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1. [bookmark: _Toc234714554]Introduction and Background
Generative Artificial Intelligence (GenAI) has become one of the most important technological trends impacting modern digital marketing. GenAI harnesses complex machine learning algorithms and huge language models that assist organisations in creating text, images, videos and tailored marketing messages quickly and at scale (Dwivedi et al., 2023). Businesses are increasingly using various AI-powered tools such as ChatGPT, Google Gemini and Microsoft Copilot across marketing activities to level up customer engagement, consumer experience personalization & operational efficiency (Huang and Rust 2021). As a result, the application of GenAI has proven to be not only beneficial but vital for organisations looking to exploit potential areas of competitive advantage in what is becoming an increasingly digital market.
Even with these advantages, the rise of content produced by Artificial Intelligence has triggered many concerns about content authenticity and consumer trust issues. Consumers respond more favourably to marketing communications that they perceive as being authentic, transparent and credible (Morhart et al., 2015), whereas consumer trust is about having confidence in the reliability of a brand's actions/intentions. With AI-generated content approaching human-level sophistication, such inconsistency in marketing messages can confuse consumers who may struggle to identify the source of a communication (human versus machine) thereby casting doubt on its credibility [48]. These fears might undermine consumer participation, buying habits and brand loyalty (Moulard et al., 2021).
Despite the ample literature on artificial intelligence's technological capabilities and business applications, comparatively fewer studies have focused on how AI-generated marketing content affects consumer authenticity perceptions as well as trust to deliver value (Verma et al., 2021; Dwivedi et al. Investigation of this relationship is, therefore relevant to both the academic field and practical management, especially as organisations incorporate Generative AI into their digital marketing strategies.
1.1 Research Aim
The aim of this research is to investigate the impact of Generative Artificial Intelligence on content authenticity and consumer trust in digital marketing.
1.2 Research Objectives
· To examine the application of Generative Artificial Intelligence in digital marketing.
· To investigate consumers' perceptions of the authenticity of AI-generated marketing content.
· To evaluate the relationship between perceived content authenticity and consumer trust.
· To identify the challenges associated with the use of AI-generated content in digital marketing.
· To recommend strategies that enable organisations to utilise Generative AI while maintaining consumer trust and brand credibility.

1.3 Research Questions
· How is Generative Artificial Intelligence applied in digital marketing?
· How do consumers perceive the authenticity of AI-generated marketing content?
· What relationship exists between perceived content authenticity and consumer trust?
· What challenges does AI-generated content present for organisations and consumers?
· What strategies can organisations adopt to preserve consumer trust while using Generative Artificial Intelligence?
1.4 Indicative Thesis Structure
The research proposal comprises of five chapters. Chapter One: Introduces the research subject and presents, business context alongside aim objective & Research Question. Chapter Two gives a critical perspective of the literature on Generative Artificial Intelligence, content authenticity and consumer trust. Chapter Three details the methodology proposed for this research, including research philosophy, design and approach to data collection as well as sampling strategy and ethical considerations. Chapter Four: A brief outline of the business relevance and expected contribution of the proposed research Chapter Five concludes the proposal presenting a summary of each chapter and detailing its anticipated academic and managerial implications.

2. [bookmark: _Toc234714555]Literature Review
2.1 Generative Artificial Intelligence in Digital Marketing
Generative Artificial Intelligence (GenAI) has emerged as a disruptive technology that is reshaping the future of digital marketing, aiding organizations in automating content creation and personalisation at scale so they can drive more efficient & effective marketing accordingly. In contrast, traditional artificial intelligence is mainly concerned with analysing past data and enhancing the decision-making process; Generative AI has a large language model which conducts text as well as image, video and audio generation through deep learning techniques (Dwivedi et al., 2023). With new age AI tools such as ChatGPT, Google Gemini, Microsoft Copilot and Midjourney being commercially available the enterprises adopting these capabilities in their marketing strategies have scaled up many fold.
Personalized communication has become more of a necessity to boost customer engagement and improve competitive advantage, which is why digital marketing plays an even bigger role today. Huang & Rust (2021) explain how AI has transformed from the analytical functions to creative marketing tasks that enable organisations to deliver tailored content efficiently and at scale. This feature will allow you to create product descriptions, social media campaigns and email marketing messages as well as customer service responses at a lower cost of operations whilst enabling faster response from the Marketing department.
This is further evidenced by industry-supported quick integration of Generative AI into the marketing functions. Marketing and sales are two of the business functions projected by McKinsey & Company (2024) anticipate leveraging Generative AI as it is capable of increasing productivity, augmenting repetitive tasks or personalized customer experiences. In much the same way, Salesforce (2024) state that businesses are taking advantage of artificial intelligence-based systems to enhance campaign effectiveness and consumer interaction along with decision-making in real-time content creation.
Nonetheless, the growing use of AI-generated marketing content has led to much discussion about its potential consequences for good or ill. Dwivedi et al. They argue that while Generative AI improves efficiency and scalability, it is also a source of concern for misinformation, transparency issues, ethical governance & the decline in human creativity. Over-reliance on automation to generate content may weaken originality and emotional bonds between consumers and brands. As a result, organisations are under pressure to find the appropriate compromise between technological advancement and genuine consumer engagement

2.2 Content Authenticity in Digital Marketing
Content authenticity is now one of the most important ideas in digital marketing because it affects how consumers make brand assessments and build with organisations. Authenticity concerns the extent to which marketing communications are perceived across media channels as genuine, credible and transparent in alignment with brand identity and values (Morhart et al., 2015). As consumers are surrounded by sponsored advertisements, influence promotions and increasingly AI-generated content in hypercompetitive environments, the concepts of authenticity are one means through which to distinguish trustworthy brands from misleading or manipulative ones (Moulard et al.
The academic literature on the subject is consistent with this conclusion: authentic marketing communications engender positive consumer attitudes largely due to their ability to build emotional ties and extend brand credibility. Morhart et al. Brand authenticity is a multi-dimensional concept whose components have been structurally modelled, by B. Schallehn et al (2015), in response to their discussion of brand domesticity and emerge from four key constructs: continuity, credibility integrity & symbolism. Altogether, these dimensions serve as a lens through which consumers examine the extent to which organisational communications match their perception of a brand's purpose and values. Similarly, Napoli et al. According to (2014), authentic audibility incentivizes consumer engagement by enhancing trust in organizational transparency and decreasing purchase-related uncertainty.
Generative Artificial Intelligence has added a new layer of difficulty in the content authenticity assurance. While AI technologies can produce tailored marketing material in a contextually relevant manner where human involvement is limited, consumers may perceive an absence of originality and genuineness within these communications (Dwivedi et al., 2023). As research by Sundar (2020) explains, if consumers are unaware the content is machine-generated – especially when organisations do not disclose that they inputted AI into a given image or message – it can impact their opinions on credibility. Moreover, recent research suggests that disclosing use of AI in content production is positively related to consumers' acceptance and trust given the positive impact of disclosure on perceived deception by organisation (OECD 2024).


2.3 Consumer Trust in Digital Marketing
Consumer trust is unanimously referred to as a vital predictor of digital marketing success because it affects consumers’ willingness to engage in any type of interaction with brands, including personal information disclosure and purchase intention in an online context (Gefen et al., 2003). Trust could be seen as the consumer belief that an organisation will act with honesty and reliability in consideration of their best interests. With the growing dependence of digital marketing on technology-led interactions, making and keeping them trustworthy has now become a strategic imperative for organisations that are looking to sustain their competitive advantage over time.
The literature is well established that trust, when earned and built, arises from open communication (or lack of deception) combined with reliable public information sources as best practices feedback loops between the customer / patient experience. As Moulard et al. (2021) state, authentic brand communications link the consumer-consumer connection with greater confidence in perceptions of integrity and credibility at, end masse level within an organization entity as a whole Similarly, Chatterjee et al. (2024) posit that digital marketing transparency better relates to consumers' behavioural intentions, by decreasing the perceived risk of online purchasing. Therefore, businesses that practice appealing information sustainably earn relationships for the long run.
Generative Artificial Intelligence (GAI) has already started to play a more fundamental role in digital marketing and this is redefining how consumer trust could take shape. AI allows organisations to offer tailored suggestions, instant assistance and content generation; however issues about algorithmic bias, misinformation privacy concerns as well as the lack of human touch within communications still exist (Dwivedi et al., 2023). Consumers may become sceptical if AI-generated content shows an absence of authenticity, or organisations are not transparent about its use in marketing communications (OECD 2024). These perceptions can lower trust levels even when the content delivered is accurate.
However, recent research indicates that consumer trust can sustain as long appropriate safeguards governing Generative AI are employed and the risks from its use communicated clearly to consumers with transparent disclosure including human oversight along with suitable governance frameworks in place (European Commission, 2024).

2.4 Research Gap
While prior studies have studied the trifecta of artificial intelligence adoption, digital marketing innovation and consumer trust independently; there is a lack of empirical research on an investigation combining Generative AI with perceived content authenticity as well as consumers' everlasting need for trust. To date, the previous studies has mostly focused on technological efficiency, automation and personalisation modelling whereas relatively less attention is garnered to investigate consumer behavioural responses towards AI-generated marketing communications (Verma et al., 2021; Dwivedi et al., 2023). Additionally, the academic research related to Generative AI has been lagging behind such technologies; clear evidence is needed if consumers consider authenticity in products created by AI. That is why we aim to fill this gap in the current literature by analysing how Generative AI affects perceived content authenticity and perceived trustworthiness from consumers with regard on marketers digital marketing.
[bookmark: _Toc234714556]3. Research Methodology
3.1 Introduction
The chapter presents the research methodology our team intends to use in order to examine how Generative Artificial Intelligence (GenAI) affects content authenticity and consumer trust within digital marketing. It describes the research philosophy and approach, as well design, data collection methods/sampling strategy, techniques of analysis along with ethical considerations. Choosing the right methodology is important to ensure that research outcomes are reliable, valid and able to answer research purpose / objectives (Saunders, Lewis & Thornhill, 2019).

3.2 Research Philosophy
Since this research aims for measurable relationships, between Generative- AI generated content, perceived authenticity of the content and consumer trust towards businesses hence a positivist research philosophy will be adopted by this study. The nature of positivism accommodates the belief that positive knowledge can be obtained, as long as it is based upon observation through either experiment or experience (Saunders et al., 2019), which makes this method suitable for quantitative business research. This approach allows the researcher to obtain quantitative data and arrive at unbiased results about consumers perception of AI generated marketing collateral.

3.3 Research Approach
The study is based on existing theories of digital marketing, brand authenticity and consumer trust; therefore a deductive research approach will be used. According to Bell, Bryman and Harley (2022), the deductive approach commences with known theoretical frameworks which are tested against empirical evidence acquired from respondents. This approach is well-grounded as it explores if theoretical relationships based on traditional marketing have kept their validity in the context of Generative AI-powered marketing.

3.4 Research Design
The study will use a quantitative research design. Quantitative research allows for the collection of structured numerical data that can then be statistically analysed, focusing on outlining any association between different variables (Bryman, 2016). This design is appropriate as the research question intends to see how consumers perceive AI-generated marketing content and what impact these perceptions have on trust. Quantitative methods also help in removing subjectivity and comparing responses across respondents.

3.5 Data Collection Method
We will collect primary data using an online questionnaire distributed to consumers who have previously typed with AI-generated marketing materials through digital content. It will be a questionnaire through close-ended questions, measured using the five-point Likert scale: ranging from 'Strongly Disagree' to 'Strongly Agree'. This format is used frequently in market surveys because it allows consumers to articulate their views, while generating quantitative data that can be statistically analyzed (Saunders, Lewis and Thornhill, 2019). The questionnaire will contain items on: Generative AI usage in marketing; perceived content authenticity, consumer trust and behavioural intentions. Online surveys are a fast, inexpensive and reach diverse demographic of digital consumers in relation with rapid data collection (Bryman 2016).

3.6 Sampling Strategy
This study targets consumers who regularly interact with digital marketing material from social media, e-commerce sites, and brand websites. Due to the availability of time and resources, a non-probability convenience sampling technique will be used as this allows recruitment of easily accessible respondents (Bell et al., 2022). An appropriate sample size of 100–150 respondents are called for, being sufficient to examine consumer perceptions in quantitative research. Although convenience sampling limits the generalisability of results, it is widely used in exploratory business and marketing research where access to a population is impractical.

3.7 Data Analysis
Microsoft Excel and IBM SPSS Statistics software will be used for analysing the collected data. You will most likely use frequencies, percentages means and STD based descriptive statistical techniques to summarise respondents’ demographic characteristics and perceptions regarding AI-generated marketing content. Next, inferential statistical analysis will be carried out to conduct correlation analysis then ultimately observe the relationship between perceived content authenticity and consumer trust. These analytical techniques shall allow the researcher to locate patterns and associations that will answer the aims of research directly whilst maintaining an objective interpretation of data collected (Field, 2018).

3.8 Reliability, Validity and Ethical Considerations
Reliability and validity will improve the quality of proposed research with reliable and valid in all stages from selection to analysis [1, 2]. In order to establish reliability, questionnaire items will be used in a standardised manner and data collection procedures followed consistently throughout the study; whereas content validity will be established by developing survey questions reflecting previous studies identifying customer loyalty constructs based on consumer trust and authenticity (Morhart et al., 2015; Moulard, Garrity & Rice. The ethical principles will also be strictly adhered to. The study procedures will be clearly explained to participants, participation in the research is voluntary, information related to the consent process and data collection will not continue until informed consent has been obtained from respondents and all subjects have the right to withdraw at any time without giving a reason. Also, all responses to inquiries will be kept confidential and anonymous; personal data management would occur in compliance with recognised research ethics and data protection standards (British Educational Research Association, 2024).

[bookmark: _Toc234714557]4. Expected Business Relevance and Discussion
Based on your inputs, draft the expected contributions of research in relation to theory and practice. With the increasing utilization of AI-based technologies to create content for organizations, understanding how consumers perceive and evaluate communications produced by generative devices is pivotal for developing effective and morally sound marketing strategies (Dwivedi et al., 2023). This study will be useful for organisations in making correct decisions regarding AI adoption, and it is expected that the results of this study can contribute evidence as to whether content generated by artificial intelligence mitigates or increases consumer attitudes towards trust.
From a managerial standpoint, the research may help marketing professionals towards practices that harmonize operational advantages of Generative AI with consumers' preferences for authenticity and transparency. The results were are likely to motivate organisations in the creation of responsible AI governance, suitable and sufficient human oversight along with explicit notices about where content is generated using Artificial intelligence (European Commission July 2021). These practices could increase credibility and brand loyalty, as well strengthening consumer customer relationships.
From an academic perspective, the research will add to the limited empirical evidence relating AI-generated content with consumer trust and perceived authenticity, thus furthering knowledge in this growing area of interest for copywriters’ artificial intelligence in digital marketing. The research may also be the basis of further research looking specifically at consumer behaviour on a digital landscape that is becoming increasingly driven by AI, thereby extending current knowledge in marketing and business academic literature








[bookmark: _Toc234714558]5. Conclusion
This research proposal has defined a study that seeks to explore the effect of Generative AI (GenAI) on authenticity and trust in digital marketing. The proposal recognized two contemporary business challenges: the increasing incidence of AI-generated content and a need to analyse consumer perceptions about authenticity, validity and trustworthiness in regards to marketing communications that involve or rely upon an artificial intelligence. An investigation of the relevant literature suggested that even though Generative AI provides enormous opportunities to enhance marketing efficiency and personalisation, there are key issues about transparency/authenticity/trust (Dwivedi et al., 2023; Huang and Rust, 2021).
In order to fill this gap, the research design of the proposed study is on quantitative in nature using a positivist philosophy and a deductive approach. An online questionnaire will be used to collect primary data and provide statistical tools for the interdependence of AI-generated content towards perceived authenticity  consumer trust. The results are meant to add significantly to the field of academic knowledge and provide practical recommendations that will assist organisations in successfully implementing Generative AI responsibly. In the end, this research hopes to articulate how firms can promote technology adoption while making authentic communication that ultimately enables consumer trust and long-term profitability in marketing.
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