The Role of Artificial Intelligence Generated Content in Service Marketing:

A Case Study of -NG formation Boumerdes-

HOCINE GACEB DALILA MESDOUI
university of boumerdes — Algeria university of boumerdes — Algeria
h.gaceb@univ-boumerdes.dz d.mesdoui@univ-boumerdes.dz
Received: 20/02/2026 Accepted: 24/03/2026 Published: 31/05/2026

Abstract:

This study explores the transformative impact of generative artificial intelligence (Al) on service marketing
strategies, specifically addressing the scalable content-generation challenges faced by startups. Through a case
study of NG SCHOOL, the research reveals that integrating Al for textual, visual, and video content significantly
boosts operational efficiency, optimizes costs, and enhances consumer engagement via hyper-personalization
and large-scale A/B testing. This digital transformation fosters organizational agility, enabling swift adaptation
to market dynamics. The study concludes that adopting generative Al is no longer optional, but a strategic
imperative for service-oriented organizations to achieve sustainable growth and a robust competitive

advantage in today's dynamic digital ecosystem.
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Introduction:

In the context of the rapid transformations characterizing the global economy because of the Fourth
Industrial Revolution, artificial intelligence has emerged as a driving force reshaping business models and
competitive rules across various sectors. The marketing sector- particularly service marketing- has not been
immune to this transformation, as success has become contingent upon the ability to communicate effectively
with audiences and deliver engaging, personalized content at scale, a challenge that has long constituted both

an operational and strategic burden for organizations.

In this context, generative artificial intelligence (Generative Al) has emerged as a revolutionary tool that goes
beyond data analysis and prediction to encompass the creation of entirely new content, including text, images,
and videos. This technological advancement has opened unprecedented horizons for marketers, promising
cost reduction, accelerated production cycles, and enhanced brand capability to craft highly personalized

marketing messages.

However, the transition from the theoretical promises of these technologies to effective practical
implementation capable of generating real competitive advantage remains unclear for many organizations,

particularly startups.
Research Problem
Based on the foregoing, the central research problem of this study is articulated as follows:

What is the actual role played by generative artificial intelligence—generated content in service
marketing strategies, and how can it be practically implemented to achieve growth objectives for

startup organizations?
This main question gives rise to several subsidiary questions:

- What are the key tools and methodologies used to integrate generative Al into the marketing content
creation process?

- What tangible benefits and strategic impacts result from adopting these technologies in terms of
operational efficiency, content quality, and market adaptability?

- Towhat extent does this approach enhance the competitive capacity of a startup service organization in a

dynamic market?
Research Objectives
This study primarily aims to:

- Review the theoretical framework of generative artificial intelligence applications in marketing content

creation.
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- Analyze and document the practical experience of NG SCHOOL in adopting Al tools to build its advertising
content.

- Identify the direct and indirect benefits resulting from this adoption in terms of operational efficiency and
strategic growth.

- Formulate practical conclusions and recommendations regarding best practices for integrating artificial

intelligence into service marketing.
Structure of the Study
To address the research problem and achieve its objectives, this study structured around two main sections:

First Section (Theoretical Framework): This section addresses the fundamental concepts of generative artificial
intelligence, reviews its main applications in digital marketing, distinguishes it from analytical artificial

intelligence, and highlights its benefits in content generation.

Second Section (Field Study): This section focuses on the case study of NG SCHOOL, analyzing its practical use
of Al tools in textual and visual content creation (images and videos), followed by an evaluation of the strategic
benefits and impacts resulting from this adoption. The study concludes with a summary of the key findings and

future-oriented recommendations.

1. First: The Theoretical Framework of Generative Artificial Intelligence in Marketing Content

Creation

1.1  Concept of Generative Artificial Intelligence:
Artificial intelligence is a branch of computer science that aims to enable machines to analyze, simulate,

and replicate human communication and behavior in its simplest forms. It refers to technologies or
systems capable of performing tasks by simulating human cognitive abilities and continuously
improving based on the data they collect.(2024 «¢Lsw!)

1.2 Key Areas of Artificial Intelligence Applications in Digital Marketing:

Initially, digital marketers expressed hesitation toward the adoption of artificial intelligence technologies.

However, empirical studies have demonstrated that Al will drive significant dynamic transformations in this

field. The most prominent applications include:(2023 (§ yxs)
Content Creation:

Al enables automated content generation based on encoded and structured data, saving time and resources,

and supporting automated report and news generation.
Product Recommendation and Content Organization:

Al systems analyze user behavior and preferences to recommend relevant products and services, as exemplified

by platforms such as Netflix.
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Website Design:

Al-powered tools facilitate automated website creation through image and text analysis, reducing cost and

development time.

Predictive Analytics:

Al analyzes historical data to forecast future customer needs and behaviors.
Digital Advertising:

Al optimizes advertising campaigns across platforms such as Facebook, Google, and Instagram by improving

targeting accuracy and timing.
Search Engine Optimization:

Al influences content creation strategies through advancements such as voice search and evolving Google

algorithms.
Email Marketing:

Al enables personalized email content, optimal timing, and improved engagement rates through machine

learning.
A/B Testing:

Al-driven tools test multiple hypotheses simultaneously, accelerating optimization and increasing conversion

rates.

Fig N° 1: Key Areas of Artificial Intelligence Applications in Digital Marketing
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1.3 Distinguishing Generative Al from Analytical Al in Marketing:

Enter the contents of the thirdsubtitle here. Analytical Artificial Intelligence represents a classic and widely
accessible form of Al that has been utilized for decades. In terms of similarities, both Analytical Al (also referred
to as Predictive Al or Discriminative Al) and Generative Al rely on statistical machine learning. a method for
training models on historical data and utilizing these models to generate predictions. However, these two forms
of Al diverge in their objectives, employ different types of algorithms, utilize distinct data types, and produce

different forms of output.

Analytical Al seeks to analyze historical data to forecast future outcomes using structured (typically numerical)
data. Most Analytical Al algorithms utilize variants of predictive models, such as regression analysis, neural
networks, and causal forests, among others, which are characterized by being relatively interpretable and
explainable. For instance, by leveraging historical data on customer purchases, Analytical Al can infer which
product a customer is most likely to purchase next or the price point a customer is inclined to pay for a specific
product. Spotify leverages Analytical Al to suggest playlists that reflect a particular activity (such as dining) ora
motivation (such as exploration) expressed by users. Similarly, banks employ Analytical Al to categorize

customers into those most or least likely to default on loans. (satornino, 2025)

In summary, Analytical Al is the tool that corporations leverage to optimize their operations at scale across
various functional domains. (siegel, 2024) Accordingly, Al-driven predictions underpin millions of business
decisions, including determining whom to contact, mail, approve, test, diagnose, or schedule (Yen, 2025). These
applications of Al have become ubiquitous in fields encompassing advertising, marketing, customer service,
sales, and market discovery. Numerous studies underscore the capacity of these models to generate significant

value added, and these practices have further facilitated the reduction of prediction costs (Agrawal, 2019).

Table N°1: Comparison of Analytical Al and Generative Al in Marketing Applications

Functional Area Analyrtical Al Generative Al

® Drafting initial marketing plans

® Predicting segment  membership

STP  (Segmentation, ® (ritiquing and evaluating marketing

. despite incomplete data .
Targeting, P P strategies

Positioning) ® Forecasting Customer Lifetime Value ® Developing tailored  positioning

(CLV).

statements.

4 Ps (Product, Price,

Place, Promotion)

Predicting optimal pricing strategies.
Identifying  the most  effective
promotional offers

Forecasting optimal ad inventory and

pricing.

Creating advertisement copy and
creative assets.
Generating product descriptions

Summarizing customer reviews and

generating insights.
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®  Real-time prediction of customer mood ®  (Creating social media content.
during calls.

®  Predicting the best personalized offers.

® (reating synthetic respondents for

® Predicting survey completion times market research.
Market Research gsurvey p

. . . ® |deating new product concepts.
®  Conducting preliminary data analysis. g p P

®  Summarizing qualitative interviews.

Marketing-Related - . L] iti
g ®  Predicting fraudulent transactions. Writing source code

Functions " Forecasting product return probability. ®  Optimizing and refining code.

"  Generating sales scripts.

®  Lead scoring and predicting follow-up -

Sales Creating "sparring partner” scenarios

priority. for objection handling.

u Drafting initial responses to customer

complaints.

®  Real-time sentiment analysis of -

Customer Service Generating post-interaction

mplainants. . . . .
complainants summaries and identifying recurring

pain points.

Source: Dhruv Grewal. Cinthia B. Satornino and all ; How generative Al Is shaping the future of marketing
Journal of the Academy of Marketing Science . 53, P719-720 (2025). From
https://doi.org/10.1007/s11747-024-01064-3 .the 22/9/2025 at 21h43mn.

The integration of Artificial Intelligence into the marketing domain has evolved from a monolithic predictive
tool into a bifurcated ecosystem consisting of Analytical Al and Generative Al. While both paradigms are rooted
in statistical machine learning, they occupy distinct functional niches. Analytical Al serves as the "evaluative
brain,” focused on discriminative tasks, pattern recognition, and predictive accuracy. In contrast, Generative Al
acts as the "creative engine,” focused on synthesis, content production, and the simulation of human-like

outputs. This analysis explores how these two technologies dually augment marketing strategy and operations.

- Strategic Marketing and the STP Framework

In the realm of Segmentation, Targeting, and Positioning (STP), the roles of both Al types are complementary

rather than redundant.
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Analytical Al excels in predictive precision. By calculating Customer Lifetime Value (CLV) and identifying
segment membership through latent variables (even with incomplete datasets), itenables marketers to allocate

resources with mathematical certainty.

Generative Al shifts the focus toward strategic formulation. It assists in the "cold-start” problem by drafting
marketing plans and refining positioning statements. Its ability to "critique” strategies suggests a move toward

Al as a collaborative strategist rather than a mere data processor.

- Operationalizing the Marketing Mix (The 4 Ps)

The transition from Analytical to Generative Al within the 4 Ps represents a shift from Optimization to Creation:

Price and Place: Analytical Al remains dominant here, utilizing regression-based models and causal forests to
determine optimal price points and ad inventory bidding. It processes real-time variables. such as consumer

mood during a call to tailor immediate offers.

Product and Promotion: Generative Al thrives in these domains by reducing the marginal cost of content. It
automates the production of ad copy, product descriptions, and social media posts. Furthermore, its ability to
summarize vast amounts of customer reviews into actionable insights bridges the gap between raw consumer

feedback and product development.

- Paradigm Shifts in Market Research

The table highlights a significant evolution in research methodologies. While Analytical Al focuses on the
efficiency of data collection (e.g., predicting survey completion behavior), Generative Al introduces the concept
of Synthetic Data. The creation of "synthetic respondents” allows for the simulation of consumer behavior and
the generation of new product ideas without the logistical constraints of traditional focus groups. This

represents a transition from analyzing the market to simulating it.
- Enhancing Customer-Facing Functions (Sales and Service)
In Sales and Customer Service, the distinction is characterized by Intelligence vs. Interaction:

Sales: Analytical Al utilizes "Lead Scoring" to prioritize high-value prospects, whereas Generative Al generates
the scripts and "sparring” scenarios used to train sales teams, thereby enhancing the quality of the human-to-

human interaction.

Customer Service: The synergy is evident in sentiment analysis. Analytical Al detects the "emotional
temperature” of a complainant in real-time, while Generative Al provides the initial draft for a resolution,

ensuring that responses are both timely and contextually nuanced.

- Technical and Functional Support
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Beyond core marketing, the impact extends to technical infrastructure. Analytical Al serves as a defensive
mechanism (fraud detection and return probability), while Generative Al serves as an offensive tool in technical
development, generating and optimizing the source code required to power modern MarTech (Marketing

Technology) stacks.
Benefits of Generative Al in the Marketing Domain

Based on surveys conducted with a number of executives and managers of leading global corporations, the
utilization of Generative Artificial Intelligence (Al) provides them with several benefits, most notably:

(Satornino, 2025)

- Rapid Visual Synthesis: Generative Al enables the rapid creation of visual assets and imagery for new
marketing campaigns.

- Substantial Productivity Enhancement: The implementation of Generative Al significantly enhances
productivity across various business functions, including project feasibility studies, finance, marketing, and
human resource management (HRM), among others.

- Customer Service and CRM Automation: Generative Al is being deployed in customer service, with
several global enterprises adopting comprehensive automation for customer support and Al-driven
Customer Relationship Management (CRM). Advanced Al models are meticulously trained on potential
customer inquiries and their corresponding resolutions.

- Comprehensive Cost Reduction: Generative Al facilitates a reduction in overall operational costs
(specifically in terms of time and human capital), encompassing marketing expenditures. such as
copywriting and ad design as well as the development of software, e-commerce platforms, and landing
pages.

- Multimodal Content Creation: Generative Al is utilized to produce advertising copy and email
communications, integrating both textual and visual elements.

- Consumer Intelligence and Personalization: Generative Al is employed for gathering consumer insights,
achieving hyper-personalization at scale (for advertisements), conducting new product testing, and

decoding consumer sentiment.

Use of Artificial Intelligence Tools in Advertising Content Creation

1.1 The Concept of Al-Generated Content (AIGC)

Artificial Intelligence-Generated Content (AIGC) refers to the utilization of machine learning algorithms and
Natural Language Processing (NLP) to automate content creation. This technology enables business
organizations to produce content at scale, ensuring a continuous stream of fresh material. These algorithms
analyze vast datasets to identify patterns and preferences, resulting in personalized and targeted content,

which, in turn, reflects positively on social media engagement (Shamenda Shantatula, 2024).
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Al-driven content generation is revolutionizing numerous industries by streamlining various tasks and
facilitating decision-making processes. It involves the use of algorithms to generate text, images, and even
videos that serve multiple objectives. Various sectors are extensively adopting automated content creation
powered by Al, particularly in marketing ventures and customer service providers. Business organizations are
leveraging personalized content generated via data-driven algorithms that account for user behavior patterns
an approach that has found widespread utility in sectors such as retail and hospitality. This methodology allows
for the crafting of engaging and relevant content, thereby enhancing the overall customer experience (Burlacu,

2025).

1.2 The Significance of Utilizing Al in Marketing Content Generation

Social media platforms have fundamentally altered the way organizations communicate and interact with their
target audiences. To maximize the efficacy of social media marketing efforts, organizations must develop and
implement robust content strategies. Traditionally, content creation was a manual, time-consuming process.
However, with recent advancements in Al technology, content generation algorithms have gained significant

momentum and widespread adoption.

The emergence of Al in content creation has catalyzed a major transformation across various sectors, including
marketing, software design, entertainment, and personal communication (Davenport Guha, 2020). Al models
have been identified as invaluable tools for businesses, offering capabilities such as automated content
generation, quality enhancement, increased content diversity, and personalization. These models have
demonstrated the potential to simulate human creativity, albeit with a sensitivity to specific text prompts and
a requirement for human editing to refine the Al-generated output. Current Generative Al models represent a
paradigm shift compared to their predecessors, offering capabilities for autonomous content creation that were

previously the exclusive domain of human creators (Pescapé, 2024).

The integration of Al into social media strategy has been particularly transformative. Al is now employed in
content generation, personalized recommendations, chatbots, image and speech recognition, and sentiment
analysis (Biljman, 2024). These applications have led to increased efficiency and accuracy, superior audience

targeting, improved customer service, and cost reduction.

The transformative impact of Generative Al extends beyond mere efficiency gains; it touches upon the
fundamental aspects of marketing strategy and brand-consumer relationships. By enabling hyper-
personalization at scale, these technologies allow brands to transcend traditional demographic targeting in
favor of individualized messaging that resonates with specific consumer needs, preferences, and contexts
(Jainpaul, 2024). This translates into a greater capacity for customer engagement, the delivery of bespoke
experiences, the cultivation of loyalty, and the optimization of conversion rates, as consumers increasingly

expect relevant experiences tailored to their unique circumstances and interests.
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In this context, Generative Al has fundamentally altered content personalization capabilities, enabling brands
to transition from basic segmentation to individualized experiences. This is achieved through the dynamic
creation of unique content variants optimized for individual consumers based on comprehensive data profiles

(Reddy SG, 2023).

Furthermore, Generative Al is fundamentally changing the economics of content production, challenging
traditional assumptions regarding the relationship between quality, quantity, and cost in marketing content
strategy. The marginal cost of content creation decreases significantly with the application of Generative Al,
enabling business organizations to implement content-intensive strategies that were previously economically

unfeasible or required prohibitive costs that many could not afford (Ariyibi KO, 2024).

Generative Al also enables novel content experiences characterized by adaptability, interactivity, and narrative
complexity that surpass traditional static content models. These dynamic experiences respond to user actions,
preferences, and contexts in real-time, creating more engaging and memorable brand interactions that

strengthen emotional connections and information retention.

The role of Generative Al is not limited to replacing human creators; rather, it extends to augmenting their
capabilities and transforming creative workflows. Instead of the traditional linear process (from ideation to
execution), Al facilitates a more iterative and exploratory approach. Marketing teams can utilize it to generate
multiple initial concepts, explore diverse creative directions, and automate routine production tasks, thereby

liberating human creators to focus on higher-value strategic and conceptual aspects.

Ultimately, the most effective use of Generative Al lies not in isolated application, but through integrated
strategies that combine machine power with human authenticity. This is achieved through "Human
Augmentation maintaining a "Human-in-the-loop" (HITL) to review, refine, and oversee Al-generated content.
This approach ensures the maintenance of content quality, accuracy, and consistency with the brand voice,

while mitigating risks such as misinformation or algorithmic bias.
Utilizing Al Tools in Constructing Advertising Content for the Private Institution "NG FORMATIONS"

NG FORMATIONS for Training and Consulting is considered a pioneering institution in adopting modern
technologies, as itintegrates Generative Artificial Intelligence (GenAl) tools into the core of its digital marketing
strategy. This section aims to examine the practical application of these tools in creating various types of

advertising content.

2.1 Al-Driven Text Content Generation at NG FORMATIONS

Textual content represents the cornerstone of any marketing campaign; it is the primary medium for
communicating with the target audience and conveying the brand message. NG FORMATIONS has achieved
a paradigm shift in this field by transitioning from traditional copywriting methods to relying on intelligent

models and GenAl tools.
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A. Tools Utilized:
The institution relies on a diverse suite of tools to ensure content quality and variety, most notably:

General GenAl Tools: Such as GPT-4 and Gemini for generating initial ideas, long-form drafts, and creative

content.

Specialized Copywriting Tools: Such as Jasper.ai and Copy.ai, which provide ready-made templates specifically

designed for writing advertisements, social media posts, and emails.
B. Work Methodology:

The institution follows a structured process for text content creation that ensures maximum benefit from Al
capabilities while maintaining the human touch and strategic oversight. The methodology can be summarized

in the following steps:

Planning and Goal Setting (Human Input): Before utilizing any tool, the marketing team at NG FORMATIONS

defines clear strategic inputs, relying on Analytical Aland human expertise. This stage includes:

Defining the Target Audience Persona: Accurately identifying audience segments (e.g., recent graduates

seeking job market skills, employees seeking promotion, or corporate managers looking for team training).

Defining the Core Message and Ad Objective: Whether the goal is awareness of a new training course,

encouraging registration for a free workshop, or highlighting success stories of previous trainees.
Prompt Engineering:

This is the stage of direct interaction with the Al tool. The team crafts detailed and precise prompts.
Example of a prompt to create a Facebook post for a "Digital Marketing" course:

"You are an expert copywriter. Write 3 different versions of a Facebook advertisement post to promote
a new 'Digital Marketing' training course offered by NG FORMATIONS. The target audience consists of
recent graduates and small business owners in Algeria. Focus on the practical benefits of the course, such
as 'securing a job quickly’ and ‘increasing business sales.’ The post must include an engaging opening
question, a bulleted list of the main course modules, and a clear Call to Action (CTA) such as 'Register

now and get a 20% discount," accompanied by appropriate emojis."
Generation, Review, and Refinement (Human-in-the-Loop):

The Al generates several options based on the input prompt. Here, the human team performs the

following:

Output Evaluation: Selecting the best version or merging the strongest parts of multiple versions.
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Editing and Polishing: Adding a human touch, ensuring the text is error-free, and adapting it to align

perfectly with the NG FORMATIONS brand identity.
C. Examples of Al-Generated Textual Content at NG FORMATIONS:

Social Media Posts (Facebook, Instagram, LinkedIn): Creating diverse and engaging daily content

including tips, course announcements, and interactive questions.

Email Marketing Campaigns: Writing personalized emails for different customer segments, such as

welcome messages, newsletters, and exclusive offers for alumni.

Landing Page Content: Crafting persuasive copy for course registration pages, focusing on benefits and

features to drive conversion.

Blog Articles: Generating initial drafts for educational articles related to the institution's training fields,

contributing to its credibility as an industry expert.
D. Initial Impact:
Adopting this methodology at NG FORMATIONS has led to remarkable results, including:

- Increased Content Production Speed: Reducing the time required to launch advertising campaigns from
days to hours.

- Cost Reduction: Decreasing reliance on external content writers and redirecting resources toward other
strategic aspects.

- Enhanced Personalization: The ability to create precisely targeted advertising messages for each audience
segment, leading to higher engagement and conversion rates.

- Alis no longer merely a supporting tool at NG FORMATIONS; it has become a strategic partner in the
textual content creation process, liberating the human team to focus on creativity, strategy, and oversight.

2.2 Al-Driven Image and Video Generation at NG FORMATIONS

In the highly competitive digital marketing environment, textual content alone is no longer sufficient to capture
attention. Visual content—images and videos—plays a crucial role in increasing engagement and effectively
conveying messages. NG FORMATIONS recognized this reality and strategically integrated GenAl tools into its
visual content production process, achieving a qualitative leap in the quality and speed of its social media

advertising campaigns.
A.Image Generation:

Prior to adopting Al technologies, the institution relied on stock photos or graphic design services, which
presented challenges related to high costs, long production times, and limited creativity or lack of precise brand

representation. Today, this reality has radically changed through reliance on advanced image generation tools.
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Tools Utilized:

NG FORMATIONS uses various specialized platforms serving different objectives:

Ideogram Al: Primarily utilized for its superior ability to integrate text within images clearly and accurately—a

vital feature for ads requiring the course name or a motivational phrase directly on the design.

Nano & Banana (and similar tools): Used to explore diverse artistic styles and generate creative or abstract

imagery difficult to achieve through traditional methods, giving the institution's campaigns a unique visual

character.

Work Methodology:
The institution follows a precise process to transform strategic ideas into impactful advertising images:

Phase 1: Visual Concept Definition: The marketing team defines the general idea, target audience, and
intended emotions (e.g., ambition, confidence, professionalism).

Phase 2: Prompt Crafting: The team writes highly detailed text prompts. For example: "A photorealistic
photograph of a confident young female manager in a modern office, leading a successful meeting
with her team. Her face should reflect calmness and focus. Lighting is warm and natural. In the
background, a whiteboard with 'Emotional Intelligence’ written in elegant, clear script. Use
professional, calm colors like blue and gray.”

Phase 3: Iteration & Refinement: The tool generates several options. The team selects the image closest
to the concept and refines it by adjusting the prompt or using "Inpainting” techniques to fix specific
parts. Finally, the NG FORMATIONS logo and minor adjustments are added using Canva to ensure

brand consistency.

B. Video Generation:

Short-form video is the most consumed format on platforms like Instagram Reels, TikTok, and YouTube
Shorts. Recognizing this, NG FORMATIONS is among the early adopters exploring and applying the

latest Al video generation tools.

Tools Utilized:

The institution adopts a dual strategy combining currently available tools with preparation for future

advancements:

RunwayML: The primary tool used for creating short video clips from static images (Image-to-Video),
allowing for the animation of previously created advertising images.

Sora or Veo: Anticipated primary tools for generating short videos directly from text.
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Work Methodology:
Video production is more complex and requires greater integration between machine and human:

- Phase 1: Script & Storyboard: Conceptualizing a story for a short ad (not exceeding 15 seconds). For a
"Project Management" course: Scene 1: Exhausted employee (3s); Scene 2: Screen showing PM
software interface (4s); Scene 3: Same employee smiling confidently (4s); Scene 4: Logo and CTA (4s).

- Phase 2: Scene Generation: Using tools like Runway to create each scene individually via precise
prompts.

- Phase 3: Human Editing & Post-production: This is the critical step. Generated clips are assembled in
professional editing software where a human editor adds sound effects, background music,

voiceovers, and motion graphics, ensuring narrative and visual cohesion.

This innovative approach has enabled NG FORMATIONS to achieve Agility (producing high-quality visual
contentin one day), Cost-Effectiveness (reducing budgets for photographers and videographers), and Extensive

A/B Testing capabilities.
2.3 Advantages and Impacts of Al in Generating Digital Advertising Content for NG FORMATIONS

The adoption of GenAl by NG FORMATIONS was not merely a technical update but a comprehensive strategic

transformation. These impacts can be summarized into four interconnected pillars:
A. Operational Efficiency & Cost Reduction:

Time Compression: The production cycle was compressed from weeks to days, or even hours, allowing for rapid

response to trends or "Flash Sales."

Direct Cost Saving: Significant reduction in spending on external production services (stock photos,

freelancers). These savings were redirected toward ad spend, maximizing reach.

Human Resource Liberation: Al did not replace the team but freed them from routine, time-consuming tasks to

focus on high-value strategic and creative functions.
B. Content Quality & Hyper-Personalization:

Personalization at Scale: The institution can now effortlessly create dozens of versions of the same ad tailored
to different segments (e.g., different tones for engineers vs. marketing managers), increasing relevance and

conversion.

A/B Testing & Optimization: Al facilitates large-scale testing of multiple headlines, images, and CTAs, allowing

algorithms to automatically identify the most effective combinations.
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Innovative Visual Quality: GenAl allowed for the production of unique visual content that accurately reflects

the brand's identity, moving away from stereotypical stock imagery.
C. Market Agility & Adaptability:

Rapid Course Launch: All promotional materials for new courses are generated in record time, accelerating

time-to-market.

Better Data Utilization: Performance data (e.g., which images get the highest CTR) is analyzed to guide GenAl

in creating even better content in a continuous feedback loop.
D. Strategic Impact on Growth:
These benefits have become a primary engine for the institution's growth by:

- Increasing Brand Awareness through consistent and engaging presence.

- Improving Customer Acquisition via personalized ads that lower the Cost Per Acquisition (CPA).

- Strengthening Position as an Innovative Institution, thereby enhancing customer trust.

- The case study of NG FORMATIONS proves that the strategic and systematic use of Generative Al in
service marketing is a practical reality yielding tangible results. The institution has evolved from a mere
consumer of digital platforms into an intelligent, efficient, and personalized content creator, securing

a genuine competitive advantage.

5. Conclusion:

Modern technological advancements have revolutionized organizational paradigms. Among these, Artificial
Intelligence (Al) stands out as a transformative force, enabling institutions to emulate cognitive functions and
enhance their operational and marketing strategies to be more intelligent, impactful, and adaptive to the
external environment. This aligns with the strategic direction of (NG School), which has prioritized the

integration of Al-driven tools. This study has yielded the following key findings:

Diverse Al Ecosystem: The study identifies a wide array of Al tools, including ChatGPT-3, You.com, Perplexity
Al, Bard Al, and Compose. These tools perform multifaceted functions ranging from conversational
engagement and automated query response to translation, linguistic correction, ideation, creative writing,
dialogue optimization, and sophisticated content and data analytics—all of which contribute significantly to

organizational efficiency when seamlessly integrated.

Paradigm Shift in Digital Marketing: The synergy between Al applications and modern technological tools has
triggered a qualitative leap in the digital marketing of services. This evolution spans from intelligent, voice, and
visual search to chatbots and automated service descriptions, culminating in hyper-targeted advertising. Such
advancements ensure a seamless, utilitarian, and highly effective user experience on digital platforms, signaling

an increasingly revolutionary technological future.
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Enhancing Customer Experience (CX): Al tools have played a pivotal role in optimizing service experiences and
elevating customer satisfaction levels. This was achieved through the effective deployment of these tools in
analyzing customer data and deciphering the behaviors and preferences of parents and students—the primary

stakeholders of (NG School).

Proactive Strategic Vision: (NG School) has adopted a strategic vision driven by a proactive response to future
labor market requirements. This vision positions the institution as a catalyst for "smart transformation” within

the economic fabric and an internal engine for marketing efficiency and sustainable growth.

Market Dynamics and Content Curation: The institution leveraged Al tools to analyze market dynamics, define
target audience personas, and curate compelling visual and textual advertising content across various digital

platforms.
Recommendations:
Based on the findings of this study, the following recommendations are proposed:

Strategic Awareness: It is imperative for (NG School), now more than ever, to internalize the strategic
importance of Al implementation in marketing its educational services, particularly in light of the intensifying

competition within the private training and education sector.

Knowledge Management and Digital Transformation: There is a vital opportunity to harness Al technologies to
preserve accumulated human expertise by digitizing itinto "smart assets.” These assets can subsequently serve
as a sophisticated knowledge base for researchers and practitioners interested in the field of Artificial

Intelligence.
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