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Abstract

This thesis seeks to elaborate on the revolution of artificial intelligence that has transformed
traditional roles in social media marketing industries. Using a mixed-methods approach, based
on quantitative surveys and qualitative interviews, this study seeks to investigate how Al
redefines the roles of content strategists, copywriters, and graphic designers. The research looks
into new job descriptions and new skills which are now required due to the integration of Al in
social media marketing practices. Key findings include the fact that while Al automates routine
tasks, it also requires significant movement towards more strategic and analytical roles, it
underlines the growing demand for skills in data literacy and the management of Al tools. The
study also explores company efforts for employee training and reskilling to meet such new
challenges and highlights lessons learned regarding the effectiveness of such initiatives. The
contribution of this work could be the further understanding of this change in outlook towards
social media marketing and provide such necessary insights that practitioners and academics

in the field of technology and marketing need.
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Resumo

Esta tese procura aprofundar a revolug¢do da Inteligéncia Artificial (IA) que transformou os
papéis tradicionais nas industrias de marketing dos meios sociais. Utilizando uma abordagem
de métodos mistos, baseada em inquéritos quantitativos e entrevistas qualitativas, este estudo
procura investigar como a IA redefine os papéis dos estrategas de contetidos, redatores e
designers graficos. A investigagdo analisa as novas descricdes de fungdes e as novas
competéncias que sao agora necessarias devido a integracdo da IA nas praticas de marketing
das redes sociais. As principais conclusdes incluem que embora a [A automatize as tarefas de
rotina, também requer um movimento significativo para fungdes mais estratégicas e analiticas,
sublinhando a crescente procura de competéncias em literacia de dados e na gestdo de
ferramentas de TA. O estudo também explora os esforcos das empresas para a formagao e
requalifica¢do dos trabalhadores, a fim de enfrentar estes novos desafios, e destaca as li¢des
aprendidas relativamente a eficacia de tais iniciativas. O contributo deste trabalho pode ser uma
maior compreensao desta mudancga de perspetiva em relacdo ao marketing nas redes sociais e
fornecer as informagdes necessarias de que os profissionais e os académicos no dominio da

tecnologia e do marketing precisam.

Palavras-chave  Inteligéncia artificial no marketing, estratégia para as redes sociais,
marketing automagdo, desenvolvimento de competéncias digitais, ética e
privacidade

Titulo Reshaping Roles: A disrup¢io da IA e a evolugdo do trabalho na inddstria
dos media sociais

Autor Vasudha Ghai



Acknowledgements

I would like to extend my most sincere appreciation to all who have participated in the

completion and writing of this thesis.

First, I would like to extend my appreciation to my advisor, Javiér Barbero for his experience,
understanding, and patience in my graduate experience. His guidance supported me during all

times of research and writing of this thesis.

I would also like to thank my peers and colleagues, for their support and encouragement along
my academic path. In addition, I appreciate the participants of the survey and interviews who

willingly took their time to give me valuable information fundamental for this probe.

Finally, and most importantly, I would like to thank my family for all the support they have
accorded me through my whole life but mostly during the process of pursuing my postgraduate

studies.

Thank you all for your support; without it, this thesis would not have materialized.



Table of Contents
1. INTRODUCTION ....uiuiiuiiiiniiniierencierentesentensesssssesssssesssssssssssssssssassssssssssssssssssssssssssasssssassassass 9
1.1. OVERVIEW OF Al TECHNOLOGY ...uiiieieittirenuuueaeeeeeeeeteesnnneeseeeeeetememsnsnssseseeeremessnnsnssssssseseesssnnnsessseeee 9
1.2. IMPACT OF Al ON VARIOUS INDUSTRIES ....etttuuieeetunieeetennreetnneeeeteneeeeeennsesennesseeennssseemnnessersnnnssenennes 9
1.3. FOCUS ON SOCIAL MEDIA MARKETING ...eeteeetttrrunniaeeeeeeererrnnnnnsssesesesssmssssssssessesssssssssnnsssssssssssenssnnnnnns 9
1.4. TRANSFORMATION OF TRADITIONAL ROLES ..cvuuiiiiiiiiiiitiniieeetiitetteieeeeteneeeeennesetenneesetenaeseesnnneseenes 10
1.5. EMERGING JOB DESCRIPTIONS ..ctuuuetttuueeettnnieeettuneeeeeenneseeemnneseerennseeeenneseersnnseenenssseenennsseeennnsenens 10
2. RESEARCH QUESTIONS AND OBJECTIVES .....ccccceutiteiiuciusieiseesioesiosrasssasssnssssssssssssssasssasssnss 1
3.  SIGNIFICANCE OF THE STUDY ...ccctuiiuiiuirurencieriecreseecseseessessessesssssssssssessssssssssssssssssssssssssssssses 1
4.  LITERATURE REVIEW .....cciuiiuiiuiieiierieniesiesiessecsessessessossessosssssssssssssssssssssssssssssssssssssssssssassassass 12
4.1. TECHNOLOGICAL DISRUPTION: CREATIVE DESTRUCTION AND WORKFORCE EVOLUTION.....cvvuueeeeereenennnne. 12
4.2. SKILL-BIASED TECHNOLOGICAL CHANGE (SBTC) AND ITS IMPLICATIONS .. cvuuiiiieieiirerieeeneeeennrernnaennenees 12
4.3. HUMAN CAPITAL THEORY: INVESTMENT IN WORKFORCE ADJUSTMENT ....ccetttvuruuiieerereeeernennnnneeseseeeseneenes 13
4.4, AUTOMATION AND THE CHANGING NATURE OF JOBS ...utttuuuiittiiieretiniieeeetnieeeetteneeetenneeerenneseeennneseenes 14
4.5. AUGMENTATION VS. REPLACEMENT: HOW Al CAN ENHANCE HUMAN CAPABILITIES ...cccvuueereeennreeennnnnnnnes 15
4.6. EMERGING JOB ROLES AND THE NEED FOR RESKILLING ....ceevvtvuuiuneeeeeeeeeereerannneeseseesesssnnnnnssesseeessssnnns 15
4.7. CHATBOTS AND CUSTOMER ENGAGEMENT ....titiiiiiettiieretinneeettniseetnnneeetenneeseeenneseeesnneserennsseennnnses 16
4.8. PREDICTIVE ANALYTICS AND DATA-DRIVEN DECISION MAKING ....uuttttuneeetinireeeineeeeteneeeeeennseeennnaeenes 17
4.9. Al-POWERED CONTENT GENERATION TOOLS ..cetttttuuuiieerereeeetrennnniereeeeeeteeemnnneseeseeereeemmnnsssesseesenesnns 18
4.10. HoOwAIIS REVOLUTIONIZING SOCIAL MEDIA ADVERTISING ..uueettuueneerenneeeeeeeneeeeeenneeeerennseerennneseemennnnes 18
5. RESEARCH METHODOLOGY....ccctcitutiereecreceecressecsessossesssssesssssssssssssssssssssssssssssssssssssssssssssssssns 19
5.1. Y1000 B3 ] N PSP UPPPUPPPPPP 20
5.2. METHOD ettt ettt e et ettt e e e et e e eteaa e s eetau e e eeeane s eatanneseetenassaerannessennnnsseeeennnseenennnseeennnnneennn 20
5.3. QUESTIONNAIRES ...teeieetttttuuuneeeeseeesertsnnnnaaaeseessssssssnnsasessesssssssssnssssesessssssssssnsasesssssssssssnnnssssssesaes 20
5.4. RATIONALE ...ttt ettt et e et e e e et e e e tea e s ettaueeeetaneseetnanessetenaeseeanneseeennnesserennsssenennnsseennneeenen 21
5.5. METHODS OF DATA COLLECTION ...uueettuueneertuneeeerenneaeeeennseersnnnseerssssseerennsseessnssssessnsssesnensssessnnneseenns 21
5.5.1. Primary Data COUECTION .......c.vuniniieiieiee ettt et ee e et e et e e e e eae e eae e eneanenaanas 21
5.5.2. Secondary Data COUECTION ......c.oueuiuiiiiie ettt ettt et e e e e eaeaeaeaaenananans 21
5.6. SAMPLING STRATEGY «.ettuueeeetuuunrertunneeetunneeeetuneseessunasseresssseesesssssesssssssensnssseesssnssesssssssesesnsssesnsnanses 22
5.6.1. QUAITALIVE SAMPLING ..c.cnen ettt ettt e e e e e e e e eaeaeaeaennes 22
5.6.2. QUANLIEAtIVE SAMPUING ..c.enenenenee ettt e e e s e e eeeneraaeaaaaaaes 22
5.7. DATA ANALYSIS TECHNIQUES ...ceetvvuuuuueeeeereeeteeuunnnneeeeseeesssssssnnsssessesssesssssnssssesesssssssssnnsnsssssssesssssnns 23
5.7.1. Analysis of QUALTAtIVE DAta .........cuueniiiiiiiiiiiiiiiiie e e te ettt e e eneeneneneeaeanes 23
5.7.2. QUANtitative Dat@ ANALYSIS ........euenii ettt e e 23
5.7.3.  Validity and REUADIUTY .........ccuvuiiniuiiniiiiiiiiiiiiii ettt 24
5.8. ETHICAL CONSIDERATIONS ....ttttuueeeettuneeeerenneeeteunaeerenneseerennesserennsseeeenneseeesnnsssensnssseenennsseeennnnseeeen 24
5.8.1. INFOIMEA CONSENL. ...ttt ettt ettt e e e et et e e eaeaetesaaasasaanans 25
5.8.2. CONTIAENTIALTY . .ceeeneeee e te et ettt et e e e e e enenenenensnrnsaenennes 25
5.9. LIMITATIONS OF THE STUDY ..uuutettuueeeeetuneseerenneeetennaeeeennessersnnnsserennsseeeennsseeesnssserenssseenennssesennnseseen 25
5.9.1. SAMPUNG BIAS ..ceeeiiiiiiieie ettt et 25
5.9.2. RESPONSE BiGS .ottt ettt ettt e a ettt aans 26
5.9.3. (T 1=T = 11742 1 o] 11 PP 26
B5.10.  CONCLUSION .eetuuieeeetettttttnuuieeeeseetttttnnaueeeaeseeeetetasenaaessseeetetsssnnnsssssesesetmsssmnnssseseeeeesssmnnsesessaees 26

6.

DATA ANALYSIS ...ttt eee e seeteesaeeeateeaseessessssssesasesssessssssssssssssssnssnns 27



9.

6.1. DESCRIPTIVE STATISTICS . ettuueetettuueeeeetunnseereunesesesnseeseunsssesssssssessssssesssssssesssnssssessssssesssssnsesssnsssssnes 27
6.1.1. Demographic Analysis BreakaOWN ...........uuuneniiiiii ittt eeeeeaeaeaeaeaeanenananens 27
6.1.2. KEY DESCIHIPLIVE StAtISTICS .. cuiuieieieiiiieeie ettt ettt ettt e e e e te e e eaeaeaeaeaaaaaaaaaens 29

6.2. RELATIONSHIP BETWEEN DEMOGRAPHICS AND SURVEY RESPONSES ....uuuiettrierierinieeeerenneeerennsseesnnnnseenes 29

6.3. TREND ANALYSIS ..eetttueeeettuneetettunsettnneeetunueseetsnneeereneeseeeennssermnnssseeesnssseemsnesserennsseenenssseeennneseenen 30
6.3.1. Moderate Change iS the RULE...........c.oueniniiiieii et e e e eanes 30
6.3.2. Various Degrees Of TranSfOrMAtION ........cuuuneninini ittt eee e et eeeneenenenenenes 30
6.3.3. Uncertainty @bOUL IMPACT.......o.in ittt e e e e e et e et e e e eeeeenenenanaes 30
6.3.4. MinimalImpact and REPlaCEemMENT .........cueuiniiii i e eee e te e neaaaaens 30
6.3.5. Industry and Levels of Integration of Al: DiSSIMilaritieS ..........cccevvuiuieveninenininininenenens 31

6.4. THEMATIC ANALYSIS . ettueeeetuueeeettnneettnuaeetenuseetenneeenennsseeeensssesesnssseeesnsseesssnsnserennsssesenssseennnnsseseen 32
6.4.1. Overview of INtervieW FINAINGS «.....cvuuieeiieeie ettt 32
6.4.2. Emergent Themes Across Responses on Al Reshaping Social Media Roles ................. 34
6.4.3. Differences in Themes Across DemoOgraphiCs ........ceeueueeuiuiiiiuiiiiniiiieineiieeieneeaenaanen 37
6.4.4. CONCUUSION ettt et ettt et et e e e eeans 40

6.5. SENTIMENT ANALYSIS «.etuueeettnnteetunneeeeteneeeetnneeetenneeserenneeseeennesseemnnseerennsssenennsseamsnnsesennesseennnanees 40
6.5.1. General Sentiment Towards Alin SOCIal MEQIA ..........cevuviiiiiiiiiiiiiiiiiiieieieieeieeeeans 40
6.5.2. Specific Areas of Al That Bring About Strong Sentiments........cceeeieieiiiiiiivninininininenens 42
6.5.3. CONCUUSION ..ottt et et e et e et e e e e e e e e et eneaenaans 43

6.6. COMPARATIVE ANALYSIS. ..t ttttuieeetuniesettuneeeetunseeseunsserssnsseesesnnseessssssssssnssssessssnsesssssnsssssnssssssnnanses 44
6.6.7. Variation by Stages Of INtEGIatiON .........u e it e e e eseeeeeeeaeeenenenanenes 44
6.6.2.  VAriation DY REGIONS ... .ueuei ettt ettt e e e et e te e e e e e e e e e et eaeeeneeeneenan 45
6.6.3.  Variation DY INAUSTIY «.c.ouonieieeeeee ettt e e e e et e ae e e e e e e e e eenenenenenensn 47
6.6.4. CONCIUSION ..ottt ettt et e et e et e e e e eneaeneans 48
CORRELATION ANALYSIS ... ccuiiiuiiiieieieceirerasieteceeresestessssesasssssssssesassesssssssssssessssessssessssssesssse 49

7.1. DEMOGRAPHICS VS. VIEWS ON Al'S IMPACT ..euuiiiiiiiiieeitiien ettt et s e e teae e s eteae e s enene s eeennnseeens 49
7.1.1. Level of Experience vs. Perception of the Impact Of Al ......c.ouinininiiiiiiiiiiiiieieenenanens 49
7.1.2.  Type of Industry and Al Impact - PErception...........cccevuveiiuiiiiiiiiiiiiiiiiiiiiiiiiiiiiieeienanes 50

7.2. RELATIONSHIP BETWEEN PERCEIVED BENEFITS OF Al AND REPORTED CHALLENGES....ccvuueeerennereeennnennnnns 50
7.2.1. POSItIVE COITEIATION. .. ceueneeeeee ettt ettt et e et e e e e e e e eae e eaeeenaanan 50
7.2.2. INEZatiVE COITELATION .. ...cuvviniiie et ee et e et e e e e e e e e aa e eaeaeneanan 51

7.3. CONCLUSION «.eetiieeettuieeeettneeeetunasetteneeeetanesseeeanaesertnnesserenneseeennnsssensnnsssenenneremmsnnsseeesnsnseennnnses 51
IDENTIFYING CHALLENGES .......cuieiiuiiiiiuiiiieiiieieiieiieresestecassesassessssesesassessssesesssssssssesassosass 51

8.1. TECHNOLOGICAL ISSUES ....uueeieeitiiieeuiieeeeereeettttnaaieesereeeeteesnnneesaeseeeteessnnsssseeseeeremessnnnssseseessenennnn 51
8.1.1. Integration With eXiStiNG SYSTEIMS .....cueunini ettt e e et e e eneanen 51
8.1.2. Precision and REU@DIlILY ...........ccovuviiuiiiiiiiiiiiiiiiiiiii e 51

8.2. ORGANIZATIONAL CHALLENGES...ccttuuetettuuieeeetunierettuneeetennesetenieseeennneserennsseeensssemmmnnesesesnsssennnasees 52
8.2.1. Cost and ReSOUICE AllOCATION .......cueniuei ettt et e e eeane 52
8.2.2. SKill Gaps and TraiNiNG NEEUAS ......c.eueniuieii et ae e e e e e enanans 52
8.2.3. OrganizatioNal RESISTANCE ........iuiuiiiiiiiii ettt e e te et et e e e e e e e eeeeenanenanenes 52

8.3. ETHICAL AND SOCIAL CHALLENGES....cctuuuitttuueeettuueeeetunnreetenneeeetennsseesesnsseessnnessessnsssessensssessssnsssenes 52
8.3.1. Data PrivacCy @nd SE@CUIILY ......c.vuiuiiiirieiee ettt ettt e e e e e aeasasesasananenenanens 52
8.3.2. Transparency and ACCOUNTADILILY .......cceuininiiiiiiie et e e e e e e e e e aaes 53

8.4. KEY CONCERNS AFFECTING Al ACCEPTANCE ...uttttuureettuueeettuneeeetenaeeesennsseessnnssersnnsseessnsssesssnsnsesnes 53
8.4.1. Job Security and WOrkforce IMpPacCt ........c.euiieiiiiiieeeee e ettt eeeneeeeaeeaaanas 53

8.5. CONCLUSION ..etteieeetiuneeeeteuueeetunaesetteneaeeetenesserenneseresnsssesesssseessssssesrsnssseesesnssesssnsnsesesnsnsesnnnanses 54

POLICY RECOMMENDATIONS ...ttt cteeeeeeeeeeeeraeetasesasssesssensaensannaes 54



9.1. STRONG SUPPORT FOR REGULATION euuituneruertnirneernertetneesnerneesnersnessesssessnessessnessnesnessnessnesneesnessnesnns 54
9.2. ICEY CONGCERNS ....evtuiiineettieeetneeetneeesneessneessneessueessnnsesssssnnsssnnssssnsssssessnsssnnesssessnnssssnessssesnneesnns 55
9.3. RECOMMENDATIONS FROM SURVEY DATA ...tttiiiiitiiiiieeietieeeieeteetesieeteeneestessnssneesnessnssnssssssessnsssneens 55
9.3.1. Develop Clear and Transparent Al GUIdEUINES ...........ccoveieiiiiiiiiiiiiiiiiiieiiiee e 55
9.3.2. Strengthening of Regulations Relating to Data Privacy and SeCUrity ........c.c.cvvuveeinenns 55
9.3.3. Institutionalize INCentives fOr EtRICS IN Al .........onnonni e eeeeeeeeeeeeeeaen 56
9.3.4. Education in Al and DeVEelOPMENT ..........eneneninii ittt ee e e an e e enaanans 56
9.3.5. International Cooperation in RegUlation OF Al ........enen i eeie e ee e eeenens 56

9.4. CONGCLUSION ..tttttuertnieneeruerenesneesnerseesneesnessessnsesnessesssssssessessnsssnessessssssnessessnsssnesnessnsssnesnessnessnesnns 57
10. FUTURE TRENDS IN AlI'S ROLE WITHIN SOCIAL MEDIA.....cetuieiieieieeeeerenereeeerecsesecececocecacacanns 57
10.1.  THE RISE OF AUTOMATION AND AI-DRIVEN PERSONALIZATION ...cvuevunrenerrnertnreneesnersereneesessessnsssnesnessnnns 57
10.2.  AI-ENHANCED DECISION-MAKING AND ANALYTICS .. vuueruerunirneerneruerneernerneesneesesseesneessessessnessnesnessnes 57
10.3. EVOLUTION OF CONTENT CREATION .1uvuuttuertertneesneesereneesnssnessnsesessnessnsssessnessnsssessnsssessnsssnsssessnsssnesns 58
10.4. ETHICAL AND PRIVACY CONCERNS . etuttttttertetneernerseetnersessessnssseessessessseessessnsssesssessesssssssessessnsssnesns 58
10.5. SHIFTING ROLES AND RESPONSIBILITIES .uuvvutrunerueruntrneernersnerneesnerseeraeesnerseesneesessessnesssessessnessnesessness 59
11. LONG-TERM IMPACT OF Al ON SOCIAL MEDIA JOBS-CONSOLIDATION .....cccetveenrrncecececececanne 59
11.1. OPTIMISM AND OPPORTUNITY 1. ttuttnttunetnertnerneesnersnesseessersessseessessessssessessessssssessessnsssessessnsssnesnessness 59
11.2. CONCERNS AROUND JOB SECURITY AND ROLE REDEFINITION ...cvuerunreneerneenerenrereeserensesesnessnseneesnessnns 60

1 T O 0 ] N o7 U] o] N NN 60
12. HOW COMPANIES CAN OVERCOME Al CHALLENGES IN SOCIALMEDIA......ccceetieieierererrencanns 61
12.1. INVESTMENT IN TRAINING AND SKILL DEVELOPMENT .euuttuitunerneeenreuesnerseseneesessessneesnessessnssseessessnsssnsens 61
12.2.  ADOPT ETHICAL AIPRACTICES ..euuiittiiiiiiiiieeiieeeiie et e etteeetieeeteesteesseesaneessnesssaeessneessnesrsaeessnnesnns 61
12.3. SMARTER INTEGRATION OF Al INTO CURRENT SYSTEMS ....uittuietteeeruneertneerrneernneernneessneersneessneesseesseesnns 62
12.4.  CREATE INNOVATION AND CHANGE MANAGEMENT CULTURE «..uutvuerrereneernersereneesnesnesensessesnessnsennesnessnnes 62
12.5.  STRATEGIC INVESTMENT IN Al INFRASTRUCTURE ..u.vvvuiitneirteeeetneertneersneersneersneersneessneessneessneessoeessnsessns 63
12.6.  SOLID Al GOVERNANCE AND OVERSIGHT ..vuttuttueruerenerrneruereneesnessersnesseessessnsesasssessnssssssnessnssnessnessnses 64
T2.7.  CONCLUSION 1ituttntetnetteeeneruernertneesessnessnssseesnessnssssssessnsssssssessessssssnsssnssssssnsssessnsssnessessnsssnesnessnes 64
13. FINAL CONCLUSION....cciutiietteeeieeeeeteeeereeereresesesesesesesssacasesasasasasssnssssssssssasasasssssssssasasasnsnsns 64
13.1. RECONSIDERATION OF TRADITIONAL ROLES WITHIN SOCIAL MEDIA MARKETING .cvuvvunernerrnreneesnerneeeneennnens 64
13.2. NEW JOB DESCRIPTIONS WITH THE INTRODUCTION OF Al .vuuivuniiniiiiiieeierieerieeteeneesnerteesneesesseesneesesns 65
13.3. KEY COMPETENCIES AND SKILLS FOR THE Al-DRIVEN SOCIAL MEDIA LANDSCAPE ......cuiiueiniinerneneneenennenns 65
13.4.  TRAINING AND RESKILLING IN A FAST-CHANGING SCENARIO ....utvuerrrenerrnerrereneesaeenereneessesnessnsesnesnessnnes 66
13.5.  EFFECTIVE STRATEGIES FOR TRAINING AND RESKILLING uuvvvuiiiunieriniertneertneernneerteersneersneersneerseessneesnns 66
13.6.  IMPLICATIONS AND NEW VALUE ADDED.....ceuutttuneernneernneeenneesneessneessneessnsessneessnesssnssssnssssnesssasessneesnns 67
14. LIMITATIONS OF THE RESEARGCH .....cuetiitiiiiiiieittttececerececececacacecscscsssssssssssssssssssssssssssncasasnnne 67
14.1.  SAMPLE SIZE AND GENERALIZABILITY tuuttuntuntruneruerunereesnersneeneessersessnsesersessssessessessnssssessessnssssesnessnnes 67
14.2. GEOGRAPHIC AND CULTURAL SCOPE ..evutvniennernerenrenersnersesenessnessessnsssnsssessnsssasssessnssssssnessnsssnssnessnnes 68
T4.3.  TIME LIMITATIONS utttuniiiiieeunteitneetteettteeenertteessneesaneessaeessaeessneessnesssaeessnsessnesssneessneesseessoeessnsesnns 68
14.4.  SELF-REPORTED DATA AND POSSIBLE BIASES ...cuuittnituiitietiteneerertereneesestessnsesaessessnsessessessnssnessnessnnes 68
14.5. FOCUS ON SPECIFIC Al APPLICATIONS ..uutvutetertneerneesereneesessessnssseesnessnsssessnessnsssesssessessnsssnsssessnsssnssns 69
14.6.  ETHICAL AND REGULATORY CONSIDERATIONS ..euuuiirniiruneerueeernneersneersneersneessneersueessneessneesseessoeessneessns 69
15. FUTURE RESEARCH DIRECTIONS .....ucuiititiiieieecececececececececececacecscscscsssssssssssasssssssssasssacasasanns 69
15.1. LONGITUDINAL STUDIES ON Al ADOPTION AND WORKFORCE TRANSFORMATION....ccuuernerrnernernersnreneesnenns 69
15.2.  INDUSTRY AND REGIONAL COMPARISONS «.vutvuneruerunirnernerteerneernersessneesersessneesersessnsessesessesssesessness 70



15.3.  ETHICAL IMPLICATIONS AND REGULATORY FRAMEWORKS ....eutvunieruniertneerrneernneersneersneersneersneerseessneesnes 70
15.4.  Al'SIMPACT ON CONSUMER BEHAVIOUR AND PERCEPTIONS . ....utuiiuiiniinitrneenerneeneneenernernernesesneeneenesnenns 70
15.5. INTEGRATION OF EMERGING Al TECHNOLOGIES ..uvvutvunetnerenernerenreeernerseseseesessessseesessessnsssessessnsssnssns 71
16. BIBLIOGRAPHY ....ceiiiiieiiiiieieieeeiceeeeeeeeeeeeereresesesesesesesesssasssesssasssnssssssssssssssasasssssesssasasasasnsnns 72
7. APPENDIX e cneiiiiiieitttetetecececeeeceeeceeacessesesssssssssecesesessssssssssssssssssssssssssssssssssssssssnsssssnsnsasnsnsns 77
2% T S 1N 1 AV o o NN 78

17.2. INTERVIEW QUESTIONS ...ueeteeeetttreeneneeeeeeeeeetetenaneeeaeseeereeessnnnnesssseeseeessnnnnesesseseseremsnnnnsssseseeesesennnn 94



TABLE OF FIGURES

FIGURE 1: AGE DISTRIBUTION OF SURVEY RESPONSES.....uttttuureettuueeettnneeeetennseetenneseerensseeeennssesssnssesesnsssssennanees
FIGURE 2: GENDER DISTRIBUTION OF SURVEY RESPONSES......uittttuuiietiniieettiineeitiieeetenieeetenieseetnnnsetennsseenannses
FIGURE 3: WORK EXPERIENCE DISTRIBUTION OF SURVEY RESPONSES
FIGURE 4: EMERGENT THEMES.....uuvvvvvrererererrerereeeeeeeeeeeseeeeeeeeeeeaens
FIGURE 5: THEMES DISTRIBUTION BY AGE

FIGURE 6: THEMES DISTRIBUTION BY WORK EXPERIENCE ............

FIGURE 7: THEMES DISTRIBUTION BY GENDER ... .utetttttttttuuueieseeeerererunsnnnsessesessssssssnnnsssssssesssssssnnssssssssessssssnnnnnnns
FIGURE 8: OVERALL SENTIMENT DISTRIBUTION ..ceuuuutttuuieeetuneeetenneeetenneeerenneseeennneseerennsseemenssserennnseeesnssssennnnnes
FIGURE 9: SENTIMENT DISTRIBUTION BY Al ASPECTS ...vvvvvvrrrrrrrrerrrerreeeeeeeeeeeeeeeeeeeeeesaseseeeaesaaaeseeessssssessssssssssssssnnns
FIGURE 10: PERCEPTION OF AI’S IMPACT BASED ON STAGE OF INTEGRATION ..ceetteeetiiiererereeeeeeeerereeesessessssnsnssssssannnnns 44
FIGURE 11: PERCEPTION OF AI’S IMPACT BASED ON REGIONS ....tttiiiiieitiieeetenuneettneeeeteneeeeeeenanseeennneseeeensseeennnennns 45
FIGURE 12: PERCEPTION OF AI’S IMPACT BASED ON INDUSTRY ...cevvrirrrerereeeeeeeeeeeeeeeeeeeeeeeseseeeeaeeeseesesssesssssssssssassnnns 47
FIGURE 13: CORRELATION MATRIX - DEMOGRAPHICS AND Al IMPACT PERCEPTION .....utiiiieiireiiieeiiieeenineenneeeeneeennneenes 49
FIGURE 14: PERCEPTION OF AI’S IMPACT BY EMPLOYMENT STATUS ....uuiettuieeettnnereetenneeeteneeeeeennnsesennneseeesnsseeennnneas 77

FIGURE 15: PERCEPTION OF AI’S IMPACT BY EXPERIENCE LEVEL ..cvvuuuiettuueeeetiieeeerenieeeerunneeeeunnssesssnnseesssnssessnnnnnees 77



1. Introduction

1.1. Overview of Al Technology

Artificial intelligence is a very broad, extremely dynamic field of research that subsumes the
development of computer systems with an ability to act like humans (Russell & Norvig, 2020).
Operations include learning, reasoning, solving problems, perceiving, and understanding
language. The rapid growth in Al has precipitated many changes across quite a large number
of industries, often showing a way towards increased efficiency, new business models, and

sometimes even entirely new markets (Brynjolfsson & McAfee, 2014).

The revolution is paced, above all, by Al technologies: machine learning, natural language
processing (NLP), and computer vision. For instance, machine learning algorithms allow
systems to improve in performance over some time, learning from the data without explicit
programming (Goodfellow, Bengio, & Courville, 2016). NLP will make it possible for
machines to understand and generate language like humans do, hence opening up more natural
channels of interaction between human beings and computers (Jurafsky & Martin, 2021). It
allows the machines to understand the visual information and, hence, makes decisions

powering innovations related to image recognition and self-driving cars (Szeliski, 2022).

1.2. Impact of Al on Various Industries

Al influence is especially prominent within sectors which are most critically information-
driven and digitally enabled (Davenport & Ronanki, 2018). Al is being utilized in healthcare
for better diagnosis and development of treatment plans (Topol, 2019). In finance, Al-driven
algorithms are changing the way trading, risk management, and customer service are done
(Gomber, Koch, & Siering, 2017). In manufacturing, increased use is being made of Al in
optimizing production processes and predictive maintenance (Lee, Davari, Singh, & Pandhare,
2018). Nevertheless, social media is one of the most exciting and fast-growing fields of Al
applications, whereby slowly but surely, this technology changes how brands communicate
with consumers and maintain their digital relationships (Kietzmann, Hermkens, McCarthy, &

Silvestre, 2011).

1.3. Focus on Social Media Marketing

Social media has become the cornerstone of most modern marketing strategies. Using social

media platforms such as Facebook, Instagram, Twitter, and LinkedIn, businesses can now
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reach global audiences in ways that before may have been difficult—or at least so expensive
that only large, established companies could afford exposure this great (Chaffey & Ellis-
Chadwick, 2019).

Social media marketing is a form of content creation for social media platforms to promote
products or services, community-building with target audiences, and driving traffic to a
business. As new features and platforms continue to come into existence, social media
marketing changes right along with it (Baker, 2024). The core of social media marketing
definitely comes in with reaching the target audience and customers where they are, as they

interact socially with each other and with the brand (Baker, 2024).

All this content, associated with user interaction, makes up enormous volumes of data, an
opportunity and a challenge for the marketer. Al assists here with solutions and tools to
effectively manage this data, analyse it, optimize strategies related to content, and enhance user

engagement (Chaffey & Ellis-Chadwick, 2019).

1.4. Transformation of Traditional Roles

Al technologies permeate every part of social media marketing, automating tasks that were
manual and laborious by nature. For instance, Al-driven analytics tools can go through huge
data sets to come up with trends and insights. These tools will help marketers come up with
data-driven decisions (Chaffey & Ellis-Chadwick, 2019). In particular, Al-driven content
creation allows a brand to have automated, personalized content at scale that lets it maintain a
continuous, engaging social media presence (Chaffey & Ellis-Chadwick, 2019). Next, it will
be possible to realize more advanced targeting and personalization, thus assuring that the right

content reaches the targeted audience at the right time (Chaffey & Ellis-Chadwick, 2019).

1.5. Emerging Job Descriptions

In the process of automating routine tasks, Al is also opening job positions not in existence a
few years ago. Al content curator, data analyst specializing in social media, Al ethics officer—
the list goes on (Bughin et al., 2018). All of these new roles require a unique blend of skill
combination: technical skills operating Al tools, knowledge of the working nature of social
media, and interpretation abilities applying data-driven insights into marketing strategies

(Bughin et al., 2018).
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These roles identify that continuous upskilling and reskilling in a workforce are important. In
association with continuous changing Al, the professionals related to social media marketing
should change too. It is equally confounded both in terms of challenges and opportunities for
professionals and organizations at large (Bughin et al., 2018). Companies will have to invest
in a lot of training programs so that their employees can use the available Al tools, while on
the other hand, individuals will have to be proactive in developing relevant skills if they are to

survive in the new landscape.

2. Research Questions and Objectives

Given the transformative impact of Al on social media marketing, this thesis seeks to engage
with critical questions essential in understanding the future of work in this dynamic field. The

basic research question that frames this work includes:

e How will AI redefine traditional roles in social media marketing, such as those of
content strategists, copywriters, and graphic designers? What are the new job
descriptions that are currently emerging with Al increasingly automating or
complementing these functions?

e The key skills and competencies that, in a few years, professionals in the social media
industry will need to imbibe with the enhanced use of Al, are another essential line of
enquiry. How companies are successful in training and reskilling their workers in the

backdrop of this fast-changing scenario is another area of investigation.

These aims are underpinned by specific research objectives, which have been weaved
throughout the thesis. Firstly, the ways in which Al is changing traditional social media
marketing roles or replacing them with Al technologies. A second objective identifies and
describes new job roles created as a direct consequence of the advancements of Al in the
industry. A third objective is to identify the skills and competencies that professionals should
develop to remain relevant in a changing environment. The thesis will finally suggest some
effective strategies for training and reskilling of the workforce so that not only the workforce
but also the organization is better prepared to face all the challenges and use the opportunity of

Al in social media marketing.

3. Significance of the Study
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These findings are going to have great academic and practical implications. This will be an
additional contribution to the literature on Al and its impact on the workforce, especially in the
digital marketing field. Social media professionals and, indeed, companies will find very useful
insights in this study to guide them on how best to integrate Al into their operations. In doing
so, it will be easier for the companies to understand changing dynamics in labour arising from
social media marketing and to equip their teams with much better positions to face the future

and competition in a rising Al-driven world.

4. Literature Review

4.1. Technological Disruption: Creative Destruction and Workforce Evolution

Technological disruption has thus been throughout the moulding force upon industries and the
workforce. It was on Schumpeter's theory of "creative destruction" (1942) that a foundation for
understanding how innovation does not only propel economic growth but also uproots old
industries, giving rise to new ones, was laid. It is in this scenario that creative destruction can
most easily be related to the impact of Al on social media marketing, even how traditional job
roles need reshaping or ultimately replacing by the processes the Al drives. The more
sophisticated the Al technologies, the greater their potential in optimizing strategies for
businesses to know exactly how to streamline operations and improve customer engagement—
in a way that now and then eats into traditional job roles (Miller, 2016). Traditional content
creators, strategists, and graphic designers—long reliant on human intuition and creativity—
are now either being joined or replaced by Al systems with capacities to generate, predict, and
design visual form with more efficiencies and effectiveness than is possible for humans (Chen

et al., 2022).

In fact, with the integration of Al into the workforce, such roles classically associated with
handiwork will transfer to strategic thinking and management of Al tools (Acemoglu, 1998).
This definitely calls for a workforce that is adaptive yet continuously learning in such a fast-
changing environment. Al disruption is less about the replacement of labour and more about
reframing what work looks like, so that the tasks workers undertake evolve into the pursuit of

higher order thinking, creativity, and oversight of Al systems (Acemoglu, 1998).

4.2. Skill-Biased Technological Change (SBTC) and Its Implications

Another significant model that attempts to explain changes in labour demand due to

technological progress is Skill-Biased Technological Change (SBTC). It postulates the belief
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that technological changes are biased towards high-skilled workers, thus increasing the demand
of skilled labour, causing the demand for unskilled workers to decrease (Autor, 2015). This
seems to be the order of the day: the tools of Al in social media marketing automate the
scheduling of content, communicating with customers, and data analysis—or, so to say, some
of the traditional roles stand the threat of additional demand for the position of a worker who

can manage and interpret these Al systems (Brynjolfsson & McAfee, 2014).

Al has taken content creation to another level in automating the simple posts and providing
relevant content with added quality due to predictive analytics and personalized
recommendations (Miller, 2016). This thus backs a case for professionals who can effectively
run these tools, interpret the data that these tools create, and use the strategic insights guiding
the different marketing campaigns. That leads to the bifurcation of the labour market: on the
one hand, high-skilled workers who could effectively leverage the Al tools are in high demand;

on the other hand, the rest of the lower-skilled workers are dislocated.

SBTC also evidences an increase in so much learning and adapting, without which one could
not stay competitive inside a labour market. Higher development of Al means more specialized
skills are required to run these tools and interpret results, pressurizing more education and
further training. All this has created both enormous opportunities and challenges for workers
to stay ahead of industrial change within the social media marketing industry (Chen et al.,

2022).

4.3, Human Capital Theory: Investment in Workforce Adjustment

According to the Human Capital Theory, constant investment in education and training should
be made towards workforce adjustment, especially when technological changes disrupt work
(Becker, 1964). In essence, considering the integration of Al into the social media marketing
environment, the theory would be relevant for developing new skills or competence regarding
an Al-driven workplace. With increasing pervasiveness, Al tools in the market presently
complement traditional social media marketing skills, such as creative writing, graphic design,
and campaign management, with the presence of technical skills in Al, data analytics, and

digital marketing strategies (Miller, 2016).

One such accommodation—the actualization of the human capital investment—will make
those organizations better placed to face the challenge of technological disruption. Any
organization that desires its people to work at their best, adaptable, and empowered with Al

tools, should reskill and upskill their workers. This could prove very important within the
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domain of social media marketing, for professionals have to learn a good number of new tools
and techniques fast due to the fast-changing nature of technology in the field of study (Chen et
al., 2022).

Furthermore, according to the Human Capital Theory, returns on investment in education and
training are not merely economic in nature; instead, it is social as well, since a well-trained
workforce would add to more innovation and productivity within the boundaries of the
organization. Hence, with Al continuing to drive change in social media marketing, adaptability
and success will become key determinants of success at both individual and organizational

levels in the new environment (Becker, 1964).

4.4. Automation and the Changing Nature of Jobs

In this regard, the impact of Al on social media marketing job roles has been a growing area of
academic interest, with many studies describing how, at present, automation is changing the
face of the industry. Perhaps the most subtle, yet very important, way in which Al has
transformed traditional roles in social media marketing is the automation of tasks that are
considered time-consuming and repetitive (Autor, 2015). For example, social media managers
who used to spend a lot of time planning posts and tracking user interactions can now leave
such tasks to Al-powered tools and focus on more strategic decisions at higher levels (Miller,

2016).

Furthermore, content creation is one of the most striking features of AI’s automation potential.
For example, high-quality social media posts, articles, or even video scripts can already be
produced with very little input by humans using tools such as GPT-3 (now GPT-4). Such
automation will reduce the need for manual creation of content several fold, a task that is
traditionally notorious for taking a lot of time and effort from copywriters and content
strategists. While Al can now create content, it still requires the human element to ensure the
output is on brand — the voice and the message — but the process of content creation still requires

creativity and judgement (Chen et al., 2022).

Furthermore, routine tasks have been seamlessly automated, creating new hybrid roles that
integrate standard marketing competencies with knowledge about Al tools. For example, there

is a growing integration of Al experts in social media teams to run Al-powered tools for
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creating content, analytics, and customer interactions. Such roles will require in-depth

knowledge about the theory of marketing and Al techniques. This explains the shift in skill
requirements in the industry (Miller, 2016).

4.5. Augmentation vs. Replacement: How Al Can Enhance Human Capabilities

While replacement of human labour is, in essence, how Al has been viewed in relation to
human labour, several studies indicate that its true potential lies in augmentation (De Cremer
& Kasparov, 2021) — that is, enhancing human capabilities rather than replacing them. For
example, Al tools in social media marketing can analyse a lot of data to find information that
would have been impossible for humans to extract independently. Marketers can use such
learning to create more focused and impactful campaigns, thereby improving decision-making

(Chen et al., 2022).

It also refines creative work. Al-powered design tools, like Canva’s Al features, empower a
person — such as a marketer with no traditional skills — to create high-quality graphics at a very
fast pace (Miller, 2016). In addition to streamlining the process of content creation,
democratizing access to high-quality design can allow small businesses to compete with larger
businesses in terms of visual branding. At the same time, creating with Al raises questions
about the future of creative roles — such as graphic designers and copywriters. Of course, these
professionals cannot be made redundant, but they will more or less have to focus on more

strategic and higher-order creative tasks that cannot be easily replicated by Al (Miller, 2016).

4.6. Emerging Job Roles and the Need for Reskilling

New job roles are being carved out the more Al transforms social media marketing, needing
very different kinds of skills than what conventionally used to define the industry. This means
that with increased demand to exploit the power of Al technologies while managing the ethical
concerns over their use, companies are increasingly looking out for Al content curators, data
analysts who can specialize in social media, and Al ethics consultants, among others (Chen et
al., 2022). All these roles call for technical competency in the use of Al tools but, more
importantly, demand a deep understanding of the dynamics on social media, consumer

behaviour, and ethics considerations (Chen et al., 2022).



16

The dawn of these new roles underscores a growing need across the workforce: reskilling and
upskilling. Traditional education in marketing, with a focus on creative and strategic skills,
may no longer be adequate in an Al-driven environment. Instead, there is a rising call for
training programs that strongly emphasize data science, Al ethics, and digital marketing
strategy (Miller, 2016). Those companies that reskill their employees out of their investment
are therefore better placed to react to the fast-changing dynamics Al brings with it and stay

ahead in whichever respective industry.

This swing towards Al-driven roles also puts a premium on continuous learning and
professional development (Autor, 2015). Just like the changing landscape of Al technologies,
so must be the evolution of the skills within the workforce. This would then open possibilities
and problems for professionals in social media marketing, who must continue to remain
relevant within an environment that is increasingly Al-driven by incessantly acquiring new

competencies.

4.7. Chatbots and Customer Engagement

Applications of artificial intelligence-powered chatbots have been central in customer
engagement on social media platforms where businesses operate in recent times. During social
media marketing, chatbots keep a business engaged with its customers throughout the day and
respond in real time. Chatbots are developed to execute various tasks from answering frequent
questions to even walking customers through the sales process. Now they have been
incorporated into social media platforms like Facebook (now Meta), where they can aid
companies like Facebook in its Messenger and WhatsApp in increasing its customer service

with a minimal number of employees (Chen et al., 2022).

One of the biggest benefits to using chatbots is the ability to provide personalized experiences
at scale. Chatbots, according to Chen et al. (2022), will take another step toward individualizing
the responses and recommendations of products through an analysis of customer data for an
overall better general customer experience. For example, Al chatbots are capable of tracking
user behaviour from a variety of touchpoints—social media caresses, website visits, and past
purchases can come together to build a more detailed customer profile. This way, chatbots can
make more accurate and relevant suggestions to drive more conversions and increase

satisfaction rates among clients (Chen et al., 2022).
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The way the chatbot will be providing customer service, with Natural Language Processing
integrated into it, makes it kind of human because it knows exactly what the user wants and,
therefore, can reply to that exactly (Miller, 2016). So far, this has intentionally trimmed down
frustrations of customers who could easily lose patience with earlier models of chatbots that
were based on pre-programmed scripts. Advanced NLP can help a chatbot stick with the
context, identify intent, and even handle compound interactions from customers demanding
subtlety in their linguistic capabilities. As this is a more advanced form of the chatbot, it is
therefore beneficial for companies in that it ensures that the responses are provided instantly,

exactly, and in a proper context and even increases the user's experience further (Miller, 2016).

4.8. Predictive Analytics and Data-Driven Decision Making

Another effect Al-driven technology has had on changing the face of social media marketing
is predictive analytics in support of data-driven decision-making. The predictive processing
tools scour vast data, pinpoint trends, and project customer behaviour to lead business owners
and marketers into decisions that will benefit individually or the company at large (Chen et al.,
2022). Such tools will play immense importance in marketing through social media, because a
lot is determined by understanding and anticipating consumer needs in all the campaigns (Chen

et al., 2022).

Predictive analytics can be applied to forecasting the performance of these social media posts
to ensure that available content to be issued is optimized by the marketers and time for posting
the same is done for maximum feedback (Miller, 2016). This category of tools contains aspects
that can predict the kind of content which could resonate with the targeted audience based on
historical data for both user interactions and other engagement metrics. This will enable the
marketer to strategize on behaviours that suit the taste of the audience, hence improving the

rate of engagement and the return on investment (Miller, 2016).

Other importance of predictive analytics is in customer segmentation and targeting. According
to Chen et al. (2022), Al tools will automatically recognize distinct segments in any audience
by demographic, interest, or behaviour via pattern analysis in customer data. Indeed, such
segmentation will allow marketers to tailor-make campaigns that practically fit the needs and
desires of each segment, thus being more effective and personal. Predictive analytics give the

marketer an eye into possible issues around the corner in relation to, for instance, customer
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attrition, or even traces of early negativity detection, from which to act promptly by mediating

(Chen et al., 2022).

4.9. Al-Powered Content Generation Tools

Al-powered content generation tools have become very instrumental in changing how content
is created for social media. Such tools use natural language processing and machine learning
to generate text, images, and even videos autonomously for use on different social media
platforms (Miller, 2016). Their ability to scale content creation has made these tools very
instrumental to social media marketers, more so in large organizations or when handling several

accounts (Miller, 2016).

A major example in Al content generation is tools such as GPT-3 (now GPT-4), which can
generate text indistinguishable from human-written one by a user's prompt (Chen et al., 2022).
These tools could be used to create social media posts, blog articles, product descriptions, and
more, often with only minimal input from a human. While this automation reduces a great deal
of time and effort in creating content, it begs a question regarding the role of creativity and
creates the risk of homogenizing the content. If used strategically, however, Al-generated
content can underpin human creativity by offering a base on which marketers can build and

finesse their messages (Chen et al., 2022).

Coupled with text generation, Al tools have been increasingly leveraged for the purpose of
visual content creation. Nowadays, Al-powered design platforms like Canva and Adobe Spark
automate the process of developing graphics, infographics, and other visual elements (Miller,
2016). They use machine learning to provide design layout suggestions, colour schemes, and
even image placements, hence making it easier for marketers who have less experience with
design to come up with quality visuals. It democratized design and allowed smaller businesses
and people to compete directly with bigger companies in visual branding, effectively

sidestepping the content-creation process (Miller, 2016).

4.10. How Al Is Revolutionizing Social Media Advertising

In this changing landscape of social media advertising, Al is at the helm in taking demands to

an absolutely new level with much more accurate targeting, real-time bidding, and ad
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experiences that are more personalized. According to Chen et al., Al would apply machine
learning to deep dive in user data to come out with very targeted campaigns that reach target
audiences just at the right time. This includes lookalike modelling, ways of attaining such
accuracy via Al by finding people similar to an already existing customer base, and behavioural

targeting focused on online behaviours and interactions of users (Chen et al., 2022).

It is also in this real-time bidding (RTB) space that Al has hit social media advertising the
hardest. In RTB, a marketer is able to offer ad space based on perceived value of an impression
in real time. Subsequently, Al algorithms with heaps of data analysed in milliseconds bid for
ensuring the best price to be paid for every impression and delivering good ROI for the
advertisers' ad spend. It hence makes advertising easier and makes campaigns more effective
and efficient since through this automation process, it was showing the most relevant

advertisements to the audience (Chen et al., 2022).

Personalization comes out to play in the future: More roles are applied to Al-driven
advertisement experiences across all of the advertising platforms. Off people's data, it
postulates ad content that speaks like a person to them—hence, creating engagement and
conversion rates off the chain. It spans ad format, messaging, and timing to guarantee relevance

to the interests and behaviours of users (Chen et al., 2022).

5. Research Methodology

While developing the methodology of artificial intelligence and its impact on social media
marketing, it should provide a snapshot of wide changes in this area and deeply interrelated
changes. This would merge qualitative and quantitative research techniques under one
approach: mixed-methods research. This will be done through the examination of changing
roles in social media marketing, required skills, and challenges that come as a result of its
integration with Al. In this way, this dual approach will give an all-rounded analysis by
capitalizing on the fact that the strengths of one method set off its deficiencies and vice versa

in effectively handling the research questions (Creswell & Plano Clark, 2017).

Such a strategy will be more fully appropriate in this study since it gives a chance for more
complete understanding of complex phenomena. Quantitative data provides an insight
statistically into the large trends, while qualitative data provides insight into the reasons for

these trends. Such a holistic approach will ensure the research covers all dimensions in which
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Al impacts workforce dynamics in the area of social media marketing, thus offering value to

practitioners as well as scholars (Creswell & Plano Clark, 2017).

5.1. Study Design

The research design has used both quantitative and qualitative approaches, having set a very
firm foundation on which different aspects in regard to the influence of artificial intelligence

in social media marketing can be analysed.

A mixed-method approach shall be used in conducting this research because the questions have
different facets: from an understanding of changes in job roles to new requirements with new

skills and effectiveness of training and reskilling strategies (Creswell & Plano Clark, 2017).

Stakeholders such as social media marketers, experts in the field of artificial intelligence, and
regulatory authorities will be included for in-depth interviews. These would be semi-structured
in nature and hence enable flexibility in the exploration of emergent themes while being guided
by the central research questions. These interviews were organized to discuss how Al is
changing job roles, challenges to integrate Al with pre-existing workflows, and ethical

concerns involved.

5.2. Method

Qualitative: This shows the kind of richness that might be foregone in context by a more
quantitative method. While surveys can tell us how many marketers believe Al is changing
their roles, interviews reveal why and in what way such changes are taking place and how
professionals adapt to them. In other words, while quantitative research could tell how many,

the qualitative approach specifies how and why.

5.3. Questionnaires

Quantitative: An online questionnaire will be administered to 120 users, including some
questions targeting social media users and others targeting professionals in the industry. There
will be open- and close-ended questions that solicit quantitative data on consumer perception
of Al-driven marketing and qualitative insights into consumer experiences while using Al for
marketing. These data will be analysed using statistical techniques that underline trends and

correlations, putting in a larger perspective the impact of Al within this domain.
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5.4. Rationale

The quantitative approach allows for complementary, measurable data generalizable across a
larger population to the qualitative findings. This is very much the case when considering
knowledge of the scale of Al's impact and validation of the trends identified during the

qualitative phase.

5.5. Methods of Data Collection

The data collection exercise is rather a significant part of the methodology of the research to
ensure that all information necessary for answering the questions of research is
comprehensively collected. The research adopts both primary and secondary methods of data

collection to ensure triangulation and the validity of the findings.
5.5.1. Primary Data Collection

Interviews: Five semi-structured interviews will be conducted. Each interviewee will take
approximately 45 — 60 minutes. Participation will be approached in the light of their experience
regarding the subjects of social media marketing, artificial intelligence technology, and
regulatory framework. This interview guide is designed to guarantee questions about the roles
that are evolving in social media marketing, the challenges of Al integration, and ethical
considerations. The thematic analysis will involve recording, transcribing, and interpreting the

interviews for key patterns and insights.

Sample Question: How do Al tools in the team support your process of content creation and

strategic planning?

Questionnaires: The questionnaire would be put up online among a crowd of social media and
marketing experts to chart their response on the subject concerning consumer trust in content
created by Al and its impact as reflected in the marketing strategy, coupled with the willingness
to interact with Al-driven campaigns. In this way, the survey tool is designed to give both

quantitative and qualitative data and present a holistic view of the subject under study.

Example Survey Question: "On a scale of 1-10, how much do you trust Al-generated content

versus human content?"

5.5.2. Secondary Data Collection
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This is a critical evaluation of the existing literature with regards to scholarly articles on
artificial intelligence in marketing, industry analysis, and case studies related to the prevailing
regulatory environment and behaviour of consumers. Such a method will provide a context for
primary data and, hence the findings cross-validated in order to provide extensive evaluation

of the effect.

5.6. Sampling Strategy

In designing this study, the consideration of the sampling strategy was made so that the data to
be collected would be representative and relevant in answering the research questions. It
embeds a mixed-method design; therefore, qualitative and quantitative components of a study

require different sampling techniques.
5.6.1. Qualitative Sampling

Purposive Sampling: For qualitative interviews, there will be targeted sampling of
participants who are likely to generate rich and relevant insights on the research topic. These
would be people who have worked extensively either in social media marketing, Al technology,
or the regulatory role. This will ensure that the interviews provide real depth of meaningful

data and a direct link with the research questions.

The purposive sampling technique is applicable to this study since the research concentrates
on a subset with specific knowledge and experience; as such, their insights become quite

valuable.
5.6.2. Quantitative Sampling

Stratified Random Sampling: A random sampling process that results in stratified sampling
to have the representation of the general population. The sample will be further stratified using
key demographic variables like age, gender, occupation etc. This helps in drawing a balanced

representation of the various segments of the target population.

Stratified random sampling was chosen for this study because it decreases the possibility of
sampling bias and at the same time ensures that the most relevant strata are well represented in

the survey data.
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5.7. Data Analysis Techniques

Data analysis is an important stage that explains the data collected and helps in coming up with
meaningful conclusions. Since it is a mixed-method approach, different techniques will have

to be used exclusively for qualitative and quantitative data.
5.7.1. Analysis of Qualitative Data

Thematic analysis is characterized by the following stages: familiarization through reading and
re-reading of the interview transcripts; coding; identifying themes; getting familiarized with
themes; and, finally, defining and naming. This study aims to attain patterns in data that provide
insight into how Al influences the roles played in social media marketing, the challenges faced,

and ethical considerations involved.

The example process will be that after having read the interview transcriptions, the initial codes
in the transcripts will be looked for by the researcher. These are then pooled under themes like
"Al-driven role evolution" and "ethical challenges in the use of AL." Refining these involves

an examination of these themes so that they mirror the data properly.
5.7.2. Quantitative Data Analysis

Descriptive Statistics: In this case, descriptive statistics would involve measures of central
tendency-mean, median, and mode-along with variability, or standard deviation. This may
provide an overall idea about the trends of the data, like the average levels of trust in Al content

creation.

Sample Analysis: This survey may return results indicating that 70% of the respondents trust
Al-generated content as human-generated content. Descriptive statistics will thus be very
instrumental in trying to understand the distribution of the responses to determine if there are

any major trends.

Inferential Statistics: The inferential statistical tests could be chi-square tests or regression
analysis to further test the relationships. For example, demographic factors relating to trust in

Al-generated content.

This will help test the hypotheses and define whether the trends in the data are statistically

significant, hence giving an insight into the survey results.
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5.7.3. Validity and Reliability

Ensuring the validity and reliability of the research would lie at the heart of generating credible

and trustworthy research results. For that, several measures will be adapted.
5.7.3.1.  Validity

Triangulation: The use of multiple data sources—for example, interviews, questionnaires, and
literature research—would enhance the validity of the research. These account for variation in

point of view and, therefore, back up the results.

Example: If the data that is retrieved from the interviews and the results of the survey all
indicate increased trust in Al-driven content, this strong method cohesion confirms this

conclusion.

Instrument Validation: The research instruments, the interview guide and the survey
questionnaire, will be pre-tested and subjected to review by experts in this area of research in

order to ensure that they capture what is needed.

It helps to detect and correct probable problems with the research instrument before using it in

the actual study and increases the validity of the data to be collected.
5.7.3.2.  Reliability

Reliability would be guaranteed because of consistency in the method of data collection. The

same type of questions for interviewing, and the same kind of survey for the different subjects.

Example: All the interviews will be recorded and then transcribed verbatim to accord

uniformity and accuracy in data capture.

Pilot Testing: A pilot test of the survey shall be conducted among a small number of participants
to point out any problems with the questionnaire and prove that the questions are crystal clear

and unambiguous.

This pilot testing not only refines the survey instrument but also makes it more reliable, as the

respondents answer in the way intended.

5.8. Ethical Considerations

The ethical dimensions in this research are of paramount importance. This involves human

subjects who are exposed to some delicate information in the course of this study. This study
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will, therefore, ensure that ethical principles are adhered to in safeguarding participants' rights

and the integrity of the research process.
5.8.1. Informed Consent

Informed consent will be presented clearly in advance, showing the purpose of the study, the
role of participants, and their rights. This includes making known the objective of the research,
how the participants' data will be used, and how participants have a right to stop participating

in the research at any time without penalty.

Example: An verbal confirmation on record will be issued by the subjects about the study, and
their participation before data collection commences. In the case of an online survey, for

example, a participant will click a consent box before they proceed to answer the survey.
5.8.2. Confidentiality

This includes the strict maintenance of confidentiality of participants. This anonymizes all data

during analysis and reporting so that individual participants could not be identified.

Example: Keeping their identity safe by using pseudonyms or unique codes instead of

participants' names in the transcription of interviews and in reporting.

Data Storage: All data collected will be electronically stored on password-protected files, to
which only the researcher will have access. Data at the conclusion of the research should be
retained for an appropriate time, and then disposed through a safe method commensurate with
policies on the protection of data. This would then illustrate the significance of resorting to
correct data storage and disposal methods in order to preserve participant confidentiality by not

breaching legal regulations on data protection.

5.9. Limitations of the Study

While every effort has been made to render the design of the research methodology both
rigorous and comprehensive, some limitations are endemic to any research project. It is
particularly necessary to declare these for this piece of work to give a balanced view of the

findings that may emanate.
5.9.1. Sampling Bias

Since it is a qualitative interview, it means the sample size is small, and thus not representative

in relation to the broader population. Purposeful sampling does guarantee the relevant expertise
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of participants, but it may generate bias in case the selected people are too similar in their views

or experiences.
5.9.2. Response Bias

Response bias is a risk in the survey, whereby participants would rather give socially desirable
answers than their genuine opinions. This will especially be very relevant where something
like a discourse to do with trust in Al is involved, since participants may feel compelled to

answer in the positive.

This would be mitigated by assurance of anonymity to the participants, coupled with the use
of neutral wording in the survey, should encourage respondents to respond honestly, thus

minimizing response bias.
5.9.3. Generalizability

The results of this study are likely to generalize more appropriately to some industries or
sectors, especially to countries and industries that have high rates of Al adoption in marketing.

Thus, generalization to other contexts should be done cautiously.

For instance, if the bulk of the survey participants are from industries where technology is core,
then the results are less likely to have resonance about the experience of marketers in sectors

or industries with less digital maturity.

5.10. Conclusion

The methodology that will be followed in this research will be wide-ranging and well-rounded
with respect to the impact of Al on social media marketing. This study is intended to bring to
the fore, through both qualitative and quantitative methods, how Al in the fast-changing field

affects challenges, regulatory implications, and consumer perceptions.

In this regard, a mixed-methods approach can ensure that there is breadth and depth of research
to profile statistically the trends in Al adoption and lived experiences of professionals in
navigating these changes. Proper sampling, rigorous data collection, and robust analysis

techniques ensure valuable insights to be added to the discourse on Al in marketing.

Any research must have ethical considerations at the helm to ensure that nothing jeopardizes

participant rights or privacy in the process. Given this, although the design of the research is
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quite sound, the limitations identified further demand that the findings be understood in context

and, importantly, that scope is placed upon their applicability.

The methodology is, therefore, set upon very strong footing to shed further light on an evolving
landscape of social media marketing in the age of Al with actionable insights for the industry

practitioners and recommendations for future studies by academic researchers.

6. Data Analysis

6.1. Descriptive statistics

The research involved 122 participants and clearly presented a general overview of perceptions
regarding how artificial intelligence is having people think of the roles of social media. The
demographic features of the respondents were diversified in age, gender, and even work

experience regarding a balanced representation for different sectors.
6.1.1. Demographic Analysis Breakdown

Age: 42.6% of the respondents were aged 1824 years. Representation was further through
categories such as 25-34 years, 3544 years, 45-54 years, and 55 years and over to balance

depth into the experiences and views of the respondent.
Age Distribution in Percentage

\

Under 18 [4%]

I 55 and above [2%]
S — 45-54 [5%
1

]
' 35-44 [11%])

\— 25-34 [34%]

18-24 [43%) -

@ 55 and above 4554 B 3544 @ 2534 @ 18-24
8 Under 18

Figure 1: Age Distribution of Survey Responses
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Gender: An indication may be there for gender bias in the representation of the genders, as the

females among the respondents were 57%, as opposed to 43% of the males in the percentage.

Gender Distribution in Percentage

Male [43%)] —

L— Female [57%]

® Female B Male

Figure 2: Gender Distribution of Survey Responses

Work experience: the dominant category of 1-3 years of experience came at 38.5%, followed
by less than 1 year of experience at 20.5%, and 4-6 years of experience at 19.7%. Other
categories fell under 7-10 years and over 10 years, with this indicating that early-career and

established professionals both formed part of the survey.

Work Experience

Less than 1 year |GGG ::
1-3 years [N - :
4-6 years _ 17
7-10 years - 8
More than 10 years [ NG 16

0 10 20 30 40

Figure 3: Work Experience Distribution of Survey Responses
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6.1.2. Key Descriptive Statistics

Descriptive statistics, in the formulation of means, median, mode, and standard deviation of
the survey results, are conducted in drawing inferences on the central tendencies and variability

in the data. Key highlights that can be noted include the following.

e Mean: The mean response for key questions pointed towards the trend in moderate
change, such as the impact of Al on the role within social media. For example, the
response option that Al would somewhat change their role—many chose this option;

hence, the mean response falls around this option.

e Median: In most cases, the median followed suit with the mean, indicating that the

trend in the responses of those surveyed was pretty consistent.

e Mode: In categorical data, the mode or most frequent response illuminates a number of
things. For instance, towards the impact of Al, neutral general sentiment was of the

highest number; therefore, it can be said that it was the most frequent response.

o Standard Deviation: The standard deviation values suggested varying levels of
agreement among respondents. While some items have a low standard deviation,

indicating agreement or consensus, others were higher, reflecting diverse opinions.

6.2. Relationship between Demographics and Survey Responses

The demographic variables were tested against the overall responses of the survey to arrive at

the following models:

o Age: The younger the respondents-18-24 years-they are, the more they strongly
agree that Al would change their role a great deal. Older age groups had wider
variations in expectations, with some thinking that the impact on their role would

be slight or even not occur at all.

o Gender: There is no strong variation across perception between male and female

respondents. Nevertheless, the higher number of females slightly biased the trend.

o Work Experience: Those with experience between 1 and 3 years were more likely

to predict significant transformations or replacements in their roles, while those
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with greater experience levels-if any-had 7 to 10 years of experience are more likely

to consider Al as a moderate influence.

6.3. Trend Analysis

On the whole, while the trends show that Al is likely to bring about significant changes within

the job roles of social media, in fact, this extent differs sharply from industry to industry and

from the respective stage of Al adoption. There has been both optimism and uncertainty

reflected among the respondents, which shows the evolving nature of Al technology and its

application in the professional environment.

Several key trends from the survey data emerge in relation to how respondents assess the

impact of Al upon their roles within social media:

6.3.1.

6.3.2.

6.3.3.

6.3.4.

Moderate Change is the Rule

A significant proportion of the respondents feel that Al would moderately bring
changes in their role for social media marketing. The inference from this
perception could be drawn as a belief that though Al may affect daily tasks, it
may not bring about an entire change in the ongoing role of professionals in the

near future.
Various Degrees of Transformation

It is reasonable to expect the most consistent quantum of change in moderation,
although an equally significant set of responses predict a radical change on
account of Al. This set, in all probability, views Al as a technology that would
redefine job functions and give birth to hitherto unknown sets of requirements

for skills.
Uncertainty about Impact

A fair number of responses were "Not sure" about how Al will affect their job
descriptions. This may be because Al is still in its infancy in their sectors, or the
individual employees may not yet have received adequate information on how

Al will be applied to their job functions.

Minimal Impact and Replacement
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Some believe that Al will hardly affect their jobs, or it probably will replace
them. This might be perceived more in industries or functions where Al has
already begun to displace parts of their job, thus raising awareness of job

security.
6.3.5. Industry and Levels of Integration of Al: Dissimilarities

In order to get an idea of how perceptions would vary according to industry and levels of Al

integration, the following trends may be seen:
6.3.5.1.  Industry Variations

In general, industries that are more technology-focused or have already invested much
in digital transformation are those that also tend to expect a higher impact from Al.
Specific examples could be technology, digital marketing, and media, because Al tools
are used to carry out tasks like content creation, data analysis, and customer engagement

in these industries.

On the other hand, industries marked by slower infiltration of new technologies or those
involving more human capital might also find Al to have little relevance for them or
might remain befuddled regarding its placement. These could be traditional fields, like
consulting or public relations, in which personal interaction and strategic decisions play

such an important role.
6.3.5.2.  Level of Integration of Al

Organisations that are at a nascent stage of Al adoption are bound to be moderate in

their views since they have not seen the extent of Al in action, for example.

On the other hand, the ones from organizations that have already integrated advanced
Al have higher chances of predicting an utter transformation in their roles. Most
probably, they witnessed how Al makes processes much more efficient, enhances

decision-making, and opens quite new avenues for innovation altogether.
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. . Company | Al Integration | Cultural
Interviewee | Region Industry Role Size Level Context
High digital
Interviewee . Digital Data literacy,
1 Indonesia Marketing Analyst Small Early cautious
about costs
Emphasis on
Interviewee Account ethical Al
Mexico Advertising Large Advanced balancing
2 Manager . .
nnovation
with mission
Cost-
Interviewee . conscious,
3 India Healthcare CEO Small Early need for skills
development
Balance
Interviewee General between
Netherlands | Non-Profit . Mid Advanced creativity and
4 Director :
Al ethical
considerations
Social Growing
Interviewee France Digital . Media Small Early interest in Al,
5 Marketing focus on
Manager .
creativity
Table 1: Key Characteristics of Interviewees
6.4.1. Overview of Interview Findings
6.4.1.1.  Interviewee 1: Indonesia

The interviewee from Indonesia is a Data Analyst in a small digital marketing company

that is still in the early stages of adopting Al. Al tools are very important in automating

simple repetitive tasks, such as content scheduling or basic analytics. With the

introduction of such tools, however, human creativity remains important in processes

where companies create their content. The major challenges are the cost of Al tools and

learning to adapt them into daily operations. For those reasons, the company is very

discrete with the heavy use of Al applications, since on one hand, the budget is limited,

and on the other hand, so are the resources for reskilling workers. Ethical issues do

come forth with privacy and algorithmic bias, among others; however, practicality and

cost efficiency again remain in focus.
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6.4.1.2.  Interviewee 2 (Mexico)

The Mexican respondent is an Account Manager working in one of the major
advertising companies in the country, which already integrated Al into its operations.
Al is also so deeply embedded in content optimization, audience targeting, and
predictive analytics. A major challenge occurs in how to keep the Al tools congruent
with the creative vision of the company and with its brand identity. Since the company
keeps growing, another concern is how to manage rapid changes in technology.
Adaptability, creative thinking, and an ability to work with Al-driven data analytics are
thereby much highlighted. Ethical issues from the perspective of privacy and
transparency can be realized, but the cultural context is much more towards harnessing

innovation and creativity for the sake of competitiveness.

6.4.1.3.  Interview 3 (India)

The interviewee for India represents a start-up of a health company and is its chief
executive officer. His firm is at a rather early point in the process of integrating Al into
its business. Thus far, it is primarily used for basic tasks such as scheduling and
analytics, while much of the more creative work remains manual. There are, however,
high barriers to increasing this use of Al for this company, particularly financial costs
and large-scale upskilling of the workforce that would be required. Recognition is
developing currently regarding the need for data literacy and Al tool competencies, but
too scant resources are available for training. Ethical issues, particularly around privacy,
are critical; however, the company's approach toward Al is cautious because of

budgetary and practical constraints.

6.4.1.4.  Interviewee 4 (Netherlands)

The interviewee from the Netherlands is a General Director at a mid-sized non-profit
organization that has advanced Al integration. This will especially help in increasing
operational efficiency regarding content personalization and data-driven decisions.
While the organization has highly advanced Al use, there is a strong focus within the
entity to ensure that the balance of Al-driven processes with human creativity and

ethical consideration-both quite important within the nonprofit world-is maintained.
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Challenges can arise from just this point of balance, one also updated with rapidly
changing technological development. Ethical concerns, primarily transparency and
responsible use of Al, are of utmost importance; this reflects the commitment of the

organization to ethical best practices in a resource-constrained environment.

6.4.1.5.  Interviewee 5 (France)

The interviewee from France works as a Social Media Manager for a small digital
marketing company that is still at the early stages of integrating Al within the
organization. Al tools are mainly used for generating content and analysing
performance, but human creativity is emphasized. Al at the company complements and
doesn't replace human creativity. The challenges will be aligning the created content to
the identity of the brand and being able to pull in the creative requirement of the clients.
The company believes in continuous learning and development of skills to stay updated
with the latest changes happening around Al. It is rather serious about ethical issues
regarding transparency, privacy, and the possibility of Al algorithm bias-a balanced

weight from the company in integrating Al and securing creative and ethical standards.

6.4.2. Emergent Themes Across Responses on Al Reshaping Social Media Roles

Qualitative responses were analysed to determine emergent themes in the perceived reshaping

of social media roles by Al. These are presented below.
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Frequency of Common Themes in Al Impact on Social Media Roles
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Figure 4: Emergent Themes

6.4.2.1.  Routine Tasks Automation

The most echoed advantage from many respondents was that Al is increasingly
automating mundane and routine tasks such as scheduling, creating basic content, and
even customer service via chatbots. This trend is believed to open up more time for the

social media manager to focus on a more strategic and creative role.

6.4.2.2.  Data-Driven Decision Making

Another common theme is enhanced capability to make data-driven decisions. Almost
every respondent mentioned that with Al tools, they get insight deeper into the
behaviour of audiences, performance of content, and results of campaigns, which again

helps them in making more informed decisions and targeted strategy.

6.4.2.3.  Skill Shifts and Upskilling

Most of the participants were of the opinion that upskilling is urgently needed for

anybody to stay up to date with Al development. The more Al tools are involved in
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workflows, the more the job demands skills like working with data analysis, managing
Al tools, and strategic thinking. This can be seen as one of the challenges yet to be faced

and at the same time as an opportunity opening up for the professionals in the field.

6.4.2.4.  Job Security Concerns

Some participants expressed the belief that there is apprehension Al would take over
some responsibilities in social media. This theme portrays anxiety with the long-term
implication of Al, especially in the automation of activities hitherto thought to be the

exclusive domain of human expertise, like content creation and customer engagement.

6.4.2.5.  Increased Creativity and Innovation

Even with the fears surrounding automation, many of the respondents said Al allows
for more creativity and innovation. It's believed that Al tools will provide new ways to
experiment with content, personalize marketing efforts, and engage audiences to create

dynamic and effective social media strategies.
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6.4.3. Differences in Themes Across Demographics

The themes identified from the survey vary across different demographic groups due to

differences in experiences and expectations about Al in social media:

6.4.3.1. Age

Distribution ot Themes by Age Group
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Figure 5: Themes Distribution by Age

Younger Respondents (18-24): This age group would be much more open to the
automatization of routine tasks, believing that Al serves to enhance their creativity.
Most are hopeful that Al will have a positive impact on their changing responsibilities

within social media and are very open to learning new skills to make full use of Al

Older Respondents (35 and above): The older respondents are relatively more
concerned with job security and the ability of Al to replace human roles. Upskilling is
stressed; however, the older participants may lack confidence in acquiring them

compared to their younger peers.
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6.4.3.2.  Work Experience

Distribution of Themes by Experience Level
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Figure 6: Themes Distribution by Work Experience

Less-experienced professionals (1-3 years of work experience): The enthusiasm for
Al and its contribution to automating workflows and enabling data-driven decisions is
high among the less-experienced group. They view the emergence of Al as a great

opportunity to develop new competencies and to further develop their career prospects.

Experienced Professionals: The more experienced the participants are, the more likely
they will raise concerns about job security and Al displacing traditional roles. They
were quite aware of continuous learning, but perhaps would proceed with more caution

when it involves embedding Al deeper into their jobs.
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6.4.3.3. Gender

Distribution of Themes by Gender

Gender
. Male
B Female
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Figure 7: Themes Distribution by Gender

In the end, the female respondents tend to see more of Al's potential for creativity and
innovation, including how the new tools will enable them to prepare more engaging
and customized content. The women interviewed also tend to underscore upskilling as

the way forward in this dynamic social media environment.

Male Respondents: Male respondents talk more about the strategic and data-driven
aspects of Al; how Al will further improve campaign performance and decision-making
procedures, for example. In contrast, this group also voices apprehension with regard
to job security, showing anxiety from the feeling that Al threatens to take over high-

order tasks.
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6.4.4. Conclusion

Thematic analysis provides a complex landscape of Al being celebrated for its potential to
enhance social media roles, while being feared for the ability to disrupt the more traditional job
functions. Many of these themes vary quite notably across different demographic groups,
reflecting the diverse experiences and expectations of professionals in the field. Understanding
such nuances provides a key to devising strategies that address both the opportunities and

challenges thrown up by Al in social media.

6.5. Sentiment Analysis

6.5.1. General Sentiment Towards Al in Social Media

The survey responses reflect the range of sentiment regarding Al in social media, which can

best be categorized into three main classes: positive, negative, and neutral.

Overall Sentiment Towards Al in Social Media Roles

Negative

25.0%

Positive
45.0%

Neutral

Figure 8: Overall Sentiment Distribution
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6.5.1.1. Positive Sentiment

Most of those views are very positive, especially regarding how Al can enhance
efficiency, creativity, and data-driven decisions in social media roles. It is desirable for
this cadre of workers that Al automates the more routine tasks of data analysis to
provide insights and open up opportunities for developing more personalized and

targeted content strategies.

6.5.1.2.  Neutral Sentiment

The majority of the surveyed have a neutral attitude toward Al's impact. Such
individuals admit the likely positive contribution of Al but either doubt its farther
effects or believe that Al's role in social media will be limited to some specific, non-
disruptive tasks. This neutrality often flows from a "wait-and-see" approach while Al

technology continues to evolve.

6.5.1.3.  Negative Sentiment

A lesser, yet significant proportion of the respondents show negative feelings towards
Al - mainly due to their job security and the fear of being replaced by Al-driven tools.
According to them, Al can accomplish tasks which would otherwise require human
imagination and discretion - thereby reducing human input in those areas of social

media management.
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6.5.2. Specific Areas of Al That Bring About Strong Sentiments

Sentiment by Al Aspect in Social Media Roles
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Figure 9: Sentiment Distribution by Al Aspects

6.5.2.1.  Automation of Creative Tasks

Positive Reactions: Those who see Al as automation that will enhance creativity by
relieving them of more mundane tasks hold very strong positive feelings. They believe
that Al will free up time for more innovative work, which, in turn, is bound to provide

ideas that would otherwise not be thought of.

Negative Reactions: Some of the respondents, on the contrary, believe that Al taking
an active part in content creation will further minimize human touches and make the
content less unique, more standard. Such people are afraid that the virtual assistant

might kill their creativity altogether.

6.5.2.2.  Data-Driven Insights

Positive Reactions: The fact that Al can analyse high volumes of data and extract

actionable insight from it sends them into overdrive. Optimizing campaigns, better
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audience behaviour understanding-even better decision-making-all of these things

makes them feel encouraged to adopting Al to help do these tasks.

Neutral Reactions: Some responses came back neutral, balancing appreciation of data-

driven insight with caution around relying too much on Al sans human oversight.

6.5.2.3.  Job Security and Role Replacement

Negative Reactions: The most overwhelming negative emotion is rooted in this fear
that Al will take away jobs from the social media platform. There is apprehension
among participants that as Al becomes smarter and more capable it could become
threatening to take jobs away from humans or at least minimizing the job avenues for

people, especially those jobs that are of a routine nature and can easily be automated.

Neutral to Positive Reactions: Some of them are not that apprehensive about their job
positions; all of them either believe Al will open up new avenues and roles or think of

Al as an aid that will assist them, rather than replace them, in their work.

6.5.2.4.  Ethical and Privacy Concerns

Negative Reactions: A subset of the respondents expresses a lot of concern over the
ethical implications of Al in social media, especially with regard to data privacy and
the potential for decisions handled by Al to be biased or discriminatory. They are rather

sceptical of Al's ability to responsibly handle these issues.

6.5.3. Conclusion

The sentiment analysis has emerged as mixed, with positive reactions mainly talking about Al's
enhancement of efficiency and creativeness, while negative reactions are channelled through
job security and ethical concerns. Neutral sentiments often reflect uncertainty about Al's future

role and its long-term impact on social media.

These strongest negative feelings are based on fears of job loss, loss of creativity, ethical

concerns, and fears about the future role of Al. These misgivings do indicate a thoughtful
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approach to the strategies for implementing Al, with careful considerations to make sure that

the technologies further enhance, rather than diminish, human input in social media roles.

6.6. Comparative Analysis

6.6.1. Variation by Stages of Integration

The perceptions of the impact of Al vary between respondents in countries that represent the

early and advanced stages of Al integration as follows:

Al Impact Perception by Stage ot Al Integration (Early vs. Advanced)
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Figure 10: Perception of Al’'s Impact based on Stage of Integration

6.6.1.1.  Early Stages of Al Integration

Cautionary Optimism: Early adopters are very optimistic, yet cautious. They
acknowledge the potential benefits of Al-such as automating simple tasks and making
data-driven insights-but are often uncertain in how much that will actually help their
role. Many of these respondents view Al as an augmentative tool to enhance their

existing work and not as a disruptive force.

Focus on Learning and Adaptation: The need to learn and adapt therefore comes out
quite strongly among these respondents. They said they would like upskilling in Al and
related information so that as the technology becomes more pervasive in their

workflows, they will be ready, able, and willing to use it.
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Overall attitudes towards Al are generally neutral to positive in this group, where both

the opportunities and many challenges are considered real for early Al adopters.

6.6.1.2.  Advanced stages of Al integration

Big Impact Anticipated: Those integrating Al in advanced stages are most likely to
look at Al making a significant difference in their job roles. Most probably, they have
experienced how Al can automate processes and amplify efficiency for sophisticated

strategies in social media marketing.

Concerns about role redefinition: this group also expresses apprehension that Al may
redefine some roles or even take over the performance of some. In light of increased
capabilities in artificial intelligence tools, there is concern by respondents that human
elements in social media management may lessen to a level where there will either be

a change in job responsibilities or loss of jobs.

Mixed Sentiment: The sentiment within this group is mixed, since some welcome Al
as a transformative force, while others take a more apprehensive stance regarding the

implications brought about by advanced integration of Al in the long run.

6.6.2. Variation by Regions

Al Impact Perception by Region
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Figure 11: Perception of Al’s Impact based on Regions
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6.6.2.1.  Technology-Adopting Regions, like North America, Western Europe

More Confidence in Al: Respondents from the most intense tech adoption regions,
like North America and Western Europe, show much greater confidence in Al's power
to drive positive improvements within their roles. These people will be more apt to

consider Al a strategic asset to foster innovation and improve social media outcomes.

Advanced Applications: Advanced applications of Al, such as predictive analytics, Al-
driven content creation, and automated customer engagement, are more focused upon
in these regions. Generally speaking, the familiarity and optimism are greater in these

areas than elsewhere among the people surveyed regarding Al tools.

6.6.2.2.  Emerging Markets: For example, Asia and Africa

Scepticism and Uncertainty: Emerging-market respondents usually evince more
scepticism and uncertainty regarding the impact Al can make. This can be either
because of lesser exposure to Al technologies or even a slower rate of Al diffusion in
those regions. These respondents would be very guarded about possible disruptions Al

will bring into job markets that, even otherwise, are pulsating with fluctuating variables.

Practical Implementation: There has been a greater focus on practical, low-cost Al
applications that can solve particular problems, such as task automation, in developing
markets, thereby facilitating greater access to data. Sentiment towards Al remains
conservative, however, in these countries, with concerns around whether the local

workforce is prepared for changes brought on by Al
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6.6.3. Variation by Industry

Al Impact Perception by Industry

Al Perception
_ _ EEm Moderate Impact
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Figure 12: Perception of Al’s Impact based on Industry

6.6.3.1.  Technology and Digital Marketing

High Impact Anticipated: In general, Al is perceived to have a high impact on their
roles by the respondents belonging to technology and digital marketing industries.
These two industries are at the helm of the adoption curve for Al, and its respondents
are very likely to regard Al as all in a day's work. They expect radical changes in the

way they operate; Al would catalyse innovation and efficiency.

Emphasis on Creativity and Strategy: Even as these industries are characterized by
a high degree of impact, there is a significant level of emphasis from the respondents
on the need to maintain creativity and strategic thinking in light of the automation of
more routine tasks by Al. The emphasis will be to explore how Al will improve the

human element in their work rather than replace it.
6.6.3.2.  Traditional Industries

Moderate to Low Impact Perceived: Those industries that are more traditional for
instance, consulting and public relations report a moderate to low perceived impact of

Al on their role. Many of their tasks rely on personal interaction, relationship building,
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and strategic advice, which cannot normally be automated. The scepticism from these
sectors is maintained up to a certain level as to what extent Al will actually affect their

daily work.

Client Expectation Concerns: There is also concern on the part of the respondents
from traditional industries about how Al may alter client expectations. For instance,
there could be pressure towards providing quicker, data-driven outcomes even in areas

where human judgment and expertise have conventionally been valued.
6.6.4. Conclusion

The comparative analysis brings to light that with respect to the phase of integration of Al,
regional factors, and the context of the industry, the perceptions of the impact brought about
by Al vary considerably. Contrasting the view of Al as a transformative force across more
advanced stages of Al adoption and tech-centric regions, early-stage and traditional industries
tend to approach Al with caution and uncertainty. These differences also mark the importance

of crafting Al strategies, keeping in view the peculiar needs and priorities of every different

group.
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7. Correlation Analysis

Correlation Matrix: Demographics and Al Impact Perceptlign
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Figure 13: Correlation Matrix - Demographics and Al Impact Perception

7.1. Demographics vs. Views on Al's Impact

Following are some tests of significance for any observed association between the
respondents' demographics, experience, and industry with their perceptions regarding the use

of Al in social media:
7.1.1. Level of Experience vs. Perception of the Impact of Al

Correlation between experience level and perception of Al is low implying that a higher
experience level doesn’t necessarily lead a perception of higher impact of vice versa. However,
it would be interesting to note that the experience level and perception of Al's impact varies
with experience even though impacts are very transformative. Indeed, a large proportion of the
most experienced respondents often rate Al as having a high impact on their roles, maybe
because of confidence in established skills and practices. However, it should be noted they

think that this will not overpower them.
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While generally, the less experienced feel that Al has a much bigger influence, especially those
with less than 1-3 years of experience. This is quite understandable since they have grown up

during the exposure of this Al as an emerging tool.

7.1.2. Type of Industry and Al Impact - Perception

In other words, the perceived impact of Al on the role was rated as better for the samples of
technology and digital marketing industries. This infers that the variation in the type of industry
correlates positively with the perceived transformative potential of Al. This, of course, would

be expected, since Al is much more integrated in this field compared to other industries.

On the other hand, those who come from traditional industries are negatively correlated with a
high impact/ consequences of Al. This is because most relate it to only a minimal effect, or no

effect on their professional role.

7.2. Relationship Between Perceived Benefits of Al and Reported Challenges

The following can be observed in an attempt to explore the relationship between the perceived

benefits of Al and the challenges reported by the respondents:

7.2.1. Positive Correlation

Data-Driven Decision-Making vs. Ethical Concerns: One may also find, in most cases, a
positive relationship between those who acknowledge the benefits of Al in data-driven
decision-making and those showing concern for ethical implications, including data privacy
and potential biases in Al algorithms. That would hint at the fact that, while Al is valued

because of its analytic capabilities, it introduces significant ethical complications.

Gains in efficiency versus worries about job security: Many of the participants who
acknowledged that Al has great potential in improving efficiency through automation also
showed concern for job security. Therefore, it seems there is a dual sentimental awareness of
the benefits of Al regarding efficiency improvements but being threatening toward the stability

of jobs.
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7.2.2. Negative Correlation

That would mean that the number of people who believe Al enhances creativity inversely
correlates with the number of people who feel Al can result in loss of the human touch within
creation. Those very optimistic about the creative potential of Al are unlikely to report concerns

that it diminishes the human touch in social media roles.

Skill Development vs. Role Replacement: Generally, there is an inverse relationship between
those who regard Al as an opportunity to develop new skills and those who strongly believe
that Al replaces roles. Those focusing more on up-skilling themselves in light of the

development of Al are usually not concerned about Al taking over their jobs.

7.3. Conclusion
From the correlation analysis, experience level and type of industry seem to be the significant
variants in perception about the impact Al will make on social media roles. Further, while Al
is beneficial for many aspects, it is more often juxtaposed with negative features relating to job
security and ethical implications in aspects such as efficiency and data-driven decision-making.
These might be very useful in understanding how the integrations of Al need to be fitted,

keeping in view the needs and concerns of various groups.

8. Identifying Challenges

The Most Prevalent Issues Uncovered during the Process of Al Adoption in Social Media

As per the results of the survey and thematic analysis, there are some frequent challenges
related to the adoption of Al on social media. They could be categorized as technological,

organizational, and ethical concerns:

&.1. Technological Issues

8.1.1. Integration with existing systems

The most reported challenges are integrating these tools into existing platforms and workflows
on social media. Compliances with legacy systems, complexity surrounding Al algorithms, and

steep learning curves that come with the newest Al technologies remain in focus.

8.1.2. Precision and Reliability
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There are several question marks present regarding the accuracy and reliability of the Al-driven
tools, which are majorly related to content creation, sentiment analysis, and customer
engagement. The reason for their concern was Al mistakes, which might lead to brand

reputation damage or ineffective campaigns.

8.2. Organizational Challenges

8.2.1. Cost and Resource Allocation

One of the major issues most organizations face is the cost of adoption and maintenance of Al
tools. Small-scale companies, in particular, show much concern over how such costs for Al
technologies can be justified when company budgets are meagre. Besides, there is

apprehension related to continuous investment in the training of Al as well as its infrastructure.
8.2.2. Skill Gaps and Training Needs

The most-often-referred-to obstacle to adoption is a lack of skills or personnel to operate and
manage the Al tool. In this direction, many respondents note that the use of artificial
intelligence for social media roles will be successful only when employees are sufficiently
trained to use them. This also applies to the case of industries where a potentiality for Al

maturity is largely untapped.
8.2.3. Organizational Resistance

Another major challenge reported by many is organizational resistance to change. Workers and
managers alike may prove quite sceptical towards the implementation of Al due to the fear of
losing their jobs or simply from a lack of understanding about what the AI would bring with it.
Such resistance, in fact, significantly contributes to the slowing down of the adoption process

of Al initiatives in any form.

8.3. Ethical and Social Challenges

8.3.1. Data Privacy and Security

The most critical concerns are about data privacy and security. Except for the statute, the

General Data Protection Regulation (GDPR), a small percentage of the respondents were
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concerned about personal data collected by Al-driven tools and uses thereof. The bias and

fairness of the model toward the users is third in the list of the most worrying issues.

The major concern about ethics is that Al has a potential to enforce wrong biases or unfair
practices. Fully 72% of the respondents are primarily concerned that the Al algorithms could
expose them to bias, or the more advanced they are, even increase it-thus leading to
discriminatory results when it comes to distributing content, targeting an audience, or even

making decisions on employment.
8.3.2. Transparency and Accountability

The "black box" aspect of AI systems is also an issue in terms of transparency and
accountability. Respondents are concerned that the non-transparency of Al decisions can be
explainable, which may cause mistrust and unwillingness to fully implement Al technologies

in social media.

8.4. Key Concerns Affecting Al Acceptance

8.4.1. Job Security and Workforce Impact

The other concern in this regard involves the potentials of Al to jobs; people are concerned that
this may hamper the adoption of the technology. Most of the respondents’ fear that Al could
take away jobs, particularly those involving routine tasks. This fear is more pronounced among
the less experienced professional groups and those belonging to industries which usually are

slow at adopting new technologies.

The ethical implications of Al, particularly around harbouring data, bias, and fairness are very
mainstream concerns that would impact the adoption of Al. Public perceptions are significant
here: should consumers view Al to be untrustworthy or encroaching, organizations may come

under public pressure or be required to curtail Al technologies used on social media.

This will, in turn, increase the level of regulation that surrounds the usage of data, Al
transparency, and responsibility. Due to this, following laws such as the GDPR or further new
Al-related legislation will, in all likelihood, raise the complexity and costs of using Al, which

might be particularly onerous for small organizations with few resources to spare.
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8.5. Conclusion

The rollout of Al in social media leads to a host of challenges, not least technological
bottlenecks and skills gaps, but also important ethical and regulatory concerns, all of which
need to be addressed if businesses are to engage Al in their strategies on social media. It is in
recognizing and mitigating these challenges that companies can connect the potential of Al

with as few risks in mind as possible.

9. Policy Recommendations

Respondents' Views on the Need for Regulatory Frameworks Around Al in Social Media

The data from the survey is a reflection of diverse views on whether or not social media Al

needs to be regulated. More specifically, some of the summarized views are as follows:

9.1. Strong Support for Regulation

A good number of respondents strongly advocate for the development of regulatory
frameworks that should govern Al use in social media. They place a critical view on setting up
clear guidelines that will ensure Al technologies operate in a responsible, ethical, and

transparent manner.

The main reasons this support is given are due to concerns regarding data privacy, further biases
in Al algorithms, and finally, the need for accountability in decisions driven by the Al. People
believe that in the absence of proper regulation mechanisms, Al would be risky and would
result in misuse of data, practices being unfair, and non-transparency with regard to how

decisions are being driven.

Another set of respondents advocate for some form of regulation but with many caveats. While
they appreciate the need for oversight, there is a fear that overly stringent regulations could kill

innovation or make it harder for small organizations to enter Al.

These respondents support an approach of balanced regulation that protects consumers and
ensures ethical use of Al, but which does not unduly burden business, particularly startups and
SMEs. They should be sufficiently flexible to ensure a capability of adaptation to the fast-

evolving nature of the technology.
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The minority, but considerable, portion of the respondents sceptical about the need for
regulatory frameworks, thereby raising their apprehension that the straitjacket of regulatory
movements could be restrictive and hamper the potential Al could bring along in terms of

benefits to social media.

9.2. Key Concerns

These respondents were afraid that overregulation may stifle the growth of Al very much,
particularly for competitive industries such as digital marketing. Accordingly, they elaborated
that self-regulation or guidelines coming from the industry itself promise to be more effective

in ensuring responsible use of Al without hindering progress.

9.3. Recommendations from Survey Data

Based on survey data, the following policy recommendations are derivable with a view to

addressing concerns with Al in social media:
9.3.1. Develop Clear and Transparent Al Guidelines

o Policymakers need to engage the industry in stipulating a clear and transparent way in
which Al can be utilized on social media. The guidelines stipulated should focus on the
use of Al algorithms in respect to fairness, impartiality, and accountability.
Transparency in Al decision-making is indispensable for gaining the trust of users and

other stakeholders.

e Implementation may include developing guidelines for the auditing of the Al systems,
labelling their content generated by Al, and disclosure on the part of companies

regarding the use of algorithms in the distribution or targeting of an audience.
9.3.2. Strengthening of Regulations Relating to Data Privacy and Security

e Recommendation: Policies need to be enforced for the protection of user data on Al-
driven social media applications due to the gravity of the concerns regarding data
privacy. These should have strict demands concerning data handling and storage,

consent sought, with consequent penalties succinctly attached in cases of breach.

o Implementation: Improve existing data protection legislation, such as GDPR by adding

Al-specific scenarios, including AI in personalized marketing and in content
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recommendation systems, amongst others. Incentivize companies toward the

application of privacy-by-design principles in their respective Al systems.
9.3.3. Institutionalize Incentives for Ethics in Al

This can be complemented by recommendations from governments on providing
incentives to companies that show ethics in Al. These could include the forms of tax

breaks, grants, or certification to companies that follow ethical Al standards.

Implementation: This would involve the institution of a certification program for the
ethical use of Al in social media; in other words, some sort of classification system that
would recognize corporations based on fairness, transparency, and accountability
within Al deployment. This may also be used in order to create a competitive edge

within the marketplace.
9.3.4. Education in Al and Development

Since skill gaps and job displacement are considered major concerns, policies should
go for education in Al and development of the workforce by providing funding for
training programs in Al, as well as other initiatives that would make it easier for workers

to shift to new jobs created by Al

Implementation may include governments collaborating with educational institutions
and industry leaders on Al-specific curricula development along with professional
development. Workers at all levels, entry-level to experienced, should have these

programs offered to them.
9.3.5. International Cooperation in Regulation of Al

Recommendation: Al is a global technology, and thus, its regulation also needs to be
approached on an international level to ensure consistency and effectiveness across
borders. This becomes even more relevant in view of the cross-border, global nature of

social media platforms.

Implementation: There should be coordination at the levels of government and
international organizational on artificial intelligence policies and practices. For
example, there should be an international accord on ethics guiding Al practices, data
privacy, and standards of security between nations, besides collaboration in effort and

initiatives on solving challenges that cut across borders.
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9.4. Conclusion

These answers quite eloquently illustrate the need for regulatory frameworks to guide the

ethical and responsible application of Al on social media. On the other hand, balance needs to

be struck so that regulations do not stifle innovation or become unduly burdensome for

business. The policies recommended herein, if adopted, will enable governments to seek

protection for all the major concerns related to Al in social media, while continuing to create

an enabling ecosystem that promotes ethics in Al and further innovation.

10. Future Trends in AI's Role within Social Media

10.1. The Rise of Automation and AI-Driven Personalization

Trend:

Looking back at this survey data, one would think that automation and personalization
with the help of Al will be increasingly employed in managing social media. In fact,
according to the responses, activities as varied as content scheduling, basic customer
interactions, and even content creation are liable to be handled with an increasing

degree of automation by Al-powered tools.
Implications:

Efficiency Gains: Social media managers also foresee efficiency gains as Al frees them
up from mundane tasks, giving them more time to be strategic and creative in managing

social media.

Improved Personalization: With Al-driven tools, content strategies are expected to
become quite sophisticated, allowing personalization of messaging at an individual user
preference and behaviour level. This could finally lead to greater levels of engagement

and effective marketing campaigns.

10.2. Al-Enhanced Decision-Making and Analytics

Trend:

More utilization of Al in decision-making and analytics is foreseen to continue. In the

near future, Al tools will be expected to give much deeper insight into audience
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behaviour, the performance of campaigns, and trending on social media-all allowing

better, data-driven strategies.
Implications:

Data-driven strategies: Al will be applied more and more to vast data analysis in return
for producing meaningful insights by social media professionals. This shift is likely to

lead toward better and more accurate decision-making.

Real-time Analytics: As Al would allow for real-time changes in campaigns according
to live data, the demand for real-time analytics is only supposed to increase. It may
make the social media teams much more agile or responsive toward the changing

conditions.

10.3. Evolution of Content Creation

Trend:

The role of Al in content creation would continue to evolve to become more
sophisticated, and superior quality Al tools would be capable of producing more
interesting and high-quality content. While presently Al is used in the creation of more
meagre forms of content, perhaps this is a harbinger of things to come, including where

Al does more complex content creation.
Implications:

Creative Collaboration: Most likely, Al will also turn out to be a collaborative tool in
content creation, guiding the human creator with suggestions, first drafts, or even

complete pieces of content based on pre-set guidelines.

Striking a Balance Between Human and Al Contributions: The challenge will always
be to strike a balance between the generation of Al content for viewing and the need for
human creativity to ensure authenticity and originality. The social media manager will

need to learn new skills that efficiently insert Al into a creative cycle.

10.4. Ethical and Privacy Concerns

Trend:
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Increased Scrutiny by Regulators: It is expected that there will be increased regulatory
scrutiny into the practice of Al, especially regarding the use and privacy of data. Social

media platforms and companies need to adhere to such changing regulations in place.

Demand for Ethical Al: The demand for ethical Al practices has a good probability of
forcing more transparency and accountability in the construction of Al systems. Those
companies more into ethical Al in their building will be better positioned in gaining the

trust of users and stakeholders alike.
Implications:

The implications, therefore, from the survey data are that, in the future, ethical and
privacy concerns will be huge, since more integration of Al on social media is being
considered. A majority of the total respondents were seriously concerned about issues
related to data privacy, algorithmic bias, and transparency regarding Al-driven

decisions.

10.5. Shifting Roles and Responsibilities

Trend:

As Al becomes more prevalent in routine tasks, the role of the social media professional
evolves. As routine operational activities fall to Al, respondents said they expected to

place increased emphasis on strategic, analytic and creative competencies.
Implications:

Upskilling and Reskilling: Social media professionals will continuously be upskilling
and reskilling in an Al-driven environment to stay relevant. This perhaps would involve

expertise in the usage of Al tools, data analysis, and creative strategy.

New professions that are likely to emerge include Al experts, data analysts, and ethical
Al officers. Such professionals will be tasked with the management of Al systems,

analysis of data influenced by Al and ethics related to the use of Al

11. Long-term Impact of AI on Social Media Jobs-Consolidation

11.1. Optimism and Opportunity

Perspective:
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In this light, a large number of the respondents embrace long-term Al implications as a
chance to elevate and make new, better contributions to more successful and impactful
social media strategies. They believe Al will free them up to work on higher-level tasks

such as strategic planning, creativity, and innovation.
o Implications:

Strategic Role: Once Al performs the menial tasks, social media professionals will no
doubt become more strategic in driving long-term goals and objectives. This may open

up more meaningful and impactful work as Al does the operation work.

11.2. Concerns Around Job Security and Role Redefinition

e Perspective:

Contrary to all the optimism, there is an apprehension of job insecurity and redefined
roles. A few of the respondents have envisioned that as Al increases its grasp over doing
more and more tasks, it might cut human input opportunities, and therefore, the avenues

for jobs will fall or the requirement for skill sets changes.
e Implications:

This may lead to job displacement if the nature of a particular job involves a lot of
routine tasks. Organisations must show sensitivity during this transition and offer
training and support for workers to reshape themselves to fit into other roles in the

organisation.

Skill Evolution: These are bound to evolve further in the sphere of social media with
an emphasis on data analysis, management of Al, and creative strategy. Professionals
should not be passive in their acquisition if they want to remain competitive in the job

market.

11.3. Conclusion

The survey data point to a future where Al is at the centre of social media, driving automation,

personalization, and data-driven decision-making. There is optimism about the opportunities
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that Al presents, but there are also a number of concerns regarding job security, ethical
implications, and the need for ongoing upskilling. Social media professionals and their
organizations need to prepare themselves for such changes by embracing Al in order to reduce

the challenges and risks likely to arise with its adoption.

12. How Companies Can Overcome Al Challenges in Social Media

Companies can use several strategies to integrate Al into social media roles and overcome
related challenges. These will involve strategies that can help overcome technological,

organizational, and ethical barriers while creating an innovative culture of continuous learning.

12.1. Investment in Training and Skill Development

e Challenge:

The skill gap is one of the most highlighted challenges related to Al adoption. On
account of proper skill sets, many social media professionals are unable to use Al tools

appropriately, causing the underutilization or misuse of Al technologies.
o Strategy:

Comprehensive training programs: The companies shall invest in broad-based training

programs on Al-related competencies, including but not limited to data analysis,
machine learning, and management of Al tools. This can be achieved through

workshops, online training modules, and collaborations with academic institutions.

Continuous Learning Culture: Establish a continuous learning culture in which the

employees will have the motivation to keep themselves updated about recent trends and
technologies in Al. This may be supported by incentives, certifications, and career

advancement opportunities based on Al proficiency.

12.2. Adopt Ethical Al Practices

o Challenge:

The major obstacles to the adoption of Al on social media are ethical issues such as bias
in Al algorithms, lack of transparency, and data privacy. The increasing suspicion by

users and stakeholders can bring down the reputation of the company.

o Strategy:
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Ethical Al Guidelines: Detail and put into place clear-cut ethical usage policies related

to Al on social media. Such guidelines should dwell on issues such as algorithmic
fairness, transparency, and accountability. The companies need to ensure that auditing
for bias regularly, in addition to verification against standards for ethics, is conducted

on the Al systems.

Privacy First Approach: Adopting a first approach towards privacy while handling data

in all Al-driven processes, adhering stringently to respective data protection laws such
as the GDPR. Wherever Al is driving data collection, processing, or analysis,
organizations should make this clear and then provide users with control over their

information.

12.3. Smarter Integration of Al into Current Systems

Problem Statement:

Integrating Al tools into the social media platforms and workflows of today is a rather
tough technological process. The general complexity of Al systems, including possible
issues regarding compatibility and data silos, stands in the way of easy adoption and

hence reduces effectiveness.
Strategy:

Scalable AI Solution: Investment in scalable Al solutions that can seamlessly integrate

with already existing systems and platforms is called for. Companies should also engage
directly with Al vendors to tailor solutions specific to their needs and to ensure that the

update of Al tools or their expansion can easily be done when technology evolves.

Cross-functional Collaboration: Explain the collaboration around IT, data science, and
social media to have this integration of Al in concert with wider business goals. Hence,
cross-functional teams can be used to tackle issues around integration early in the

process, and solutions will be developed to make Al effective.

12.4. Create Innovation and Change Management Culture

Challenge:
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Resistance to change regarding the adoption of new technologies such as Al is perfectly
normal. Workers may fear they will lose their jobs or doubt the many benefits of Al,

thus resisting implementation and limiting its potentials.
o Strategy:

Change Management Programs: Implement the change management programs to

convey the benefit of Al through employee engagement in the changeover process
towards Al. Activities may be done through workshops, town halls, and one-on-ones
by giving them an opportunity to voice their grievances and reassuring them about their

roles in an Al driven environment.

Innovation Incentives: Encourage innovation through rewards for those employees who

embrace Al and further its successful implementation. This could be in the form of
recognition programs, added monetary compensation, or even career advancement
opportunities for those employees who have been leading certain Al initiatives or

created innovative Al-driven strategies.

12.5. Strategic Investment in Al Infrastructure

e Challenge:

This is rather costly and largely not within the budget of small companies; huge investments
are required for Al infrastructure, which includes sophisticated algorithms with abilities to

store and process vast amounts of data.
e Strategy:

Phased Implementation: Adopt Al on a phased basis, starting with small, less expensive Al
projects that deliver quick wins. Increase Al usage inside your company gradually as

experience grows and real benefits can be demonstrated.

Leverage Cloud-Based Al Services: Utilize those cloud-based Al services which can
provide scalable, cost-effective solutions. For example, the leading cloud platforms—
Amazon Web Services, Google Cloud, Microsoft Azure—all provide a wide range of Al
tools and infrastructures that can be adapted and moulded by the organization's needs

without deep-pocket investments.
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12.6. Solid AI Governance and Oversight

e Challenge:

Good governance comes in when there is fragmentation in Al initiatives, and with that,
disparities in the use and management of Al within an organization leads to problems in

inefficiencies, ethics, and accountability.
e Strategy:

Al Governance Framework: Establish state government governance frameworks that

define roles, responsibilities, and the process of managing Al. Embracing everything from
development and deployment to monitoring and auditing, the framework should be broad

reaching.

Al Ethics Committee: This will pertain to how the Al initiatives work and develop but

include values and ethicality. The stakeholders may involve all people from different

departments, such as legal, IT, social media, etc.

12.7. Conclusion

In return, the mounting of these challenges through specific strategies on which companies will
maximize the benefits accruing from Al in social media and minimize the risks. Holistic
adoption in Al is about integrating the human factor, ethical, and organizational elements in
determining effectiveness. The culture of continuous learning, innovation, and ethical
responsibility shall enable the companies to tap into the full potential that AI powers in

strategies on social media.

13. Final Conclusion

13.1. Reconsideration of Traditional Roles within Social Media Marketing

Artificial intelligence is, without question, redeveloping traditional roles in the field of social
media marketing, particularly for those of content strategist, copywriter, and graphic designer.
Automation has clearly released these from the trivial tasks of pure routine. Instead,
professionals may provide added time to strategic and creative activities. The literature also
supports this shift, where it is claimed that Al is mainly an augmentation tool, an enhancement

to human capabilities and not a complete replacement. However, the shift observed was partial,
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and this varied across industries and regions as seen from the interviews conducted across
countries. While professionals have welcomed this change in more Al-integrated regions like
France and the Netherlands, Al in its beginning stages in countries such as India and Indonesia

have had professionals treading carefully.

13.2. New Job Descriptions with the Introduction of Al

The integration of Al into social media marketing has been responsible not only for changing
the roles but also introducing new job descriptions. With artificial intelligence, roles have
become so relevant, such as Al Content Specialists, Al Integration Specialists, and Data
Analysts for social media. These emerging roles further demand an amalgamation of
conventional marketing abilities and knowledge of technology related to Al applications. In
particular, the findings from both the Mexican and Dutch interviews concentrated on how
professionals need to connect the dots between creative content and data-driven insights, which
also flowed from the literature highlighting the need for hybrid skills in an Al-driven context;
(Davenport & Ronanki, 2018).

13.3. Key Competencies and Skills for the AI-Driven Social Media Landscape

With continuing evolution and complete penetration of Al in the landscape of social media
marketing, skills and competencies of professionals are changing. Data analysis from these
shows that being data literate and able to work with Al tools, interpreting insights provided
through Al, is critical. This supports the studies that say the future workforce will have to be
attuned to working with Al, using its strong points but still keeping the 'human' touch in
marketing activities. Interviews with professionals in Indonesia and Mexico also gave ample
emphasis to the aspects of adaptability and continuous learning. Considering the rapid pace at
which technology has been changing, the skilled workforce is required not only to handle the
present technologies but also to be open towards embracing the ones that would be introduced

in the future.
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13.4. Training and Reskilling in a Fast-Changing Scenario

This study has identified that some firms proactively prepare and upskill their workforce in
anticipation of the adoption of Al, whereas others are lagging behind due to either lack of
resources or strategic orientation. In fact, companies in leading Al economies such as the
Netherlands and France have launched firm-wide upskilling programs which cover both
technical and strategic use of Al. This figure in skills is considerably smaller in small markets
or companies that have less resources to invest in technologies, such as India and Indonesia,
where this gap in talent would hamper the complete ability of Al adoption in social media
marketing. These findings create a high level of interest regarding the need for target training
and reskilling programs which address not only technical skills but also nurture creativity and
strategic thinking, supported by literature on workforce development in the Al era. Chui,

Manyika, & Miremadi (2016) support this view.

13.5. Effective Strategies for Training and Reskilling

Realizing the full potential of Al as an integral partner in social media marketing requires a
paradigm shift for organizations beyond the use of basic training. There are a number of key

suggested strategies from the research, such as:

e Holistic Upskilling Programs: Companies should institute training in the use of Al

tools along with strategic marketing skills. This will ensure that professionals use

Al to improve not only operational efficiency but creative innovation as well.

e Continuous Learning and Adaptability: The rapidness with which Al is developing

calls for continuous learning at the core of any upskilling program. Encourage a
culture of adaptability that will help professionals stay ahead of the technological

changes while sustaining the relevance of their professional services.

e Collaborative Learning Environments: The collaboration among the technical

experts and the marketing professional could bring a deep understanding of the

possible use and limitation of Al. The interdisciplinary skills will narrow the gap
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between creative and technical skills, ensuring that the integration of Al is effective.

e Focus on Ethical Al Use: As Al-powered tools become increasingly sophisticated,

there is an urging need that much have critical ethical questions on privacy, bias,
and transparency. Therefore, the training programs should also include modules
comprising the uses of ethical Al when marketing and furnishing the professional

with means of responsible decision-making.

13.6. Implications and New Value Added

These findings significantly contribute to the existing knowledge of Al in social media
marketing. The identification of the specific ways in which Al changes traditional roles offers
a clear roadmap for professionals who want to adapt to the changing landscape. Besides, the
identification of the emerging job roles and the required skills to fill them offers important

insights into workforce development initiatives.

The thesis also puts forth how imperative it is to implement strategic training and programs of
reskilling, thereby providing useful recommendations to the organizations on how to prepare
their workforce for the future. With further evolution in Al, adaptation and innovation will be

key to retaining a competitive advantage in the social media marketing industry.

14. Limitations of the Research

While this thesis has provided adequate insights into how Al is influencing social media
marketing roles and the emerging requirements of skills in the profession, several limitations
need to be acknowledged. These current limitations actually point toward the ways this research

can be extended or improved in any successive works.

14.1. Sample Size and Generalizability

First, while the sample size is relatively small-the scope of qualitative interviews, in particular,
remained limited to a certain number of participants within specific regions and industries.

While the findings provide meaningful insights, they might not be fully representative of the
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broader social media marketing industry. Future research could be improved by a sample of

higher magnitude and diversity to enhance generalizability of results.

14.2. Geographic and Cultural Scope

The study has been mainly conducted in a few geographic regions such as Indonesia, Mexico,
India, the Netherlands, and France. Such cultural and economic differences might determine
the level of adoption and integration of Al in social media marketing. In that case, all those
countries that differ by technological landscape, economic condition, or cultural attitude toward
Al are likely to exhibit different responses in the light of Al adoptions, and their results may
not be fully applicable. Therefore, broadening the scope geographically in further studies may

give more insight into global trends.

14.3. Time Limitations

This research was conducted in a limited period of time, covering the situation with regard to
the adoption of Al and the consequences of it for social media marketing at some point. Al is
in constant development, and technologies, tools, and practices discussed in the thesis may
change markedly in the near future. This could be mitigated by longitudinal studies that follow

how Al adoption and its effects change over time.

14.4. Self-Reported Data and Possible Biases

Information provided through questionnaires and interviews can be regarded as subjective to a
great extent, with respondents themselves potentially giving answers that would be victim to
biases either due to social desirability or biased recall. They may have given the answers
according to expectations or wishful thinking rather than representing actual experiences or
opinions. Although some measures were taken to reduce the biases, such as anonymity, they
cannot be completely avoided. This is something that could be further improved in future
research through the inclusion of observational methods or the triangulation with other sources

in order to minimize reliance on self-reported data.
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14.5. Focus on Specific AI Applications

Few of the many AI applications used in social media marketing, content generation,
predictive analytics, and audience targeting were focused on within this research. Al is a diverse
range of technologies and tools; some have not been investigated in this research. As Al
proceeds to develop, a number of new applications are going to emerge. Each of them will
bring along a set of implications in the industry. Future studies may be done on a greater array

of Al technologies to give a more holistic view of their impact on social media marketing.

14.6. Ethical and Regulatory Considerations

While the ethical concerns and some regulatory issues involving Al in marketing were
mentioned in the thesis, they were not discussed thoroughly. Considering ethics and regulation
as increasing foci for the application of Al, further research directed at specific aspects is
required for complete comprehension of the implications of Al-driven marketing practices on
privacy, fairness, and transparency. Further investigation into these areas may provide more

detail to these nuanced insights that could responsibly help the industry in Al integration.

15. Future Research Directions

The rapid integration of Al in social media marketing holds many opportunities mixed with
equivalent challenges, many of which are further worthy of being explored. This thesis has
provided very helpful insight into the impact of Al on traditional marketing roles and the newer
emerging competencies required within the industry, but some aspects are still particularly

ready for further investigation.

15.1. Longitudinal Studies on AI Adoption and Workforce Transformation

Longitudinal studies would thus be indispensable in any future research, as they track the
adoption of Al and its effects over time within the workforce in social media marketing. Such
a study would give far greater insight into the ongoing evolution of roles and professional
adaptation to technological change. In fact, observing trends over several years will help
identify the long-term implications for job satisfaction and employee retention, or even the

makeup of marketing teams.
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15.2. Industry and Regional Comparisons

The present thesis is narrow in focusing on a set of industries and regions; hence, replication
studies across industries and different regions is another useful extension. For instance, the
adoption of Al in healthcare or finance could be very different from that in digital marketing.
Apart from that, it is likely that in different parts of the world, cultural and economic factors
decide the trend of integrating Al into social media marketing. Understanding these differences

could provide a more comprehensive global perspective on the subject.

15.3. Ethical Implications and Regulatory Frameworks

With the greater pervasiveness of Al technologies, there is an increasing need to determine
some of the ethical consequences of the use of these technologies when it comes to marketing.
Future research may delve into data privacy, algorithmic bias, and decision-making processes
developed by Al with a view to transparency. Furthermore, future research should pay attention
to the establishment and the effects that regulatory frameworks have on guiding Al in
marketing. Understanding how regulations change and affect the adoption of Al will be

potentially informative and insightful for the policymakers and business leaders alike.

15.4. Al's Impact on Consumer Behaviour and Perceptions

While this thesis has dwelled on professional and organizational roles of Al in social media
marketing, future research could also consider how Al influences consumer behaviours and
perceptions. For example, some of the very significant questions that would be considered in
further research include how consumers respond to Al-generated content, trust in Al-driven
interactions, and the psychological impacts of Al on brand perception. The studies in this field
will, therefore, help marketers develop strategies that meet consumer expectations in an

increasingly Al-dominated world.
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15.5. Integration of Emerging Al Technologies

Finally, when these Al technologies are further developed, future research should be conducted
in order to understand how emerging tools and applications will affect social media marketing.
For instance, the future research may look at the role of Al in virtual and augmented reality,
voice search, and advanced predictive analytics. Knowing how these technologies will disrupt
the industry further can help professionals not only understand what will be different but also

anticipate the next wave of innovation.
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17. Appendix

Al Impact Perception by Employment Status
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Figure 14: Perception of Al’s Impact by Employment Status
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17.1. Survey Flow

Block: Preface (1 Question)

Standard: General Demographics (6 Questions)

Standard: Job Demographics (3 Questions)

Standard: AI and its usage (3 Questions)

Standard: AI Integration in Social Media Marketing (7 Questions)
Standard: Emerging Job Roles and Skills (6 Questions)

Standard: Challenges and Ethical Considerations (3 Questions)
Standard: Consumer Perception and Experience (3 Questions)
Standard: Future Trends and Development (3 Questions)

Dear participant,

Thank you for taking the time to participate in this survey, which is a crucial part of my
master’s thesis research at Catolica Lisbon School and Business and Economics and ESCP
Business School.

The focus of this study is on the evolving role of Al in social media marketing, particularly
how it is reshaping traditional job roles and the necessary skills in this industry. This survey

should take approximately 7 minutes to complete.

Your participation is entirely voluntary, and all responses will remain anonymous and
confidential. The data collected will be used solely for academic research purposes.

If you have any questions or require further information about this survey, please do not
hesitate to contact me at s-vghai@ucp.pt.

Thank you in advance for your valuable insights and time!

Best regards,
Vasudha Ghai



How old are you?
Under 18 (1)
18-24 (2)
25-34 (3)
35-44 (4)
45-54 (5)

55 and above (6)

What is your gender?
Male (1)
Female (2)
Non-binary / third gender (3)

Prefer not to say (4)

What is your nationality?

V Afghanistan (1) ... Zimbabwe (216)

Which country do you currently reside in?

V¥V Afghanistan (1) ... Zimbabwe (216)
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What is your highest completed degree?

None (1)

Less than high school (2)

High school graduate (3)

Bachelor's Degree (4)

Master's Degree (5)

PhD/Doctorate (6)

What is your current employment status?

Employed full time (1)

Employed part time (2)

Unemployed looking for work (3)

Unemployed not looking for work (4)

Retired (5)

Student (6)

Disabled (7)
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What is/was your job role(s)?

Content Strategist (1)

Copywriter (2)

Graphic Designer (3)

Social Media Manager (4)

Performance Marketing (5)

Other (Please specify) (6)

How many years of work experience do you have?
Less than 1 year (1)
1-3 years (2)
4-6 years (3)
7-10 years (4)

More than 10 years (5)
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Which industries did you work in?

Agency (worked at a marketing agency) (1)

Technology (2)

Retail (3)

Finance (4)

Healthcare (5)

Media & Entertainment (6)

Other (Please specify) (7)

Before we begin, I’d like to provide a brief overview of Artificial Intelligence (Al) and gather
some information on your familiarity with the concept.

According to Russell and Norvig (2016), Artificial Intelligence (Al) refers to the
development of computer systems that can perform tasks typically requiring human
intelligence, such as visual perception, speech recognition, decision-making, and language
translation.

In the context of social media marketing, Al is often utilized to automate content creation,
analyse consumer data, and personalize user experiences.
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How familiar are you with the concept of AI?

Not familiar at all (1)

Slightly familiar (2)

Moderately familiar (3)

Very familiar (4)

Extremely familiar (5)

How comfortable are you with using Al-driven tools in your professional or personal life?

Extremely uncomfortable (1)

Somewhat uncomfortable (2)

Neither comfortable nor uncomfortable (3)

Somewhat comfortable (4)

Extremely comfortable (5)

Impact of Al on Traditional Roles in Social Media Marketing

In this section, we will explore how Al is influencing traditional job roles in social media
marketing, such as content strategists, copywriters, and graphic designers. Your responses
will help understand the extent to which Al is reshaping these roles and the specific ways it is
impacting the industry.
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How has Al affected your daily tasks in social media marketing?

Greatly reduced manual work (1)

Somewhat reduced manual work (2)

No change (3)

Somewhat increased manual work (4)

Greatly increased manual work (5)

Do you currently use Al-driven tools or applications in your social media marketing efforts?

Yes (1)

No (2)

Not Sure (3)

Display This Question:

If Do you currently use Al-driven tools or applications in your social media marketing efforts? = Yes




&5

Which Al tools do you use in your current role? (Select all that apply)
Chatbots (e.g., ChatGPT, Drift, Intercom) (1)

Predictive analytics (e.g., Hootsuite Insights, Sprinklr, Google Analytics with
Al features) (2)

Content generation tools (e.g., Jasper, Writesonic, Copy.ai) (3)
Social media monitoring tools (e.g., Brandwatch, Mention, Talkwalker) (4)
Automated scheduling tools (e.g., Buffer, Hootsuite, Sprout Social) (5)

Others (please specify) (6)

None of the above (7)

Display This Question:

If Do you currently use Al-driven tools or applications in your social media marketing efforts? = Not Sure
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Have you used any of the following tools in your current role? (Select all that apply)
Chatbots (e.g., ChatGPT, Drift, Intercom) (1)

Predictive analytics (e.g., Hootsuite Insights, Sprinklr, Google Analytics with
Al features) (2)

Content generation tools (e.g., Jasper, Writesonic, Copy.ai) (3)
Social media monitoring tools (e.g., Brandwatch, Mention, Talkwalker) (4)
Automated scheduling tools (e.g., Buffer, Hootsuite, Sprout Social) (5)

Others (please specify) (6)

None of the above (7)

Display This Question:

If Do you currently use Al-driven tools or applications in your social media marketing efforts? = No
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Have you used any Al-driven tools outside of your role? (Select all that apply)

Chatbots (e.g., ChatGPT, Drift, Intercom) (1)

Predictive analytics (e.g., Hootsuite Insights, Sprinklr, Google Analytics with
Al features) (2)

Content generation tools (e.g., Jasper, Writesonic, Copy.ai) (3)

Social media monitoring tools (e.g., Brandwatch, Mention, Talkwalker) (4)

Automated scheduling tools (e.g., Buffer, Hootsuite, Sprout Social) (5)

Others (please specify) (6)

None of the above (7)

To what extent do you agree with the following statement:

Strongly Somewhat Somewhat Strongly
disagree (1) disagree (2) Neutral (3) agree (4) agree (5)

Al has
positively
impacted the
efficiency of
my role in
social media
marketing. (1)
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Emerging Job Roles and Skill Requirements
As Al becomes more integrated into social media marketing, new job roles are emerging, and
the skills required for professionals are evolving. This section seeks to identify these new

roles and the essential skills needed to thrive in an Al-driven marketing landscape. Your
insights are invaluable in capturing these trends.

Have new job roles been created in your organization due to AI?
Yes (1)
No (2)

Not sure (3)

Display This Question:

If Have new job roles been created in your organization due to AI? = Yes

S

Which of the following roles have emerged? (Select all that apply)

Al Specialist (1)

Data Analyst for Social Media (2)

Automation Expert (3)

Content Personalization Manager (4)

Other (Please specify) (5)
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Display This Question:

If Have new job roles been created in your organization due to AI? = Not sure

Have any of the following roles (or another) emerged in your workplace? (Select all that
apply)

Al Specialist (1)

Data Analyst for Social Media (2)

Automation Expert (3)

Content Personalization Manager (4)

Other (Please specify) (5)

How important are the following skills in your current role?

Not at all Slightly Moderately Very Extremely Not
importantimportant important important important Applicable

Data analysis () +

Al tool proficiency () +

Creative thinking () +

Content strategy development () +
Collaboration and teamwork () +
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Has your organisation provided training or upskilling opportunities related to AI?
Yes, extensive training (1)
Yes, some training (2)
No, but planned (3)

No, not planned (4)

Training and Upskilling for Al in Social Media Marketing

Adapting to Al technology requires new skills and competencies. In this section, we will ask
about your experiences with training and upskilling initiatives related to Al in social media
marketing. Your feedback will help us understand how companies are preparing their
workforce for these changes.

What are the biggest challenges you face in using Al for social media marketing? Rank them
- 1 being most challenging, 5 being least challenging. Drag and drop them.

Understanding Al tools (1)

Lack of creativity in Al-generated content (2)
Integration with existing systems (3)

High costs of Al tools (4)

Ethical concerns (privacy, bias) (5)

Other (Please specify) (6)
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To what extent do you agree with the following statement:

Strongly Somewhat Somewhat Strongly
disagree (1) disagree (2) Neutral (3) agree (4) agree (5)
My
organization
has clear

policies to
address ethical
concerns
related to Al
in marketing.

(D

Iam
concerned
about the
ethical
implications
of Al in social
media
marketing (2)

This question
aims to check
if you are
paying
attention while
reading the
statements.
Please answer
this statement
with strongly
disagree. (3)

Consumer Perception of Al in Social Media Marketing

In this section, we will explore how consumers perceive Al-driven content and interactions
on social media platforms. We are interested in understanding your views on Al-generated
content, including your level of trust, satisfaction, and overall experience. Your responses will
contribute to a deeper understanding of how Al is shaping consumer behaviour and
expectations in the social media landscape.
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How do you think consumers perceive Al-generated content compared to human-generated
content?

More favourably (1)

About the same (2)

Less favourably (3)

Not sure (4)

Have you noticed any changes in consumer engagement since implementing Al-driven
strategies?

Significant increase (1)

Some increase (2)

No change (3)

Some decrease (4)

Significant decrease (5)

Future Trends and Challenges

Al brings both opportunities and challenges to social media marketing. In this section, we
will explore the various challenges and limitations you may have encountered when
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integrating Al into marketing strategies. Your responses will provide insight into the practical
hurdles faced by professionals in the field.

How likely are you to recommend Al tools for social media marketing to a colleague?

Extremely unlikely (1)

Somewhat unlikely (2)

Neutral (3)

Somewhat likely (4)

Extremely likely (5)

In the next 5 years, how do you expect Al to change your role in social media marketing?

It will completely transform my role (1)

It will replace my role (2)

It will moderately change my role (3)

It will have minimal impact (4)

It will not impact my role at all (5)

Not sure (6)
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Interview Questions

Background Information:

o

Please, briefly tell me about your position in your job and your function within the
company.
For how long have you worked in social media marketing, and what was your

previous experience in the field of social media marketing?

Company Overview:

o

©)

Can you briefly describe your company's approach to social media marketing?

How does your company apply the use of Al in social media marketing?

Impact of Al on Traditional Roles:

o

This would be an excellent opportunity to ask how Al, based on their experience,
has begun to influence traditional roles within the company related to content
strategists, copywriters, and graphic designers?

In your opinion, are there any specific examples from your experience where

these roles are automated or fine-tuned by AI?

Emerging Job Roles:

©)

Are there any new roles or job titles created within your company with regard to
Al integration in social media marketing? Yes, then what?
How do these new roles differ from traditional roles, and what different skills are

needed?

Skills and Competencies:

©)

Based on your experience, what skill sets do you think are core for professionals
working with social media when Al intervenes?

Has your company organized any upskilling or reskilling initiatives for its
employees to help adapt to AI? If yes, how effective do you think these initiatives

were?
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Challenges and Limitations:

o

What do you feel are the main challenges your company is presently facing in
terms of integrating Al into social media marketing?
How does your team feel it is managing to balance the use of Al against human

creativity and intuition in marketing efforts?

Ethical Considerations

o

How does your company address the looming ethical concerns regarding Al in
marketing, such as those concerned with privacy and algorithmic bias?
Have you encountered any specific ethical challenges to date with using Al in

your marketing efforts?

Future Perspective

o

What role do you think Al will play in your social media marketing strategy in the
next 5 years?
What recommendations would you give to other companies looking to integrate

Al into their social media marketing?
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