ignored (Bist et al., 2022; Katrodia, 2022; Todor, 2016). In addition to social
media, modern companies also use email communication and search engine optimization,
such as Google Ads, to maintain communication with audiences and increase brand
awareness.

The rise of digital technology has further expanded in the areas of consumer insight
and responsiveness. For example, social media can monitor customer behavior in real-time

and provide immediate response to feedback, complaints, or requests (Pascalau &



