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Abstract

This study examined how Swedish digital marketers use Al and its impact on their
workflow, as well as the limitations of adopting Al for digital marketing.
Semi-structured interviews were performed with Swedish digital marketing
professionals, and a thematic analysis was conducted to identify themes and patterns
that appeared in the data collection.

The software used by participants varied, but all seven utilized ChatGPT. Five used
Google Ads and Google Analytics, three used Adobe software (including Adobe
Firefly and Photoshop), and two used Midjourney. Other software was also used
independently by participants.

The findings indicate that AI has enhanced perceived productivity and proved
valuable to marketers. Those who employed Al technology reported more effective
work sessions and shorter work completion times. However, the study also identified
significant limitations of Al in digital marketing. These limitations include Al's
inability to match human creativity, which limits the development of creative brand
storylines, campaign designs, and content production. Additionally, issues with the
tone and accuracy of generative Al content highlight the need to maintain authenticity
and reliability in marketing communications. Marketers expressed concerns about the
accuracy and quality of Al-generated information and sought clearer guidelines and
regulations regarding the use of Al tools.
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1 Introduction

In today's marketing world, most people have heard of the terms artificial intelligence
(AI) and digital marketing. Companies utilize digital marketing to increase brand
recognition, improve engagement, and enhance the user experience (Pifieiro-Otero &
Martinez-Rolan, 2016).

In recent years, there has been an increase in the number of Al technologies available
online. Since the introduction of openAl's ChatGPT in November 2022 (OpenAl,
2022), Al has been a popular topic of discussion, with many research and school
papers dedicated to the issue (Maslej et al., 2023).

There are many existing Al tools that can be applied to the field of digital marketing
in 2024, and Al has become a foundation for modern digital marketing (Ziakis &
Vlachopoulou, 2023).

However, there is still a lack of research on how these tools are actually used by
digital marketing professionals. Sweden has fallen behind in the development of Al,
with limited knowledge and utilization compared to other nations around the globe
(Warrol, 2024). Therefore, this thesis delves into the topic of how Al tools are utilized
by Swedish digital marketing professionals. The study contributes to mapping the
usage of Al in digital marketing. Interviews were performed to gain a deeper
understanding of their experiences and opinions about Al tools connected to their

work and what they believe are the limitations of these tools.

1.1 Disposition
The following parts of the thesis are:

(i) Chapter two, Background. This chapter is about previous research made within the
field of digital marketing, and it also explores related works to establish what previous
literature and research have been made related to the purpose and research questions
of this thesis. The reader will be able to gain a deeper understanding of the subject,
relevant terms, and recognize previous research that has been conducted within the
field. (i) Chapter three, Motivation and Aim. This chapter consists of the problem
statement, purpose and research questions, and scope and limitations. Here, the
research questions will be introduced to the reader, along with the purpose of the
research and why it is relevant to research. (iii) Chapter four, Method and
Implementation. This chapter explains what research methods have been used to
conduct the research and how the data has been collected and analyzed. (iv) Chapter
five, Results. Data gathered throughout the study was displayed and analyzed. (v)
Chapter six, Discussion. The results are interpreted, and the aim is to showcase the
broader implications of the research. (vi) Chapter seven, Conclusion. The conclusion
provides a concise summary of the main points of the study.




2 Theoretical Background

In this section, the basic concepts that this study is based on will be explained. By
tracing earlier works and relevant research, the groundwork required for

understanding the significance and relevance of the study will become clear.

2.1 Digital Marketing

Marketing could be defined as a collection of actions in which a company evaluates
the demands of its target audience and develops strategies to provide value to
customers (Arce et al., 2023). Marketing techniques and customer behavior will alter
as the years go by when new technology is available (Davenport et al., 2020).

The initial approaches to digital marketing characterized it as a projection of
traditional marketing, including tools and tactics, onto the Internet (Pifieiro-Otero &
Martinez-Roléan, 2016). Desai & Vidyapeeth's (2019) article defines digital marketing
as the promotion of items using digital technologies such as the Internet, mobile
phones, display advertising, and other media. Since its inception in the 1990s and
early 2000s, digital marketing has evolved and raised the bar for marketing, forcing
firms to adapt as digital platforms become more integrated into marketing plans and
daily use. Consumers may prefer digital gadgets over physical retail locations, and
digital marketing strategies have become more precise and efficient (Desai &
Vidyapeeth, 2019).

Today, rather than being a subset of traditional marketing, digital marketing has
evolved into a unique phenomenon that combines customization with mass
distribution to achieve marketing objectives (Pifieiro-Otero & Martinez-Rolan, 2016).
Technological convergence and device proliferation have resulted in an expansion of
how we think about marketing on the Internet, pushing the limits towards a new idea
of digital marketing that is user-centered, more quantifiable, and interactive
(Pifieiro-Otero & Martinez-Rolan, 2016).

With the expansion and development of technology nowadays, there are numerous
forms of digital marketing, with search engine optimization (SEO) being a major one
(Mittal & Tandon, 2023). The primary goal of SEO is to drive more visitors to a
website, resulting in an increase in income. A website can be stunning, but if it lacks
SEQ, it will rank lower in search engine result pages, such as Google searches (Mittal
& Tandon, 2023). SEO focuses on evaluating website ranking algorithms and
combining the most relevant keywords currently sought by customers into the
website's description displayed on search engine result pages. This method tries to
improve the website's rating, increase the usefulness of HTML meta tags, and
optimize HTML URLs. Moreover, firms may get a high return on investment (ROI)
by employing SEO tactics (Mittal & Tandon, 2023).




Desai & Vidyapeeth (2019) identified the following as some of the most common
digital marketing strategies:

(?) Social media marketing, this approach includes marketing your brand and content
across several social media platforms to increase brand visibility, boost website
traffic, and generate potential customers for your company. (if) Content marketing,
refers to creating and promoting content assets to improve brand awareness, website
traffic, lead generation, and customer acquisition. Blog posts, eBooks, whitepapers,
infographics, online brochures, and lookbooks are all examples of channels that may
be used in a content marketing plan. (iii) Affiliate marketing, is a performance-based
advertising strategy in which a person earns commissions for promoting items or
services of others on a website. Affiliate marketing channels include actions like
hosting video ads through the YouTube Partner Program and posting links on social
media sites. (iv) Native advertising, refers to commercial content that is mostly
content-driven and easily incorporated into a platform alongside organic, unpaid
content. Some see social media advertising, such as Facebook and Instagram
advertisements, as falling under the category of native advertising (Desai &
Vidyapeeth, 2019).

2.2 Al Tools in Digital Marketing
Theodoris & Gkikas (2019) define Al as the study of computing methods that mimic

human actions and require intelligence. Al systems learn from data and make
decisions, as noted by Deng & Lin (2022). According to Ziakis & Vlachopoulou
(2023), Al algorithms form the cornerstone of modern digital marketing, enabling
analysis of wvast data, pattern recognition, prediction, and autonomous
decision-making. With its real-time data focus, digital marketing stands to benefit

significantly from Al advancements.

The use of Al can be seen in a variety of creative fields. Anantrasirichai & Bull
(2022) state that Al has been used in fields such as audio, picture, and video analysis,
gaming, journalism, scriptwriting, filmmaking, social media analysis, and marketing.

Al in marketing is the process by which businesses employ Al technologies to tailor
content, boost consumer connections, and provide actionable insights that lead to
good business results (Arce et al., 2023).

Al tools can help marketers with strategies and tasks such as data analytics,
personalization, automating repetitive tasks, ad campaign optimization, trend
prediction, and price optimization (Arce et al., 2023). Moreover, Al may help with
brand recognition by analyzing engagement data and developing more effective
branding strategies, and it can also help improve ad choices by determining the best
channels and times to reach the target audience (Acre et al., 2023). This not only




improves the efficacy of digital marketing but also helps to minimize unnecessary
costs.

One of the primary advantages of Al-based digital marketing is its ability to reach a
larger audience while remaining more economical (Mittal & Tandon, 2023). The
study that Mittal and Tandon (2023) conducted also found that in order to reach more
customers and increase brand recognition, businesses should use a variety of digital
marketing platforms that are suited to their operations and products. Al can provide
information that allows businesses to personalize their messaging, better focus their
marketing efforts, and improve the consumer experience. Businesses can create
tailored digital marketing with AI. For instance, there are several use cases of
Al-powered marketing initiatives that have already demonstrated strong ROI,
engagement, retention, improved customer experience, and ongoing value
propositions (Chintalapati & Pandey, 2022).

Kumar (2023) states that Al may assist in uncovering trends in user behavior, which
can then be utilized to improve website performance, content quality, and user
experience. Al may also assist in automating tedious processes and streamlining
website upkeep. Al solutions may help website owners acquire insights into their
visitors by utilizing data points to determine characteristics such as navigation
patterns, page performance, user preferences, and purpose (Kumar, 2023). Al within
digital marketing has provided great possibilities for organizations and businesses to
expand their reach, as the theory has presented. Al has enabled a diverse range of
tools to enhance both the quality and efficiency of various processes, thereby boosting
productivity (Kumar, 2023).

Gotab-Andrzejak (2023) identified the following as some of the most prolific Al tools
in digital marketing: (i) Al-powered chatbots are an improved version of regular
chatbots. By using machine learning and natural language processing, these chatbots
provide more organic consumer interactions that improve over time, assuring greater
adaptation to individual audience demands. (ii) Predictive analysis is the process of
analyzing data with the help of Al, forecasting future consumer behaviors or actions.
(iii) Website design tools powered by Al provide fresh possibilities for website design
and redesign. (iv) Al-powered web advertising, commonly known as programmatic
advertising. (v) Content generation with AI, which leads to creating human-like
material.

2.3 Related Works

This section gives a review of related works, establishing the context for the current
study by integrating earlier research and highlighting major topics and findings in
similar fields. Examining how experts in digital design and development use Al may
provide insights into the capabilities and limits of Al technologies, allowing digital




marketers to better understand the possible uses and issues they may face when
adopting Al in their digital marketing efforts.

2.3.1 Digital and Graphic Design

Digital and graphic design have been heavily affected by the emergence of Al
technologies. The design industry has seen a clear increase in Al being used as a tool
to generate content and services (Irbite & Strode, 2021). The study investigated
different logo design sites that used Al to determine their quality. The conclusion was
that technology's capabilities enable designers to optimize their work processes while
saving time and money. A professional designer can produce solutions, including
samples, with the use of Al that complies with good design (Irbite & Strode, 2021).

Meron (2022) discusses the link between graphic design and Al, focusing on the
problems and opportunities that occur when these two disciplines meet. The article
investigates not only how Al is increasingly being included in numerous elements of
graphic design processes but also how new methods and frameworks are necessary to
use Al to its full potential (Meron, 2022). The article further argues that current
successful advances in Al and graphic design appear to be centered on time-saving
automation and machine learning for design software tools themselves, which, despite
the potential threat of deskilling, still allow graphic designers creative control over
projects. Thus, practitioners may preserve their creativity while letting Al do
challenging and repetitive work (Meron, 2022).

2.3.2 Coding With Github Copilot

Bird et al. (2023) have examined how developers have pair programmed using Github
Copilot, an Al tool used for coding. Bird et al. (2023) conducted an in-depth case
study with five professional Python developers, and the result was that most were
enjoying the help of Al, and many even expressed overall amazement. In a survey
also conducted by Bird et al. (2023), it was concluded that users perceived themselves
as more productive when using Copilot, even if they had to make changes to the
suggestions.

One of the key takeaways was the indication that developers using Al-assisted tools
frequently spend more time reading and assessing the code than writing it (Bird et al.,
2023). This leads to a change of focus from writing to understanding code, and the
assumption is that this way of working is more efficient (Bird et al., 2023).

Bird et al. (2023) argue that this way of working will only become more common for
developers over the next few years. However, it is emphasized that there is a need to
understand the dynamics between developers and Al-powered tools. The developers
must also be able to trust the Al tools’ capabilities and that they will not make any
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serious mistakes. For example, if the code proposed by Copilot presents security
flaws, developers will quickly lose trust in the Al tool.

2.3.3 Summary of Related Works

The research that has been done on the adoption of Al tools in related fields to digital
marketing is similar to the research made within the field. Most research seems to
agree that Al tools can indeed improve and make the work of human professionals
more efficient (Acre et al., 2023; Bird et al., 2023; Haleem et al., 2022; Irbite and
Strode, 2021; Meron, 2022). Moreover, it is described in some of the research that a
change in the work process and how certain tasks are performed is necessary (Bird et
al., 2023; Irbite and Strode, 2021; Meron, 2022). This report uses the findings from
previous research, both within the field of digital marketing and related fields, to
presume that Al tools are capable of performing repetitive tasks with a similar quality
to humans but at a faster rate.
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3 Motivation and Aim

The motivation for conducting this study derives from the necessity to investigate the
influence of Al on digital marketing techniques thoroughly. By looking into the
convergence of Al and digital marketing, the aim is to uncover the fundamental
processes by which Al technologies affect the digital marketing profession.

3.1 Problem Statement

The world of marketing has seen a shift in its methods. The most recent evolution in
marketing is characterized by a trend toward more customized, data-driven, and
technology-enabled marketing tactics (Bakator et al., 2023). This is taking place in the
context of how society has evolved, which depicts the integration of modern
technology into all parts of society, such as Al (Bakator et al., 2023).

Al integration is becoming more common in the fast-changing world of digital
marketing. However, despite its broad acceptance, there is still a shortage of
understanding of how digital marketers may successfully use Al technologies and the
overall influence they have on marketing plans and results (Nair & Gupta, 2021). The
rise of Al-powered tools and algorithms provides unparalleled possibilities for data
analysis, consumer segmentation, content personalization, and campaign optimization
(Davenport et al., 2020). However, the intricacies of Al implementation, together with
the diversity of marketing objectives and target audiences, provide substantial
obstacles for marketers to realize the full potential of Al (Shaik, 2023).

Understanding the diverse ways in which digital marketers use Al technology and the
unique issues they face are critical for a variety of reasons. To begin, identifying best
practices is critical for maximizing the effectiveness of Al-driven marketing activities.
But also, understanding the characteristics that drive Al acceptance and use in
marketing may help build targeted strategies and interventions to overcome hurdles

and increase uptake among practitioners in the future.

In their recent survey, Ziakis & Vlachopoulou (2023) identified a research gap. There
is a lack of literature investigating the usage of Al applications in marketing, their
consequences for practitioners, and their amount of adoption.

Therefore, there is a need to investigate the application of Al integration in digital
marketing. Such research endeavors will not only contribute to theoretical
understanding in the realm of marketing but will also provide practitioners with
practical insights. This thesis aims to explore the research gap of how Al has been

applied in the Swedish digital marketing occupation and how it affects their workflow.
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3.2 Purpose and Research Questions

Since Al has clearly become a powerful tool for digital marketers, the question arises
as to how much these tools are actually utilized. The goal of new technologies is often
to make a given process simpler, more precise, quicker, or less expensive
(Anantrasirichai & Bull, 2022).

Research suggests that Al brings a multitude of benefits, holds a high-quality standard
and that there is no difference between the quality of Al-generated and human-made
marketing content (Hartmann et al., 2023). Al greatly impacts digital marketing by
analyzing data and enabling needs-based analyses for marketing teams (Haleem et al.,
2022). Al solutions can help save time and free resources for other digital marketing
aspects (Haleem et al., 2022). Acre et al. (2023) describe something similar; they state
that Al can assist with automating repetitive tasks within digital marketing.
Companies and digital marketers should, therefore, have started adapting and
implementing Al and Al tools to perform tasks within the field of digital marketing.

Ziakis & Vlachopoulou (2023) state that there is a lack of information about how
digital marketers use Al tools and a research gap was identified after concluding their
survey. In other words, there is a lack of knowledge when it comes to actual adoption.
This thesis aims to investigate this research gap. The purpose of this thesis is to
examine whether digital marketers use Al tools to perform and improve their tasks.
This thesis also aims to examine what Al tools are used by digital marketers, in what
ways, and for what tasks. Finally, this thesis also seeks to answer what digital
marketers believe are the limitations of these tools.

In order to fulfill the purpose, the following research questions have been formulated:

RQ 1: How do Swedish digital marketers utilize Al tools, and how has it affected the
way they work?

RQ 2: What limitations do Swedish digital marketers experience with the use of Al
tools?

3.3 Scope and Limitations

This thesis focuses solely on Swedish digital marketers' opinions and experiences
with Al and Al tools, with no examination or consideration of other roles within the
company. The term 'digital marketers' refers to a diverse group of experts who
specialize in using digital platforms for marketing purposes. There were no
constraints on the tools examined. Instead, the professionals were able to bring up
which tools they are currently using as well as which ones they are actively choosing
not to use or are not utilizing for other reasons, such as geographical limitations, cost,
or similar.

13



A limitation to take into consideration is that all the research was conducted on the
Swedish market, which makes this research viable for Sweden, but it may differ for
other countries. Another consideration is that qualitative research, aimed at deepening

understanding, may be constrained by its reliance on a limited sample size.
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4 Method and Implementation

Semi-structured interviews were performed with Swedish digital marketing
professionals to better understand their experiences and opinions on Al technology
connected to their jobs. A thematic analysis was conducted to identify themes and
patterns in the data collection (Nowell et al., 2019).

4.1 Data Collection

This study used semi-structured interviews to explore how occupational professionals
use Al tools in their profession and the impact on their work processes. According to
Driscoll (2011), interviews are ideal for obtaining precise information from specific
individuals and are particularly beneficial for gathering insights from professionals or
experts. Semi-structured interviews also provide the chance to ask follow-up
questions and enable participants to deepen their responses, allowing the researcher to
seek rich and thorough responses (Bell et al., 2019). Semi-structured interviews
provided the opportunity for the participants to be able to develop their answers, give
examples, and give some anecdotes, all leading to deeper data. Since the target group
was quite narrow, it was important that each participant could give as much
information as possible, and therefore, semi-structured interviews were chosen over

other methods.

4.1.1 Recruitment of Participants

The selection criteria for the participants were that they needed to work with digital
marketing for a company that bases its operations in Sweden. Moreover, the aim was
to create a good mix and representation of different ages and experiences within the
field, and that work both in-house and at agencies. The reason for this was to gain a
wider perspective from different sources, as they may have different experiences of

using Al tools.

To locate participants who fulfill the requirements, the authors contacted
organizations, agencies, and digital marketers from all over Sweden. The
organizations were chosen using an online search that included the phrase "digital
marketing" combined with the name of a city. The cities were chosen based on
population size and geographical location, ranging from Umea in the north to Malmo
in the south of Sweden. The goal of this approach was to achieve a balanced

representation of digital marketing practices across different regions of the country.

The question to take part in this survey was sent out to 52 companies, with only seven
willing to be a part of the study. However, the small sample isn't necessarily an issue,
Malterud et al. (2016) describe that the more information a sample holds that is
relevant to the actual study, the fewer participants are needed. This meant that the
seven individuals who were willing to participate contributed insights that made

15



generalizability possible. A larger sample size would have allowed for a greater
diversity of participants and more robust generalizability. However, the current
sample size was the largest the authors could obtain in the given timeframe. Despite

this, the sample remains generalizable to a certain extent.

4.1.2 Performing Interviews

Both authors took part in all the interviews. Thus, the tasks were divided between the
pair. One of the authors led the interview, with the main task being to interact with the
participant and to ask questions from the interview guide. The other author was
responsible for recording and taking notes. If needed, both authors could ask
follow-up questions if they thought something was unclear or needed to be elaborated
further.

4.1.3 Interview Questions

The interview guide can be found in Appendix 1. The interview guide is divided into
two sections. The first section focused on demographic questions to get an
understanding of the user and their background. The second section contains the main

questions, which are open-ended.

4.2 Data Analysis

The thematic analysis was conducted in six phases to establish reliability (Nowell et
al., 2019). The analysis was based on the following phases:

(i) Familiarization with the data, (ii)) Generating initial codes, (#ii) Searching for
themes, (iv) Reviewing themes, (v) Defining and naming themes, and (vi) Producing
the report.

Nowell et al. (2019) define thematic analysis as a process for detecting, analyzing,
organizing, defining, and reporting themes within a data collection. A thematic
analysis was used to examine the perspectives of the research participants,
highlighting similarities and differences, and generating unanticipated insights
(Nowell et al., 2019).

The authors became familiar with the data during the transcriptions since they had to
listen, write, read, and re-read the transcriptions several times to ensure they were
transcribed accurately. After the transcription was made and it had been read through,
initial coding was performed. Nvivo was used to perform the coding (Lumivero,
2023). In the initial coding stage, the transcriptions were read thoroughly several
times, and all information that seemed relevant to answer the research questions was
coded. Beyond the codes relevant to the research questions, there were also codes
created for information that could be interesting but not immediately connected to the
research goal. After the initial coding was done, the codes were looked through and
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divided into different themes. After the coding and themes were created, patterns
between the themes were then searched for.

4.3 Validity and Reliability

To ensure that this study adhered to the standards of validity and reliability, the
qualitative study was conducted using well-established methods outlined by previous
research, such as the different research methods mentioned in Bell et al. (2019), and
by applying the guidelines provided by Nowell et al. (2019) for the thematic analysis.

A certain type of individual may be more likely to agree to participate in the study.
Thus, the study may not be completely random, and there could be a selection bias.
Since the participants were informed about the topic beforehand, there was a risk of
unreliability. They had time to read up, learn, and improve their knowledge within the
field of Al tools, which could have influenced their answers. Additionally, there was
the possibility that they answered the questions in a manner they believed to be
correct or aligned with what the authors were seeking, rather than stating their
perspectives.

To reduce the risk of participants feeling compelled to provide answers they thought
were correct rather than truthful, both participants and the companies they represent
remain anonymous. Before the interview began, the participant was informed about
this anonymity and that the session would be transcribed, and they had the option of
participating or not after receiving this information. They were instructed that the goal
was to capture their true viewpoints, work processes, and thoughts. By maintaining
anonymity, participants did not need to fear potential repercussions or judgments from
their involvement in the study.

To make sure the participants felt comfortable and safe, they got to choose whether to
perform the interviews in Swedish or English. This was also a way to avoid
misunderstandings or miscommunication and ensure that no information was lost in

translation.

Another potential risk during interviews is that participants may forget parts of their
responses. For example, when asked an open question such as what Al tools they use,
they may forget one or two tools, or they may choose not to mention one if the
participant is uncertain about their response. Therefore, it was critical that examples
were provided, the questions were clearly formulated, and the participant felt
comfortable stating what was on their mind, even if they were not entirely certain that

the answer was correct.
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5 Results

The results section is divided into two subchapters, with 5./ displaying the results in
different themes that were established during the thematic analysis, while 5.2 contains

the analysis of the results connected to the research questions.

5.1 Data Collection

In this section, the results will be displayed following the themes established during
the thematic analysis.

5.1.1 Sample

Participants in this study came from various locations around Sweden, ranging from
Umeaé in the north to Jonkdping in the south. The sample represented a diverse range
of backgrounds, experiences, and opinions. Seven participants participated in the
study. Five were females, and two were males. The ages ranged from 22 to 52. Four
participants had two or three years of experience, while the remaining three
participants all had more than ten years of work experience in the field. Four
participants worked at an ad agency, two worked in-house, and one was an
independent consultant.

Participant Job Title Age Work Company Software Used
Experience Type
(Years)
1 Social Media 25 3 Advertising [ ChatGPT, Adobe Firefly, Jasper Al,
Expert agency Midjourney, Google Ads, Google
Analytics
2 Digital marketing 34 10 Consulting ChatGPT, Google Ads, Google
consultant firm Analytics, Adobe Photoshop,
Midjourney
3 CEO & Digital 52 27 Advertising ChatGPT, Adobe Photoshop, Meta
Marketer agency Ads, Google Ads, Google Analytics
4 Marketing 25 2 In-house ChatGPT, Google Ads, Google
Manager Analytics, Grammarly, Quillbot
5 Digital Media 22 2 Advertising ChatGPT, Amanda Al, Google
Specialist agency Gemini, Google Ads, Google
Analytics
6 Digital Strategist 37 13 In-house ChatGPT, Bing Copilot, DeepL,
Reko
7 Digital Designer & | 27 2 Advertising ChatGPT
Marketer agency

Table 1, Chart of interview participants. Tables show the title, age, work experience, company, and sofiware used.
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5.1.2 Software Used

The software used by the participants differed. The common denominator was
ChatGPT, which all seven used. Five used Google Ads and Google Analytics. Three
used Adobe software, such as Adobe Firefly and Adobe Photoshop. Two used
Midjourney. There was more software used, but these were only used individually by
the participants, as can be found in Table 1.

5.1.3 Definition of Al

The respondents had different definitions of AI. However, a few common
denominators were identified. For instance, three participants described it as sort of an
assistant, helping to perform different tasks. Furthermore, the varying lengths of the
responses suggest a potential knowledge gap among the participants. However, it
seemed that all of the participants had some sort of knowledge about what Al is, and
when provided with the examples given by the authors, all participants agreed.

5.1.4 Utilization and Implementation of Al

All respondents stated that they use Al related to tasks within digital marketing. There
was a variation among the respondents in which tools were used, with the common
denominator being ChatGPT. ChatGPT was used for tasks such as brainstorming,
writing and improving texts, and A/B testing. P-2 stated, “ChatGPT is used to
generate alternative versions of texts, for A/B testing, copy, or similar purposes.” It
also helped with tasks such as analyzing data for campaigns and making ads.

Other than ChatGPT, the usage of Al tools and Al-integrated software programs, such
as Adobe Photoshop, differed substantially. Midjourney was used by two of the
respondents and was used to create content, but also as a way to test different versions
of images to see which of the alternatives worked to gain the best results in their
digital marketing. P-2 stated:

If, for example, you have one version of an image and you would like to
test other versions and try out different alternatives by moving or
changing certain elements, then it could also work well as an

alternative to that.

Google Ads and Google Analytics were used by five respondents, but only four
acknowledged that Al is integrated into the systems, while P-3 didn’t believe that
Google Ads nor Google Analytics contained any Al. Google Ads and Google
Analytics were used to collect data, see trends, and compare results according to the
respondents.
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5.1.5 Affected Workflow

All respondents agreed that Al had positively affected their work. In their opinion, Al
has made their workflow more efficient, even though no one had a way of quantifying
it. P-2 stated, “It has improved and can be used more, with a more standardized
workflow so that one notices a difference in how much better and more efficient it has
become.” However, there were some participants who thought that maybe it would be
a good idea to actually measure it, along with speculations on how to do so. As an
example, P-5 said, “One could have done tasks with and without Al and take time to

see how much time one saves. *

The respondents recognized several factors that Al had affected, which streamlined
their workflow. The participants highlighted support with brainstorming as the most
popular option, with four mentioning it, while three mentioned writing improvement

and structuring data for a better overview.

P-7 brought up that “I would say that it really helps with the creative block when you
are like okay, what do I do?“. This indicates that Al can also help with the next step
when having a creative block or feeling stuck and not knowing where to start or what
to do next. A good example of this is described by P-4:

As I mentioned, I've initiated the entire marketing department, and I've
done so with the help of Al It has assisted me in determining what 1
need to focus on and which areas are important. It has helped me
structure and gain a better understanding of my role, and how many
different parts there are. Based on my experience and personal

preferences, I have then chosen what to focus on and what to prioritize.

Further, P-6 answered, “I think so, but not necessarily that the quality might have
gotten better that way. Perhaps it has rather become a little worse, a little more
impersonal.” and "Efficiency yes, and originality and quality maybe no" when asked
if the integration of Al tools has affected the efficiency of the work process.

5.1.6 Limitations of Al

The respondents identified several limitations when using Al in their digital marketing
activities. The most prevalent issue highlighted by five respondents was the difficulty
in influencing generative Al to do jobs correctly due to prompting issues. Several
respondents discussed the prompting issue, and a shared perspective was that a major
amount of detail and care were required to achieve good generated content from the
different generative Al tools. Moreover, the tonality of the answers provided by the Al

was seen as a common limitation since the language was often general and not
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personal. P-4 explained this as “I experience that it can be very cold responses and
robot-like.".

Another concern raised by participants was the Al's dependability in providing
accurate responses. The respondents have witnessed instances in which the responses
comprised incorrect information without sources or even outright false assertions
made by the AIl. This lack of reliability not only undermines the credibility of the
information provided but also raises questions about the integrity of the Al system
itself. Participants expressed apprehension about relying on Al-generated information
for critical decision-making processes, fearing the potential consequences of
misleading data. Also mentioned by the participants was that unuseful
recommendations were sometimes displayed by analytics tools that didn’t understand
event-based marketing, e.g., the world championship in cross-country skiing is
happening a certain month. P-2 stated, “I work with a client who has a lot of seasonal

or event-based impacts, and Google can't really predict that.” .

The ambiguity around the reliability of Al-generated material makes it more difficult
to distinguish between trustworthy and problematic internet sources. This emphasizes
the critical need for reliable tools to examine facts, validate information, and assure

the credibility of Al-generated replies.

Four respondents also listed legal and copyright problems as a restriction. One
respondent stated that Al systems may develop content that is equivalent to present
copyrighted works, which might indicate copyright violation, raising worries because
the regulations are unclear. P-1 stated, "It would be great to see a set of regulations or
something, that is, how to deal with it and what rights to say you have and what rights
someone else has.” Because of widespread ambiguity regarding the legal implications
of Al interactions, participants have expressed concerns about data privacy,
intellectual property rights, and accountability while utilizing Al-powered services.
P-6 said:

However, we are quite sparing with actually using Al to produce final
productions. Because if you look at what is written in all the tools that
we use in any case, it is very unclear. But like this, you simply cannot do
it. Copyright is difficult. We don't want to step on any photographer's
toes or anything that we collaborate with, but we are quite restrictive

about it.
P-6 also said:

One thing would also be about this legal matter so that it becomes
clearer when I use your tool, what is applicable? I shouldn't have to
read 48 pages of policy to understand that if I submit an image, I've

given it to you so you own it because that's not okay. After all, we have
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photographers that we buy pictures from and then maybe ask an Al to
extend this, or do something with it, or just increase the brightness or
something. This means that we have entered it and then they own the
image all of a sudden, but we do not have the right to give it away, so

there is a lot of ambiguity.

5.1.7 Future of Al in Digital Marketing

The participants had a lot of different ideas and suggestions on what to improve to
facilitate the use of Al tools in the future. Many indicated a wish for open regulations
and readily available information so that they could successfully navigate the

complicated legal landscapes surrounding the usage of Al.

Participants stressed the need for more effective prompting mechanisms in Al
interfaces. While appreciating Al's ability to expedite work and deliver great insights,
users were frequently dissatisfied with ambiguous or insufficient responses. Clearer
instructions and improved advice were highlighted as critical variables in increasing
user satisfaction with Al systems. Another aspect mentioned was that the generated
content itself needed to hold a higher quality, according to their own measure, and

many of the participants wanted to see that improve.

Another aspect was that the recommendations made by analytic tools needed to
become better at understanding a smaller market. P-3 stated, “So the
recommendations one gets from Meta aren't always applicable, especially not for us

here in a smaller town in the Swedish market.”

5.2 Analysis

This section entails methodically evaluating the patterns, correlations, and trends
provided by the data. The goal is to offer an objective understanding of the findings
and evaluate their importance in connection to the research questions. This section
connects the discovered patterns to the stated RQs.

5.2.1 Swedish Digital Marketers’ Utilization of Al Tools, and how it has
Affected the way They Work (RQ1)

The analysis found that all participants unanimously answered yes when asked if they
utilize Al in their daily marketing activities. Al tools were used to different extents by
the respondents. Some of the participants used it for a large number of tasks, ranging
from brainstorming to writing text and generating images. Some employed a variety
of software, while others used fewer software and less Al in their marketing activities.
This indicates that Al has grounded itself firmly in the digital marketer’s daily

workflow.
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The effects on the workflow differed among participants. For instance, P-7 stated,
“But it is faster. Like I can tell that [ am more efficient and faster, and I get more work
done thanks to that. But I cannot really tell a specific number.”” All participants stated
that their workflow had become more efficient but had no tangible way of showcasing
it. A shared thought by many of the participants was that Al has eased their workflow
in a variety of ways, with the brainstorming phase being the most common one shared
between the respondents, P-7 mentioned that “same with the text generating, it sparks
an idea and efficiently moves you forward instead of you getting stuck.”. This quote
indicates that Al has made creative blocks shorter and easier to manage with the help
of Al, which then reinforces the notion of a more effective workflow. Al seems to
have a primarily positive effect on participants’ work. However, some limitations

were noted by them.

5.2.2 Al Limitations Within Digital Marketing (RQ2)

The results imply that the participants experienced a multitude of limitations in their
usage of Al in digital marketing. These findings suggest that the limitations of Al
affect the workflow in different ways. While Al can analyze data and identify trends,
it seems to lack the creativity and intuition that people have. Although it has some
creative ability for building the framework for different marketing activities, it lacks
the refinement of the human intellect in terms of finding unique, innovative solutions.
This may be a severe barrier in areas of marketing that demand creative and
unconventional thinking, such as creating content, brand narratives, and campaign

conceptualization. P-4 stated:

I want more suggestions, and then it has barely made any changes, so
sometimes it can be very limited in what it has produced. Also, it can't
really grasp, well, this human aspect, I mean this thing with language

and variation.

The quote also brings up a second limitation, the tonality. The results have highlighted
that most respondents have faced issues with tonality, implying that these
professionals have seen that Al systems have a formal or robotic tone by default,
which can be cold and alienating. For instance, P-6 described the tonality as
“impersonal and quite static or stagnant.”" Al has frequently failed to deliver answers
with good tonality, according to the data, and it is crucial to balance professionalism

and friendliness in messages.

Furthermore, the investigation revealed how participants perceived the credibility of
the Al's replies. In multiple cases, the responses suggested that the answers generated
by the Al had a great chance of containing faulty information. This formed a feeling
of untrustworthiness, which could be seen in this response by P-1 “So, I would say,

when it comes to things like writing an article or similar and receiving statements,
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like statistics or the like, you can't know if it's actually true or not.” This left some of
the participants with the experience of not trusting Al-generated content to some
extent, depending on the content at hand. Content that held statistical information
needed to be verified according to the participants. Moreover, the uncertainty about
whether Al-generated content is true makes it even harder to tell reliable sources from

unreliable ones online. P-6 stated:

So basically, it lied about things. I asked it to write a text about
Jonkoping University and it could write, "Jonkoping University is one of
three educational institutions in the whole world that works with
internationalization.' Well, that obviously isn't true, so it makes things

up, so you have to be very careful when proofreading there.

As a result, assuring the authenticity and dependability of Al-generated replies
becomes a critical matter, necessitating the implementation of comprehensive

fact-checking and verification.

24



6 Discussion

In this chapter, the research findings are reviewed in light of past research.
Furthermore, this chapter assesses the findings in connection to the study's purpose

and research questions.

6.1 Result Discussion

This thesis investigates whether digital marketers utilize Al tools to enhance their
tasks. It also explores which Al tools digital marketers use, how they use them, and
for what purposes. Additionally, it aims to address the perceived limitations of these
tools by digital marketers. The research questions employed were:

RQ 1: How do Swedish digital marketers utilize Al tools, and how has it affected the
way they work?

RQ 2: What limitations do Swedish digital marketers experience with the use of Al
tools?

All participants utilized Al to some extent, but there appeared to be a variety in
knowledge about AI, which Al tools were used, how much they were used, and for
what tasks. ChatGPT was utilized by all participants, and it was mainly used for
brainstorming, ideating, writing, and coming up with first drafts. Even though all
participants seemed to believe that Al is making them operate more effectively, there
was no participant who would trust the results provided by the different generative Al
tools. Instead, they had to perform a lot of editing if they wanted to use something
created by these tools. This could imply that Hartmann et al. (2023) statement that
generative Al for image generation has a high-quality standard and that there is no
difference in the quality of Al-generated and human-made marketing content is more
nuanced and does not apply to all Al tools or situations. This was, among others,
described by P-5 when discussing how professionals in specific roles may not want to
use Al tools like ChatGPT or Midjourney, preferring to rely on their own skills, while
those not professionals within the field find them helpful. It could also be that the skill
in prompting differs and that a skilled prompter could get Al to do a job as well as a
human professional. A third reason could be that the preferred result differs from
person to person.

Both P-1 and P-2 talked about how Al can help them analyze data and give a good
overview of the data collected. This was also discussed by Haleem et al. (2022), who
stated that Al greatly impacts digital marketing by assisting when analyzing data. The
participants seemed to trust the analyzing parts of Google Analytics more than they
trusted the results from, e.g., ChatGPT. However, a red thread throughout the
interviews was the need for fact-checking results given and created by Al, no matter
which Al tool was used, since no one trusted Al to do a solid job.
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Even though it seemed like the participants trusted the information given by
non-generative Al more than they seemed to trust the information given by generative
Al, the fact still remained that they did not trust either fully. However, it seemed like
the trust for information given by Al, such as the ones used in Google Analytics, was
more trusted, even though the participants were clear that there were some flaws with
these systems as well. The participants also stated that they needed to do the analysis
part of the results by themselves, as the Al was not able to discover some of the
reasons why the results given were as they were. P-2 provided an example in which,
as explained in the previous chapter, if there was an event, Google Analytics does not
comprehend or know about it, and so it may come up with another justification for
why the result was as it was.

Bird et al. (2023) also discussed that professionals using AI must trust the Al tools'
capabilities and that Al will not make any serious mistakes. The results in this thesis
indicate that Al technologies cannot provide reliable and trustworthy responses that
professionals can rely on right now. Rather, it is evident from the results of this study
that they do not trust these technologies fully and believe they have not evolved
enough to be used freely.

Bird et al. (2023) study also indicates that the focus may shift from doing most of the
work yourself to reading and editing the information given by the Al. Even though
their research was done for developers using Github Copilot, the same result can be
seen throughout this study. For instance, many participants describe how they ask
ChatGPT to create a first draft that they can read through and edit. Another example is
how P-2 uses Google Analytics to get recommendations on things to look into or to
see certain changes, specific data, or trends. In this example, it is Google that gives
suggestions, and then it is up to the P-2 to read through these suggestions and then
edit and make changes, but the groundwork is still made by the Al

Another important positive aspect of implementing Al brought up in earlier research
is the possibility of saving time and money and freeing up resources (Haleem et al.,
2021; Irbite & Strode, 2021). Several participants in this study also mentioned that
they are saving time by streamlining their workflow. Meron (2022) indicates that Al
could help save time by automating repetitive tasks, and Acre et al. (2023) describe
how Al can assist with automating repetitive tasks for digital marketers, something
that P-5 confirmed:

Since we implemented the new system, I have time to work more
strategically and focus more on campaign planning rather than
primarily on ongoing optimization. I can work on everything around
instead of sitting and reviewing every single keyword in a large

account. Instead, I can spend my time on more important matters that
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yield even better results for clients, rather than constantly tinkering

with such small details.

In other words, this confirms that Al indeed can help digital marketers automate
repetitive tasks and, hence, save time, and money and freeing resources. Even though
Al can help in automating tasks, saving time and money, and freeing resources, there
were still some limitations discussed by the participants, the biggest one being an
issue with the tonality of Al tools such as ChatGPT.

Almost all of the participants had some sort of issue with the tonality of the Al,
something that has not been discussed deeply in any of the previous research that the
study has been based on. The reason this has not appeared might be that the prior
research considered for this study was more general, not concentrating on just one
tool. However, this seems to be a major issue, thus it is important to address. Since
tonality is one key aspect of communication (Forrester, 2020), it is of the utmost
importance that the Al tools can deliver a good enough tonality, adapted for each
individual case, something that the participants agreed that Al cannot do today.

Despite the knowledge gap between the participants on the topic of Al, the
participants held valuable information. The primary objective was to explore how
Swedish digital marketers utilize AI, making it essential to understand their
perspectives and level of knowledge on the subject. Although the participants had
varying conceptions of Al, offering a brief overview of digital marketing tools that
incorporate Al ensured they all began with a common foundation.

6.2 Method Discussion

This section analyzes and assesses the methodologies used in this study, including
their advantages, flaws, and overall efficacy. Furthermore, it evaluates the extent to
which the study aim was realized, and the research questions were answered using
these methodologies. Finally, the validity and reliability of the study are assessed.

This study used a qualitative approach to dive into the views and opinions of digital
marketing professionals. The primary data-gathering approach was individual
semi-structured interviews, which allowed for a full study of participants' professional
experiences and perspectives on Al in their marketing activities. This approach was
chosen because it provides thorough information while also allowing participants to
openly express their opinions, experiences, and perspectives using Al. Additionally,
the collaboration between the two thesis writers facilitated a comprehensive
data-gathering process that aimed to minimize biases and accurately reflect the
perspectives of the participants. Having two people look at the data increased
neutrality, and if one of the researchers made a flawed assumption, the other could
dispute it.
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However, there were various challenges encountered during the study. Time
restrictions reduced the number of interviews, thereby affecting the diversity and
depth of the data acquired and how generalizable the data was. Furthermore, the
self-reported data from participants included an ambiguous and subjective aspect.
This meant that the data occasionally contained text that was difficult to decode and
comprehend. Such as which Al the participants talked about when making claims
surrounding their digital marketing activities. Overall, the chosen methods gave
valuable insights into the influence of Al on digital marketing professionals' activities.
By analyzing the interview data, the research questions were tackled, and the research
purpose was achieved.

The validity and reliability of the study were carefully considered throughout the
whole study. To ensure authenticity, the interview recordings were accurately
transcribed by listening and writing down word for word, then re-reading and
re-writing to make the interviews simpler to comprehend. The transcriptions were

followed by a thorough thematic analysis using Nvivo.

There might be a few factors influencing the results, the main one being that the
participants in this study were not chosen at random. Therefore, there is a chance that
the study is not completely unbiased. Because an email was sent to companies, there
is a chance that the people who participated are the ones who are the most
knowledgeable or positive about Al in those organizations. There is also a risk that the
people willing to participate are like-minded, and those not participating would have
other perspectives on Al. However, sending out emails to companies was the best and
most effective way to find and recruit participants for this study.

Weighing the strengths and weaknesses of the study in successfully capturing insights
into the impact of Al on digital marketing professionals' activities is critical. Despite
encountering challenges such as time constraints, a small sample size, and subjective
data interpretation, the study provided valuable perspectives from participants.
Overall, the study successfully addressed its research questions and achieved its
purpose, offering valuable insights into the usage of Al in digital marketing.
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7 Conclusions and Further Research

The significance of the key findings and their applicability in the context of digital
marketing and Al are emphasized in the concluding chapter.

7.1 Conclusions

This thesis has explored how Al has been implemented into the workflow of digital
marketers in Sweden and what limitations they have seen with these new
technologies. The objectives were to understand their viewpoints and how Al has

been utilized in their workflow.

As a whole, the findings highlight the influence of Al integration into digital
marketers' workflow. The study found that Al has improved efficiency and that
marketers have found it to be useful. Marketers who used Al technologies reported
more efficient brainstorming sessions and faster task completion times, which
increased overall productivity. However, the report also highlights several significant
drawbacks of Al in the context of digital marketing. These constraints include Al's
incapacity to match human creativity, which creates difficulties that are especially
noticeable in the development of brand narratives, campaign design, and content
creation. Moreover, the noted problems with the tonality and accuracy of content
produced by generative Al highlight how crucial it is to preserve authenticity and
reliability in marketing communications. Marketers voiced skepticism about the
truthfulness and quality of the information offered, as well as reservations about the
formal and cold tone of Al-generated messaging. These results highlight how crucial
it is to implement fact-checking and verification processes to guarantee the integrity
and accuracy of Al-generated outputs and reduce the dangers associated with
inaccurate or misleading material. Respondents also cited legal and copyright issues
as a limitation. Al systems may create content identical to existing copyrighted works,
which might suggest copyright infringement, creating concerns because the
restrictions are unclear.

In conclusion, while this thesis has focused on understanding how AI has been
utilized by digital marketers and the effects it has had on their workflow, it also
highlights the challenges that the usage of Al brings.

7.1.1 Practical Implications

The study's practical implications are evident; the results indicate that the integration
of Al has had a positive impact on the workflow of digital marketers. This suggests
that Al technologies can effectively support marketers in their daily operations,
allowing them to complete tasks more quickly and effectively. This knowledge
enables companies to make better decisions, spend resources more efficiently, and
cultivate outstanding employees trained in how to use Al. Furthermore, taking into
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account future competition and possible changes in how companies allocate their time
on tasks might assist organizations in navigating the changing terrain while being
profitable. Implementing Al in digital marketing encourages innovation and

effectiveness, creating new creative potential for the industry.

7.1.2 Scientific Implications

The results from this study help to gain a better understanding of how Al technologies
are integrated into digital marketing, providing insights into the challenges, benefits,
and potential areas for improvement. Findings from the study could guide future
research efforts in exploring the effectiveness, limitations, and ethical considerations

of Al implementations in digital marketing.

7.2 Further Research

This study indicated that, while Al is frequently employed by digital marketers, the
Al's competencies are not yet so evolved that it can operate on its own. It is crucial to
remember that when this study was conducted, it had just been two years since the
release of ChatGPT, with Al advancing rapidly every month. Therefore, it is
important to continue following the advancement of Al in the field of digital

marketing.

Another possible topic for a future study is to objectively measure the effectiveness of
implementing Al since none of the participants had a way of measuring it when this
study was conducted. There seems to be an agreement among the participants that, at
this point, Al cannot replace human resources but may instead serve as an assistant to
simplify and streamline their workflow. It would be interesting to investigate whether
these restrictions are related to a lack of prompting abilities and whether competent

prompters can avoid the editing steps, allowing Al to perform similarly to humans.

Many of the study's participants emphasized the importance of clear rules and
regulations overseeing Al and the usage of various Al tools. Currently, the
participants lack awareness of rules and regulations. Several participants stated that
understanding and learning about the various rules, regulations, and policies was like
navigating a jungle and that laws needed to be drafted and explained to ensure that
everyone understood them. This, too, would be an intriguing issue to research further.
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9 Appendixes

Appendix 1. Introduction questions English

Demographic Questions:

- What is your current job title and occupation?

- How old are you?

- How long have you worked in the field?

- What is your background? (Relevant previous occupations and
studies?

Appendix 2. Main questions English

Part 1 - Knowledge/definition of Al

- What is your definition of Al and Al tools?

Short Explanation of the Study definition of AI and Al tools

- It's not just generative Al - like Midjourney and chatGPT - that creates
content, but Al tools can perform a variety of tasks such as improving ads,
optimizing content, conducting market research, performing data analysis,
crawling websites, and much more. So tools like Google Ads and Analytics,
SEMrush, Ahrefs, and Grammarly, among others, are also counted as Al tools.

Part 2 - Utilization of Al

- Do you or your organization use Al tools in order to perform any tasks
related to digital marketing?
- What tools do you use? And to perform which (and what) tasks?

Part 3 - Implementation of Al

- Has your work been affected by applying Al and how has it been
affected?

- Has the integration of Al tools impacted the efficiency of your work
processes?

- Do you have a way to measure the success or effectiveness of Al
implementations in your digital marketing and how?
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Part 4 - Limitations of Al

What are some common challenges or limitations you encounter when
using Al tools in your digital marketing?

Are you experiencing any issues with the regulations or laws that exist
for the use of Al tools in digital marketing?

Have you experienced any resistance or skepticism from team
members or stakeholders regarding the adoption of Al tools in your
marketing initiatives?

Part 5 - Future of Al in Digital Marketing

What improvements or changes do you hope to see in Al technologies
to better address the limitations you currently face in your digital
marketing efforts?

Appendix 3. Introduction questions Swedish

Demografiska fragor:

Vad ar din nuvarande tjanst och yrkestitel?

Hur gammal ar du?

Hur lange har du arbetat inom branschen?

Vad ar din bakgrund? (Relevanta tidigare arbetserfarenheter och
studier?

Appendix 4. Main questions Swedish

Del 1 - Kunskap/definition av Al

Vad ar din definition av Al och Al-verktyg?

Forklaring av studiens definition av Al och Al-verktyg.

Det ér inte bara generativ Al - sdsom Midjourney och chatGPT, som skapar
innehall, utan Al-verktyg kan genomftra en méngd olika uppgifter sa som att;
forbattra annonser, optimera innehdll och driva marknadsunderskningar till
att genomfGra data analyser, crawl hemsidor med mycket mer. Sa verktyg som
Google Ads och Analytics, SEMrush, Ahrefs och Grammarly, bland andra,
raknar vi ocksd som Al-verktyg.
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Del 2 - Anvandning av Al

Anvander du eller nagon i din organisation Al-verktyg for att utféra
nagra uppgifter relaterade till digital marknadsforing?
Vilka verktyg anvander du? Och for att utféra vilka uppgifter?

Del 3 - Implementering av Al

Har ditt arbete paverkats av att tillampa Al och hur har det paverkats??
Har integrationen av Al-verktyg paverkat effektiviteten i dina
arbetsprocesser?

Har du/ditt foretag ett satt att mata framgangen eller effektiviteten av
Al-implementeringar i din digitala marknadsforing och hur?

Del 4 - Begransningar av Al

Vilka ar nagra vanliga utmaningar eller begransningar du stoéter pa nar
du anvander Al-verktyg inom din digitala marknadsféring?

Upplever du nagra problem med de regler eller lagar som finns for
anvandningen av Al-verktyg inom digital marknadsforing?

Har du upplevt nagot motstand eller skepticism fran manniskor inom
foretaget eller kunder angaende antagandet av Al-verktyg i din digitala
marknadsforing?

Del 5 - Framtiden for Al inom digital marknadsforing

Vilka forbattringar eller férandringar hoppas du se inom Al-teknologin
for att battre hantera de begransningar som du upplever idag?

Appendix 5. Interview P-1

Intervjuare

Hej och vilkommen till den hér intervjun.

Deltagare 1

Tack sa mycket.

Intervjuare

Forst och framst sd vill vi tacka for att du deltar i denna studie. Och sen har vi ju gétt

igenom innan d4, att det dr okej att vi spelar in och att vi kommer transkribera

intervjun, men att du kommer forbli anonym.

Deltagare 1

Ja.
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Intervjuare

Sa da tanker jag att vi sétter igdng. Forsta fragan dr, vad &r din nuvarande tjanst och
yrkestitel?

Deltagare 1

Min yrkestitel dr sociala medier expert och projektledare. Jag jobbar i just sociala
medier, men ocksd med digital marknadsforing i det stora hela sd. Sa jag dr mycket 1
alla olika plattformar, Instagram, Tiktok, Linkedin och allt sdnt men ocksé i Google
Ads och skapar olika kampanjer och liknande.

Intervjuare

Okej, hur gammal ar du?

Deltagare 1

25.

Intervjuare

Hur linge har du arbetat inom branschen?
Deltagare 1

I snart 3 ar.

Intervjuare

Och vad ar din bakgrund och tidigare studier eller arbetserfarenheter?
Deltagare 1

Jag har studerat pa Jonkoping University, medie och kommunikationsvetenskap och
tidigare har jag jobbat som marknadsforare och producent pé ett annat foretag.

Intervjuare
Vad ér din definition av Al och Al verktyg?
Deltagare 1

Min definition av Al och Al-verktyg, ja, det var en bra frdga. Nej, men jag skulle sdga
att det dr verktyg som effektiviserar arbetsdagen.

Intervjuare

Jag ténkte att vi kan berétta hur vi har definierat Al i vért arbete da.
Deltagare 1

Ja, gbr gdrna det.

Intervjuare
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Sa, ndr vi tdnker pa Al och Al verktyg sé dr det inte bara Midjourney och chatGPT,
vilka dr generativ Al da. Utan Al verktyg kan ju genomf6ra en méngd olika uppgifter
som att forbéttra annonser, optimera innehall, driva marknadsundersékningar,
dataanalyser, crawla hemsidor och mycket mer. Sa dé &r det ju verktyg som Google
ads och Analytics, SEMrush, Ahrefs Grammarly och sa vidare som ocksé klassas som
Al pa ett eller annat sétt da.

Deltagare 1
Ja.
Intervjuare

Och dé dr nésta frdga, anvinder du eller nagon i din organisation Al verktyg for att
utfora ndgra uppgifter relaterade till digital marknadsforing?

Deltagare 1

Ja, vi alla sitter ju med nagon typ av digital marknadsforing, om det &r att skriva texter
och dé anvénder vi ju mycket chatGPT och den anvinder vi ocksa for att brainstorma.
Sen anvénder vi det ocksa for att utforma annonser. Gora A/B testning pa olika
annonser for att se vilken annons som funkar bast. Ocksa genom kundservice och
support med séna hér chattbottar liksom. Samla in och f6lja statistik med Google
Analytics och Google Ads, for Al:n kan ju litt se en beteende kurva. Sa det anvénds
ju pa jattemanga olika sétt. Vi anvénder det ju ocksa for att gora bilder i typ
Midjourney och Adobe firefly. Och da ér det bade att ta fram nya bilder som man
skriver in s&na hér prompts och dven att redigera bilder som vi har tagit och gora vissa
andringar pa. Sa det dr en ett géng olika sétt som vi anvinder det pad. Men frimst
anvénder vi ChatGPT, Adobe firefly och midjourney.

Intervjuare
Nasta fradga d4, har ditt arbete paverkats av att tillimpa AI?
Deltagare 1

Ja, det tycker jag absolut. Jag har inte varit i branschen jittelinge, men man kan ju se
nu senaste aret att det har paverkat. Jag tycker det har blivit mycket mer effektivt,
alltsd som en liten assistent som man kan vinda sig till. Ja, men det &r létt att man
alltid ska vara kreativ och da dr det ju latt att fastna. Da ar det skont att ha en liten
medhjélpare som kan pusha en framat. Sen sa finns det massa olika sétt som det har
hjilpt. Den har gjort det mer effektivt med att samla in statistik alltsd istéllet for att gd
in i alla olika plattformar sa kan det samlas och liksom avgora vad som dr en vanlig
anvindare, vad som inte dr det och liknande, s& det skulle jag absolut séga.

Intervjuare
Okej, och har integrationen av Al verktyg paverkat eftektiviteten 1 din arbetsprocess?

Deltagare 1

38



Det skulle jag verkligen séga att den har, jag gillar Al
Intervjuare

Och dé har vi en uppfoljningsfrdga, har ni ndgot sitt att mata framgangen eller
effektiviteten av implementeringen av AI?

Deltagare 1

Alltsé pa vart foretag.
Intervjuare

Ja.

Deltagare 1

Nej, Deltagare 2, visst har vi inget sitt att méta var implementering av Al pa vart
foretag?

Deltagare 2

Alltsé, hur manga timmar vi ersétter effektivt med AI?
Intervjuare

Ja precis.

Deltagare 2

Nej, det har vi inte.

Deltagare 1

Jag tror det dr ganska manga, Alltsa just det hdar med textbearbetning, brainstorming
och sant.

Deltagare 2

Just nu nér vi anvénder Al sa anvénder ju till exempel viran copy den for att hitta
inspiration och ta hjélp. Vi vagar inte slédppa det helt. Utan, det dr ganska mycket
handpaldggning, dn sa lange ersétter det inte s& mycket i faktiska timmar, men det ar
pa sikt som man kommer kunna gora det. Nar man dels vet vad det ar for lagar och
regler kring det, och hur man ska forhélla sig till dessa. Men just nu dr man ju lite
forsiktig och man vill inte sldppa det helt. Sen handlar det om upphovsritten med.
Vem éger bilden? Tar vi en bildbank sa dger vi bilden och kan sedan generera bilderna
efter det, da dger vi allting. Men att bygga en bild fran AIl. Vem dger den bilden? S&
att vi har ju inte sldppt 16st det helt liksom sé dn sa lange si ersétter det inte s manga
timmar skulle jag sdga.

Intervjuare
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Vilka dr nagra av de vanligaste utmaningarna eller begridnsningarna som ni stoter pa
ndr ni anvinder Al verktyg?

Deltagare 1

Det hiar med ndr man ska skriva en artikel och far pastdenden, statistik eller liknande,
sa kan man inte veta om det stimmer eller inte. For att den tar ju material frén allt som
finns och det kan ju vara felaktig information som man sedan anvénder pa nagot sétt
och inte vet vart det kommer ifrdn. Jag vet att jag har fragat chatGPT, “vad 4r det for
kallor pa det har?” Och sa far man svaret: “Jag kan inte ge dig nagra killor.” Sa det &r
sa svart att spara tillbaka vart det kommer ifran och om det faktiskt ar korrekt. Vad var
fragan nu igen?

Intervjuare

Vilka utmaningar och begransningarna som man stoter pa nir ni anvénder Al verktyg
inom digital marknadsforing.

Deltagare 1

Ja, men jag skulle sdga att det som dr den storsta utmaningen r att faktiskt veta om
det den producerar ar korrekt eller inte. Sen s &r det ju ocksa att den inte vet helt vad
man vill ha for tonalitet 1 texter s man maste ju alltid utmana det lite och bearbeta allt
som Al ger en. Sen dr det ju som Participant 2 sa, vem har rattigheterna till allt
material, framforallt med bilder. Sen s var det det hiar med statistiken, sa jag har inte
riktigt sldppt pa tyglarna dn, for att jag inte inte riktigt vet hur palitligt det &r, just med
att den tar in information dverallt ifran. Det skulle jag siga ar de storsta
begrdnsningarna.

Intervjuare

Jajamen, och du har ju redan pratat lite om det redan, men upplever du négra problem
med de regler eller lagar som finns for anvdandningen av Al-verktyg inom digital
marknadsforing?

Deltagare 1

Ja, det &r jittesvart det hdar med regler och allt sént om Al, det kinns som en hel
djungel allts.

Intervjuare

Det kan ju vara lite knepigt. Ja, nésta fraga, har du upplevt motstind eller skepticism
frén andra inom fOretaget eller andra nér det kommer till att anvianda Al verktyg.

Deltagare 1

Nej inte inom foretaget, har dr alla jatteoppna for det och tycker att det &r jittebra att
vi testar pa nya verktyg och vi tipsar varandra om nagon hittar ndgot nytt man kan
testa. Sen sa marker man ju att andra inom branschen ir lite mer emot det och kan var
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lite s& hér “jaha, har du blivit sé lat nu och tar hjilp av AI”. Att det pa nagot sitt ses
som att man tar den enkla utvigen. Istéllet for att anvdnda det for ett verktyg som man
faktiskt far hjilp av, s ser manga det som att man tar en liten genvig skulle jag sdga.

Intervjuare
Och hur ar det kring kunder da?
Deltagare 1

Ja alltsd manga ganger skulle sdga att de tycker att det ar jattebra och att de sjdlva
anvander ofta och siger liksom att s hir vi skriver de hér texterna med hjilp av typ
chatGPT eller liknande. Och sa finns det ndgot som heter Jasper Al och det har man
anvint ocksa. Sedan ér det ju vissa som istéllet antar att man har skrivit med chatGPT
och dr sd hir “har du skrivit det har med chatGPT?” Och ja, vi tar ju viss hjélp och det
ar for vi skriver ju om liksom sa att jag skulle sédga att det dr véldigt upp och ner
liksom om de tycker att det &r bra eller inte. Vanligtvis tycker de om att man anvénder
det som ett verktyg, absolut.

Intervjuare

Jajamen och sen har vi kommit fram till sista frdgan da, vilka forbéttringar eller
forandringar hoppas du pa att se inom Al teknologin?

Deltagare 1

Det skulle vara jitteskont att {4 se typ ett regelverk eller ndgonting, alltsd hur man ska
forhélla sig till det och vad man ska sjdlv sdga att man har for rittigheter och vad
nagon annan har for rittigheter. Det finns ju ndgon san hir sida som heter typ, Pictures
Al eller ndgonting och déir kan man se alla bilder som Al tar ifrdn och anvénder sig av
for att generera nya bilder alltsd. Och da kanske hinvisa till den fotografen att s& hér
det hér dr deras rattigheter eller dr det vara eller dr det Als réttigheter eller dr de
foretag som har gjort det eller liknande? Sen hade det varit jatteskont ocksd om Aln
pa nagot sitt kunde vara lite mer palitlig, och att man kan veta vart det faktiskt
kommer ifrdn med kéllor och allt sint dar.

Intervjuare

Vi far tacka sd mycket for att ni deltagit i denna intervju.

Appendix 6. Interview P-2

Intervjuare

Vi forskar ju om Al verktyg och hur det har tillimpats inom digital marknadsforing
och hur det har paverkat digitala marknadsforares arbetsprocess. Vi vill ju fa en
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djupare forstéelse for vilka begransningar marknadsforing upplever med desa verktyg
ocksé. Vi har ju gatt igenom innan att intervjun kommer att spelas in och transkriberas
och att detta var oke;.

Deltagare

Ja precis, det dr okej att ni spelar in.

Intervjuare

Sa nu borjar sjélva intervjun di, Vad dr din nuvarande tjanst och yrkestitel?
Deltagare

Marknadsforingskonsult eller digital marknadsforingskonsult &r min titel. Och jag
driver eget bolag, jag dr ensam pa mitt bolag som det. Jag jobbar ju med andra foretag
och byréer dér jag antingen jobbar direkt mot kund eller jobbar mot slutkund via en
byréa, det dr lite sa det ser ut hur jag jobbar.

Intervjuare

Hur gammal ar du?

Deltagare

34.

Intervjuare

Hur lédnge har du arbetat inom branschen?
Deltagare

10 &r.

Intervjuare

Vad ér din bakgrund? Relevanta tidigare arbetserfarenheter och studier?
Deltagare

Ja relevant, det beror pa vad man tycker &r relevant, men jag pluggade organisation,
marknadsforing mot turism pa Linnéuniversitetet. Fick inte ut s mycket av den
utbildningen. Jag gick senare en yrkesutbildning som heter online marknadsforare pa
medieinstitutet i Stockholm. Efter det fick jag jobb pa en byré dé, som var en full
servicemarknadsbyrd 1 Stockholm som jobbade med allt frdn webbsidanalys till
annonsering och SEO och sadir. Sen sa efter det har jag jobbat pa en annan mediabyra
1 Stockholm som var bredare. Man har jobbat med andra saker som TV och offline
Media och lite olika kanaler. Sen efter det sa nér jag hade jobbat inom byra sa ville jag
testa pa lite att jobba inhouse. Jag borjade vara pé en startup inom edtech som riktade
sig mot barn pd mellanstadiet. Dér hela konceptet var att det var en webbapp for barn
som har neurologiska utvecklingssvérigheter. Dir jobbade jag som marknadsansvarig,
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jag satt liksom med allt, det var inte bara att man satt med till exempel kopt media
som det var pa byrderna. Utan det var allt fran att hitta samarbetspartners och affiliates
till ja ocksé jobba med gammelmedia och med hemsidan och ja, allt mgjligt
egentligen. Sen blev det bolaget uppkdpt av ett annat bolag och da fick inte jag
fortsitta jobba med den produkten utan jag borjade jobba med deras app produkter
istillet. Som var massor av olika appar mot fordldrar som har barn i skolan. Det var
till exempel en hem app dédr man héller koll pa barnens scheman. Och sen efter det, dd
valde jag att kora eget s att nu som sagt nu har jag det hér bolaget och det har funnits
13 ar. Och jag har jobbat framst nu, liksom mer specialiserat mot kdpt annonsering
egentligen, men sen sé jobbar jag 4&ven med SEO och webbanalys.

Intervjuare
Da gér vi vidare, vad &r din definition av Al och Al verktyg?
Deltagare

Spéannande. Ja, det var en vildigt abstrakt fraga. Min definition rent tekniskt ar att det
ar maskininldrning sa att det ar att det 4r en maskin som behdver ha input for att
kunna fortsétta lara sig att ta beslut och och ta fram information utifrdn det man matar
in frdn borjan och ju mer data den fir desto mer kan den ta fram det man &r ute efter
helt enkelt. Jag vet inte om det var lite luddigt, men det &r vél liksom rent tekniskt, sen
liksom om man tittar pa perspektivet utifran min bransch och sa som Al ser ut sd har
det verkligen kommit in véldigt mycket i var bransch och det ar verkligen dverallt. Jag
jobbar ju till exempel med Googles produkter, vildigt mycket Google sk och dér sa
har ju Al kommit in pd det séttet att det har tagit 6ver vissa delar av saker som vi har
gjort manuellt tidigare. Sa att pa det séttet s& kan man ju ocksa se Al som en assistent.

Intervjuare

Som en assistent helt enkelt.
Deltagare

Yes.

Intervjuare

Varan definition av Al d&, vill bara nimna lite kort da att det géller ju inte bara
generativ Al till exempel midjourney och chatGPT som skapar innehéll utan Al
verktyg kan ocksa genomfora médngder olika uppgifter sa som att forbéttra annonser,
optimera innehdll, driva marknadsundersokningar till att genomfora data analyser,
crawla hemsidor och mycket mer. S& verktyg som Google Ads och Analytics
SEMrush Ahrefs och Grammarly bland andra riknar vi ocksa som Al verktyg.

Da ér del 2 hér, dé ar det anvandning av Al. Anvénder du eller nagon i din
organisation da Al verktyg for att utfora nagra uppgifter relaterat till digital
marknadsforing?
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Deltagare

Ja, absolut, och det dr dels egentligen precis som du sdger att det ar lite olika delar. S
det dr dels generativ Al i den formen dir man till exempel anviander chatGPT for att ta
fram alternativa versioner av texter, for A/B-test, copy eller liknande. For att
understrycka, som assistent som jag nimnde tidigare sa &r ju det viktiga att man inte
bara matar in och far ut en text fran Al:n, for som alla vet sa ar det ganska enkelt att se
om det dr en Al som har skrivit texterna.

Sa det ar ju mer det fallet dar man har en text och vill ha alternativ och far ut dem och
sen kan liksom véssa dem lite grann och gora om dem till det som kunden &r ute efter.
Sa att man anvénder det lite som en referens. S& att det 4r den ena delen att man fér
hjélp med att ta fram innehall och sé vidare eller via midjourney att man far fram
olika alternativ av bilder. Men sen &r det ju precis som du sédger da den andra delen
dir Google egen Al funktion dr inne i systemen vi anviander dir dem kanske har
rekommendationer pa saker vi skulle kunna titta pa eller att det finns vissa
forandringar, viss data eller trender.

Sa att den delen ar ju helt annorlunda da fran den andra. Och dér ar det igen att tittar
man pa data och far lite hjdlp av Googles Al med att se att okej, hiar hinde det
nagonting, da dr det ju mer som en vigvisning eller en guide till oss for att forsta att
okej, vi kanske ska titta lite djupare pa det hér. For Google sdger ju bara en liten grej,
det ser ju bara en liten del och sen vad som faktiskt har hant ar ju upp till oss att ta
reda pa och och det r ju s& mycket andra faktorer som péverkar som Googles system
inte har ndgon aning om till exempel.

Det kan ju vara sddana saker som att jag jobbar med en kund som har mycket
sdsongsbaserat eller evenemang som paverkar och det det kan ju inte Google sédga, att
ja, men det hér var pa grund av att VM var under den hiar manaden utan det maste jag
ju sjélv titta pa.

Sen sa dr det vl lite s& med Google att man inte riktigt alltid vet vad som ar Al och
vad de pushar for att man ska gora det de vill for att man ska spendera pengar. Sa att
det det ar lite av en balans. Och att man fér vara lite sa hér okej, hiar har &ndé Al tittat
igenom véra konton och vara system och sett att de hir dr saker som vi kanske bor
fokusera pa for att kontot ska bli béttre eller forbéttras. Men sen kan det vara att vi far
forslag som absolut inte funkar for kunden. Det kan vara att vi har vissa brand
restriktioner nir det kommer till texter att vi inte far anvdnda vissa texter, eller att vi
inte fAr uppmana till vissa saker 1 texterna. Men Google tycker att vi ska gora det for
att de har fatt det alltsd utifrdn s6kordsdata till exempel, sé att sddana saker ar valdigt
mycket och dér &r vi fortfarande inne vildigt mycket manuellt och behover ta de
besluten och forsta vad som funkar och vad som inte funkar, &ven om vi far de
forslagen, sé att det &r tva delar egentligen ska jag siga.

Intervjuare
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Bra, och d& kommer vi vidare till den hér frdgan, vilka verktyg anvinder du? Och for
att utfora vilka uppgifter?

Deltagare

Alltsa, verktygsmadssigt, sé dr det ju frimst chatGPT och Midjourney. Sen finns det ju
inbyggda Al funktioner i vissa andra verktyg som photoshop och sana saker till
exempel. som jag var inne pé lite ddr med chatGPT s handlar det ju mest om att {2
ndgot sorts underlag eller referenser till att jobba vidare med vissa texter till exempel
sd att det ar innehallsbaserat. Sen kan det ocksd vara intressant att testa lite med
chatGPT om man till exempel letar efter benchmarks inom vissa, till exempel
klickpriser och séna saker. Det kan man ocksa testa for att se. Ja, men &r det hér
rimligt om jag till exempel inte kénner till vad ett benchmark &r inom en viss
marknad, men har kanske nérliggande kunder sd att jag kan kolla av lite. Men jag
skulle aldrig bara fraga om ett benchmark och sedan bara ta det liksom 100 procent,
utan mer att ha det som en referens till okej, det dr ungefar den hér nivan det ligger pa
och sen kolla av det med andra. Men det kan vara bra som ett litet underlag
egentligen. Och sen, som sagt med Midjourney, ar det lite samma sak dir som jag
ndmnde tidigare med A/B-test. Om man till exempel har en version av en bild och
man skulle vilja testa andra versioner och testa andra alternativ dar man flyttar eller
andrar pa vissa saker sa skulle sd kan det ocksa funka som ett bra alternativ till det.

Intervjuare
Bra. Da kommer vi till nésta fraga, har ditt arbete paverkas av att tillimpa AI?
Deltagare

Ja, absolut. Jag tror att det &r lite personligt hur man dr och hur man jobbar. For mig,
s har det underlittat vildigt mycket fOr att ofta sd ar det 1att att man fastnar 1 hela det
hir att man ska borja ta fram ndgonting och att det dr svéart att hitta en borjan, men
med hjélp av till exempel ChatGPT sa kan man létt fa referenser fran borjan sa att
man kommer in ganska snabbt 1 det dér tidnket och far ett underlag sa att det forkortar
ju tiden. Det blir ju mer effektivt pd det sittet att man slipper ldgga tid pa att researcha
sjalv och kolla runt och titta pa olika alternativ. Framst &dr det tidsmissigt da att det
liksom har gjort det mer effektivt att arbeta. Sen ér det ju ockséa det hir med att man
far ménga fler perspektiv, dn att bara ha det man hittat sjilv. Sdg att man kanske hittar
ndgon research nagonstans och sd ar det bara en kélla, men man fér ju véldigt mycket
samlat eftersom den tittar pa flera olika delar s att det 4r ju ocksa bra, med flera
perspektiv. Och sen nir det handlar om det hér att det & mer och mer Al verktyg
integrerat i system som vi jobbar med har ju séklart ocksa underléttat dels tidsmassigt.
Man kanske tidigare hade s jikla mycket och man visste inte riktigt vad man skulle
kolla nadgonstans ibland. Det ar lite lattare, liksom att fa en 6verblick.

Jag vet inte hur jag ska forklara, men det &r lite lattare att se idag eller fokusera idag
nédr Al:n liksom lagger fram saker ganska tydligt. Har har det skett forandringar. Hér
ar ndgonting som har hént och hir borde man kolla. Forut var det liksom mer att man
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fick sitta sjdlv och griva i all tid och evighet for att hitta information. Sé ja absolut.
Tid och scoop éar bra att siga.

Intervjuare

Da var ju uppfoljningsfragan som du har svarat pa lite, har iplemenationen av Al
verktyg paverkat effektiviteten i den hir arbetsprocessen?

Deltagare
Ja precis, lite som jag sa scope och effektivitet det dr det som har paverkats.
Intervjuare

Och dé har jag uppfoljningsfragan, har du eller ditt foretag ett sétt att méata
framgangen eller effektiviteten av Al implementeringar i din digitala marknadsforing?

Deltagare

Inte formellt, men jag skulle sdga lite som jag varit inne pa forut att det ar vl mer att
att tinka OK, hur sdg det ut 1,5 ar sedan eller hur sag det ut 2 ar sedan nér det
fortfarande var vildigt nytt och inte s& utvecklat? Och hur anvéndes det d&? Hur
mycket tid har jag sparat pa det nu nir det har blivit battre och kan anvinda det mer
och ha ett mer standardiserat flode sé att det dr vl mer pa det sittet att man mérker en
skillnad 1 att det har blivit mycket battre, mer effektivt. Sen nér det géller, flodet 1
arbetet och hur det har blivit battre. Tittar jag till exempel pd annonsering och i system
och sddar dér fir vi ju data. Vi fér forséljning och sé vidare sa att diar kan man ju se att
indirekt har ju Al:n pdverkat pd sd sétt att de hir sakerna har vi fatt som
rekommendation att vi bor fokusera pa for att Al:n har hittat det och vi genomfor de
andringarna och da ser vi bittre resultat, det ocksé ett ganska direkt svar pa att det ar
maétbart att det har blivit béttre.

Intervjuare

Bra nésta fraga. Frdga da som handlar om begrinsningar av Al, da ar fragan vilka ar
nagra vanliga utmaningar eller begransningar du stoter pa nar du anvédnder Al verktyg
inom din digitala marknadsforing?

Deltagare

Det ar dels att man i manga fall behdver liksom laborera med promptsen for att det
kan bli att man inte far fram den informationen som man &r ute efter till exempel, det
ar val den absolut vanligaste utmaningen. Sen kan det vara att det ar vildigt lite data.
Det finns inte s mycket data. Det kan vara att datan &r felaktig pa det séttet att, om
jag till exempel da inte pratar om generativ Al utan pratar om den Al:n som da &r
inbyggd funktionalitet, till exempel 1 Google som jag var inne pa lite forut att det kan
vara sa att man far reckommendationer med saker som inte riktigt funkar for den
kunden man jobbar med, till exempel att att det dr véldigt standardiserat och det ar ju
vl lite det Al &r att man kan inte titta pa varje case enskilt inte skraddarsytt. Utan det
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ar en standardisering for det &r ju det man har fatt. Det &r liksom det Al:n har fatt
inmatat, det dr vil det som &r den absolut stdrsta begransningen, att det blir véldigt
generellt och det funkar ndr man jobbar generellt och det dr generella problem man
stoter pd. Men ar det valdigt specifikt. Jag har kunder inom till exempel finans, bank
och casino och dir &r det véldigt mycket restriktioner kring vad man far géra och vad
man inte far gora och de detaljerna kénner inte Al:n till eller vet om, dir kan det bli
valdigt svart att da fa rétt information.

Intervjuare

OK, nu kommer vi till frdgan da, finns det nagra regulatoriska fradgor som uppstar fran
anvandningen av Al verktyg i1 dina marknadsforingsaktiviteter?

Deltagare

Ja alltsa, om man riknar det ddr som en sidn kanske.Men det 4r vdl mer den formen
ndr man skulle anvidnda sig av copyright och sana saker och nir det kommer till
bilder? Jag har inte sttt pd nagonting sant personligen, men jag vet att det &r ett
problem i vissa fall i branschen att man kanske har nagon kund som é&r ute efter
ndgonting, men i och med att Al:n utgér efter det som redan finns sé kan det vara att
den tar fram visuellt innehall som &r mer eller mindre baserat pd ndgonting som é&r
copyright och da blir det ju lite s hir att man stir mittemellan och det kan bli
problem. Men jag har inte stott pa det sjélv 1 alla fall.

Intervjuare

Okej, och nésat fraga ar, har du upplevt ett motstdnd eller skepticism frén till exempel
teammedlemmar eller kunder angdende anvidndandet av Al verktyg i dina
marknadsforings initiativ?

Deltagare

Nej, far jag sidga tvartom. Jag har absolut inte stott pa det varken internt eller externt
fran kunder utan dér vill jag verkligen understryka att fran kunder speciellt, dem vill
gérna prata mer om Al och anvinda det och ibland mer &n vad vi anvénder 1 vart
arbete.

Intervjuare

Framtiden for Al inom digital marknadsforing, vilka forbéttringar eller forandringar
hoppas du se 1 Al teknologier for att béttre hantera de begrédnsningar du for
ndrvarande star infor i din digitala marknadsforingsinsats?

Deltagare

Jag tror ju framfOrallt att det 4r funktionaliteten nédr det kommer till verktyg som vi
anvénder till exempel Googles forslag och rekommendationer behdver bli béttre. Det
ar inte bara en 0nskan, utan det dr mer att det dr en enhéllighet 1 branschen. Det
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kanner alla som jobbar med det hér att det behover bli béttre. Men det dr ju mycket
sana grejer till exempel att vi har ju olika format vi anvéinder inom annonsering och
Google har mer och mer pushat att man till exempel testar dynamiska format dar man
jobbar med olika bilder och jobbar med olika texter, Al genererat. Déar dr det ju lite
motstdnd att anvdnda den typen for att vi ér lite oroliga Over att de plockar fram saker
som vi kan ha lite problem med nir det giller ja, med just legal och sddana saker nir
det géller texter sa att den delen dr ju verkligen, en dnskan och en forutsittning tror
jag, for att vi ska kunna anvénda det fullt ut s& méste den aspekten bli battre. Sen ar
det klart desto mer data som produceras manskligt, ju mer research, ju mer innehall
och information som finns sa kommer ju dven Al:n att bli béttre. Nér det géller texter
och sidana saker. Forhoppningsvis kommer outputen blir lite mer diversifierad dn vad
den ar just nu. For som sagt, det ar vildigt standard pa till exempel copy att man far ut
copy som ser valdigt likt ut. Det ar valdigt tydligt att det &r AL. Den delen skulle ju
vara toppen om den blev béttre. Det jag tycker &r samma sak nar det géller de hér
alltsa funktionaliteten i andra system, till exempel hemsidor och sint, bara sddana hér
saker som att, vad ska du skapa for sajt och sa viljer man ndgon nagonting och att den
ska ta fram liksom Al forslag och det blir oftast kanske inte det som man har tédnkt sa
att de grejerna bor bli battre och det kommer vl bli béttre for att inldrningen ar
konstant.

Intervjuare

Men toppen. Det var alla fragor. Tack for din medverkan.

Appendix 7. Interview P-3

Intervjuare

Amnet d3 #r att vi forskar ju om hur Al verktyg har tillimpats inom digital
marknadsforing och hur det har paverkat digitala marknadsforings arbetsprocess och
vi vill ju da fa forstaelse sig for vilka begransningar det ocksé finns da for
marknadsforare. Men da kommer vi da till sjdlva fradgan hir.

Vad ér din nuvarande tjinst och yrkestitel?
Deltagare

Ja, jag dr ju VD. Jag skoter ju all Facebook distribution och metas kanaler har jag
hand om. Sen ar det inte alltid jag som har producerat content. Men jag skoter all
distribution dér for vara kunder och min kollega skoter ju all Google distribution.

Intervjuare
D4 dr nista frdga, hur gammal &r du?

Deltagare
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52.

Intervjuare

Hur ldnge har du arbetat inom branschen?

Deltagare

Sen 1997.

Intervjuare

Vad ér din bakgrund, relevanta arbetserfarenheter och studier?
Deltagare

Ja, jag har en massa hogskolepoidng men inget som &r relevant for det jag jobbar med.
Jag skulle bli gymnasieldrare egentligen, men halkade in pa skrivandet sé jag landade
pa ett tidningsforlag 1997. Startade eget forsta gdngen 2000, drev en byré i Stockholm
fram till 2005. Da var digital marknadsforing icke existerande. Da budade vi filmer
fran kontoret till odenlab i Stockholm med cykelbud och fick tillbaks bilder som man
stod och valde mellan pé ett stort ljusbord. Sedan har jag jobbat som jobbat som
kommunikationschef i en kommun 1 5 ar och sedan startade eget igen och har drivit
det sedan 2010.

Intervjuare
Och da kommer vi till nésta, vad dr din definition av Al och Al verktyg.
Deltagare

Ja, det dir &r ju ndgonting som vi har diskuterat ganska mycket. Det lite som att det
gér en inflation 1 begreppet Al. Flera funktioner som vi har anvént i photoshop ganska
lange har ju sen liksom dopts om till Al eller liknande begrepp. S& hur man ska
definiera Al, den dr svar. Du, det vet jag inte om jag kan ens, faktiskt. Ja, men om
man pa nagot sitt ska definera det. Som Al funkar just nu, s& funkar det vl som en
hyfsat kvalificerad digital assistent.

Intervjuare

Véran definition d& som vi har till det hér arbetet tdnker jag att vi kan ndmna. Att det
géller ju da inte bara generativ Al till exempel som Midjourney, ChatGPT och s&
vidare utan dven da verktyg som finns till exempel da att forbittra annonser, optimera
innehall, driva marknadsundersokningar till att genomfora dataanalyser. Crawla
hemsidor och sé vidare till exempel som Google ads, Analytics, semrush, ahrefs,
Grammarly och sd vidare. Sa da &r fragan, anvinder du eller nadgon I din organisation
Al verktyg for att utfora uppgifter relaterade till digital marknadsforing?

Deltagare
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Ja, det gor vi ju. Vi anvinder ju generativ Al for att skapa content eller for att
underlitta att skapa content, framforallt. Dar har det ju blivit mycket ldttare om man
fir material frdn en kund till exempel och s& behdver man géra om en breddare till en
stdende bild sé ar det véldigt smidigt med generativ Al. Vi anvédnder ju ChatGPT
ocksa som content modell, men dven som analysverktyg for att analysera
kampanjresultat. Men det ar vl egentligen de tva delarna som vi anviander hyfsat
frekvent. Vi har inte just for den digitala marknadsforingen. Vi har inte liksom gatt
igdng péd ndgot annat verktyg direkt om det inte det beror pd hur man definierar digital
marknadsforing. Du tdnker annonsering online egentligen?

Intervjuare

Allting som har med att marknadsfora pa nagot sétt digitalt, si det kan vara vildigt
brett.

Deltagare

Google Analytics till exempel innehaller ju ingen Al idag. Sen de bytte till GA 4 som
de gjorde forra sommaren sa har ju Analytics blivit radikalt mycket svarare att
anvianda. Al ska ju liksom underlétta s att dir borde det finnas en marknad kan man
tycka for ndgon form av Al assistent? Nar det géller Google ads tror jag inte man kan
definiera det som Al. Dér far man ju upp relevanta sokordsforslag kopplat till de
annonser man har gjort. Men om vi skulle kalla det Al, det &r algoritmer, mer logik
egentligen, och det det dér &r ju en svar definitionsfraga, vad &r logik? Vad &r bara ren
logik? Man kan ju uppfatta saker som intelligenta, &ven om det bara bygger pa ren
logik. Det ér ju likadant ndr vi bygger formuldr ibland om man sétter upp liksom
villkorstyrd logik 1 ett formuldr. Det kan ju ocksd uppfattas som intelligent, dven fast
det &r helt stendott.

Intervjuare

Jétteintressant att hora den hér tanken, men vilka verktyg anviander du da?
Deltagare

ChatGPT och Photoshop och Meta har vil Al i sina verktyg.

Intervjuare

Just det. Ja, d& gdr vi vidare till nésta steg. Implementering av Al, har ditt arbete
paverkats av att tillimpa Al och om JA, hur har det paverkats?

Deltagare

Ja, det har paverkats framforallt for att det har snabbat pé content processen. Det &r
vil den storsta paverkan vi kan se just nu, satt faktiskt och pratade om det pa fikat hér
att den forsta yrkesgruppen som kommer att ryka, det dr dverséttare sa att ChatGPTs
sprakmodell &r ju sé pass bra idag sé att du kan faktiskt f4 en, om du promptar den pa
rétt sétt s kan du fa en vettig 6verséttning till i princip vilket sprak som helst. Sen
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maste man ju ha nagon form av granskningsprocess, att bara slinga ut det innehallet
rakt upp och ner tror jag inte dr gdngbart, men det det funkar ganska bra.

Nej, men det ér ju framforallt contentskapandet som har underlattats sen i vissa delar
sa har vi ju testat och gjort lite analyser med ChatGPT, framforallt baserat pa
kampanjresultat. Dér finns det vissa brister, ungefdr samma brister som metas, metas
plattformar &r ju liksom byggd och skapad for distribution mot extremt stora
folkméangder, typ USA, Tyskland, Storbritannien. Sverige ér ett litet land. S& att de
rekommendationer som man sjilv far frdn meta de &r inte alltid applicerbara, pa den
svenska marknaden och framforallt inte vi d& som sitter i en mindre ort, ska man gora
en lokal annons hér sa har vi en malgrupp pd 18000 personer sd kor vi en annons for
300kr sé har den visats for alla pa 2 dagar. Nar det géller sjdlva analysdelen att liksom
analysera resultatet, ddr finns det fortfarande en del att 6nska. Alltsa den ar ju valdigt
trubbig, nu vet inte jag om det har fordndrats, men just ChatGPT bygger vil
fortfarande p4 gammal data.

Intervjuare

Men da kommer vi till en uppfoljningsfraga hir. Har ditt foretag eller du ett sitt att
mata framgangen eller effektiviteten av Al implementeringar i din digitala
marknadsforing?

Deltagare
Nej.
Intervjuare

Da kommer nésta fraga, vilka dr ndgra vanliga utmaningar eller begransningar du
stotter pd ndr du anvinder Al verktyg inom din digitala marknadsforing?

Deltagare

Ja utmaningarna ar ju, dels nir det géller generativ Al, niar man tanker pa content
skapandet dr att den dr ganska trubbig sa du behdver prompta den pa ett bra sétt. Dels
nér det géller bildjusteringar dr Adobes produkter lite begrdnsade. Det dr oftast inte sd
att vi skapar helt nytt content med till exempel Firefly eller Midjourney eller ndgot
sant. Ofta sa handlar det liksom om att justera befintligt material i format eller dolja
en person och just att ta bort en person, till exempel ur en bild, det far du inte gora 1
Adobes programvara det bryter mot deras regler.

Intervjuare

Okej, ja intressant. Upplever du da nagra problem med de regler eller lagar som finns
1 anvindning av Al verktyg inom digital marknadsforing?

Deltagare
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Nej, det ér vél bra att det 4r ndgon som tar ansvar och liksom dnda reglerar det pa
ndgot sitt och Adobe har ju dnda tagit fram négon slags regelverk och det finns ju
sdkert bra tankar bakom det tinker jag.

Intervjuare

Har du upplevt ndgot motstand eller skepticism fran exempel manniskor inom
foretaget eller kunder angéende antagandet av att ni anvdnder dd Al verktyg inom er
arbetsprocess?

Deltagare

Det enda som har dykt upp det ir att en kollega &r radd. Han &r livradd for att vi ska
bli utan jobb. For att Al kommer ta 6ver eller livrddd kanske &r att ta i, men han ar den
enda som har véckt ndgon slags orostanke for detta. Vi har forsokt lugna honom och
sdga att sé lange vi har kunder som inte har en aning om vad de sjélva vill sé fyller vi
en funktion. Sen om vi anvinder Al eller inte, det tror jag de skiter 1.

Intervjuare

Vilka forbéttringar eller fordndringar hoppas du se inom Al teknologin for att béttre
hantera de begransningar som du upplevde?

Deltagare

Forbittringar? Ja. Vad kan det vara? Det ir ju lite svart att svara pa tycker jag,
eftersom man inte riktigt vet vad som kommer. Innan Al kom sa hade man ju ingen
aning om att att liksom det skulle komma en ChatGPT som kunde svara pa alla andra
frigor och Gversétta och formulera om texter och sént dir. Och innan generativ Al
kom 1 bildhantering sa hade man ingen direkt uppfattning om det, sa det dr véldigt
svart att svara pa.

Intervjuare

Men det ér ett svar ocksa, och det var alla fragor for intervjun. Tack sa mycket for din
tid.

Appendix 8. Interview P-4

Intervjuare

Hej, vilkommen till den hir intervjun. Forst och framst sé vill jag ju tacka dig for att
du deltar i denna studie. Och vi har ju gatt igenom da att intervjun kommer att spelas
in och det har du sagt det dr OK.

Deltagare
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Ja, det ar det.
Intervjuare

Du kommer ju forbli jag helt anonymt som vi ocksa sa dir da. Ja si att da ténkte jag
att da sétter vi igdng och med fragor da. Vad ér din nuvarande tjdnst och yrkestitel?

Deltagare

Jag jobbar som marknadsansvarig, inhouse pé ett foretag som séljer lagerinredningar.
Intervjuare

Hur gammal dr du?

Deltagare

Jag fyller 25.

Intervjuare

Hur ldnge har du arbetat inom branschen?

Deltagare

2 &r.

Intervjuare

Vad ar din bakgrund? Relevanta tidigare arbetserfarenheter och studier?
Deltagare

Jag har ett diplom inom grafisk design och sen har jag en kandidatexamen inom
grafisk design och webbutveckling. Sen har jag jobbat pd en studentorganisation 1
nistan 2 ar, kanske inte heltid. Som grafisk designer sen sé har jag arbetat som
assisterande AD pa ett foretag i Jonkoping. Sedan har jag frilansat lite och nu da
sedan en manad tillbaka sa har jobbat som marknadsansvarig.

Intervjuare
Vad ar din definition av Al och Al verktyg?
Deltagare

Ja, den hér 4r ju lite svér. Jag tinker att Al dr typ som en ménniska, men som en
maskin. Den kan ldra sig med inldrning och den ska typ spegla och vara en person
som &r kunnig pa allt mojligt. Och den kan ge svar och 16sa problem liksom vi
ménniskor, men pé ett mer avancerat sitt.

Intervjuare

Ja, for att vi har ju ocksa definierat Al och Al verktyg i1 var studie och da tanker vi att
det inte bara dr generativ Al, s& som Midjourney och chatGPT. Utan att Al kan

53



genomfora en mingd olika uppgifter som att forbéttra annonser, optimera innehall,
driva marknadsundersdkningar, genomfora data analyser, crawla hemsidor med mera.
Och dé ir det ju verktyg sdsom Google ads, Analytics, Semrush, Ahrefs, grammarly.
Med ménga, ménga, fler.

Ja, och d4 kommer vi till del 2. D4 &r frdgan, anviander du eller ndgon med din
organisation Al verktyg for att utféra nigra uppgifter relaterade till digital
marknadsforing?

Deltagare

Vi anvinder ju som sagt Google Ads och Google Analytics for att samla in data och
kunna jamfora den. Det ar ju ett valdigt bra verktyg for att just se resultat och jamfora
och se statistik och sa. Sen anvander jag personligen vildigt mycket chatGPT, just till
om det dr nadgot problem eller till copyrighting sé dr det den jag vinder mig till. Sen
har jag ocksa anvint véldigt mycket Quillbot och Grammarly ocksa just for stavning
och for att skapa mer avancerade meningsuppbyggnader for att fa till en mer
professionell ton. S& det dr de jag anvdnder mig av mycket och ofta.

Intervjuare

Yes, dé fick vi svar dér pé vilka verktyg du anviander och for att utfora vilka uppgifter.
Deltagare

Ja.

Intervjuare

Da gar vi vidare till del 3. Har ditt arbete paverkats av att tillimpa Al

Deltagare

Ja, det skulle jag vill sdga. Jag och en av mina chefer hade ett samtal om det hér och
att jag hade skrivit en text som kanske inte var helt skriven av mig och han upplevde
att den gav ett ganska kallt intryck. Om man ldser den sé har texten liksom ingen
kénsla. S tonaliteten som dr ganska viktig inom just den hér branschen och som
foretaget ska speglas 1, hur man later och hur man skriver och sé, det fanns inte riktigt
dér. Och dér sa han att det inte riktigt gér att bara forlita sig pd Al. Utan att man
kanske maste hjdlpa Aln genom att ge prompts som att jag vill ha en mer varm ton,
eller att jag vill att det ska vara mer professionellt, man maste ndstan ge dem hur
budskapet ska ges annars s kanske det blir lite mer robot liknande. Sen har jag ocksa
upplevt ibland ocksé att det inte stimmer, det var ndgon gang forra veckan dér jag
undrade om det var din eller ditt, Al sdger din men det &r ditt. Men det ar ditt. Det ar
ocksé den aspekten att det kanske inte alltid stimmer, s det kan vara en del av det
ocksa.

Intervjuare

Ja. Och har integrationen av Al verktyg paverkat effektiviteten i dina arbetsprocesser?
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Deltagare

Ja, definitivt. Just for att man kan fa en sén stor mdngd information om man légger in
ritt prompt. Som “jag vill att du forbattrar det hir, och utvecklar den, och jag vill att
du skriver x antal meningar och jag vill att du skriver det sa hiar”. Det dr ett véldigt
smart verktyg for att sitta igdng med brainstorming och kanske fa en storre kvantitet
pa det man vill géra och sen kan man da vélja utifran de hir 40, kanske till 5 som jag
tyckte var vadligt bra och den ger en véldigt stor méngd alternativ helt enkelt, vilket
ar pa bade gott och ont.

Intervjuare

D& kommer en uppfoljningsfraga, har ni nagot sett pa foretaget du arbetar pa att méta
effektiviteten eller framgangen av att implementera Al.

Deltagare

Jo, men pé ett sitt skulle jag vil séga det. Jag tror inte de anvinder det sa mycket
innan jag kom dit. Sen har ju jag som sagt satt igdng hela marknadsavdelningen och
det har jag gjort med hjdlp av Al. Den har hjélpt till med vad behdver jag fokusera pa,
och vilka omraden det dr. S& den har hjilpt mig att strukturera upp och fa ett storre
sammanhéngande och grepp om vad min arbetsroll &r, och hur méanga olika delar det
ar. Sen har jag utifran min erfarenhet och mitt eget tycke da, fatt vélja vad som ar
fokus och vad vi ska prioritera.

Intervjuare

Har ni nigot sitt att méata detta pa?

Deltagare

Inte just nu. Nej, tyvérr. Det skulle jag inte sidga.
Intervjuare

Men man mirker dnda tydligt att den paverkar?
Deltagare

Ja absolut, och just pa effektiviteten och att det har producerats vildigt mycket
jamfort med forut, sé jag mérker stor skilllnad.

Intervjuare

Vilka dr ndgra vanliga utmaningar eller begransningar som du stoter pd nér du
anvinder Al verktyg just for din digital marknadsforing?

Deltagare

Ja lite beroende pa vad man som sagt skriver in i den hir prompt s& far man ju ett
resultat eller ett svar pa det sé att du kanske behdver vara véldigt, vildigt specifikt och
valdigt detaljerad i vad du vill & ut av den hiar maskinen. ChatGPT den har ju ocksa
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sina begrinsningar. Jag vet att ibland nar man har fatt forslag pa 10 rubriker, varav
ingen passar och da ber man den gora fler och mer unika. Jag vill ha fler forslag och
sen har den knappt gjort ndgon dndring, sé ibland kan det vara att den blir véldigt
begrinsad i vad den har gett ut. Sen kan den inte riktigt se, ja men det har ménskliga,
alltsa det har med spraket och variationen, men jag upplever det som en storre
begriansning ndr man anvinder svenska. Och ibland kan jag tycka att dr det mycket
lattare att fa fler varierande alternativ och forslag av just chatGPT pa engelska jamfort
med svenska. Och det kan ju bero pa en midngd saker, men det &r vél de som jag
frimst kommer pa just nu.

Intervjuare

Och upplever du nagra problem med de regler och lagar som finns for anvindning av
Al verktyg idag dd och da inom digital marknadsforing?

Deltagare

Ska jag vara helt drlig sé ar jag inte 110 % insatt i vilka regler och lager som finns och
jag vet ju om att det finns ndgon slags regelbok, men jag dr inte medveten om det,
tyvarr. Det kanske jag bor vara.

Intervjuare

Vidare dé, har du upplevt ndgot motstand eller skepticism fran manniskor inom
foretaget eller kunder angédende anvandandet av Al verktyg for att genomfora ditt
arbete.

Deltagare

Ja, det ar vél 1 s fall min chef. Sedan tror jag kanske att mina andra chefer som ar lite
dldre, de kanske inte riktigt har koll pa det hér. De kanske har viss motstand i varfor
man inte bara kan gora pé det, ja, men gamla hederliga séttet, att man sitter och ar en
copyrighter. Men som sagt. Det hér robotaktiga svaren man kan {4 ibland 4r vil vad
jag upplever dr det de dr mest emot. Och som han sa till mig att ja, chatGPT ar
jéttebra men till en viss grans. Sen maste ju du sitta din pragel, den ménskliga
touchen pa svaret. Som sagt, det ar for att jag upplever ocksa att det kan vara vildigt
kalla svar och robotliknande.

Intervjuare

D4 ar fragan vilka forbattringar eller fordndringar hoppas du att se inom Al teknologin
for att bittre hantera de begrédnsningarna som du upplever idag?

Deltagare

Det jag gillar just nu med till exempel chatGPT ér vil att jag nu har som en flik med
allt jag har skrivit in till jobbet. Da har ju den ocksa nagonting att g utifran. Att det
hér har jag skrivit under lang tid och tar inte en ny sida som ar helt blank och jag

maste prompta om “att du dr en copyrighter for ett foretag med de hér produkterna”.
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Det ar vil en jattestor fordel. Sen skulle jag kanske vilja lagga till vissa grejer eller
gora det lite mer. Att den kanske kan hjilpa mig tillbaka. Inte att jag ska séga &t den
vad jag ska gora utan att den kanske kommer med forslag sd hér rent spontant. Nagot
sant verktyg eller som med quillbot att man kan f4 en mening och sen om du drar 6ver
musen sa kommer det upp flera alternativ pa ord som kan erséttas for att det ska bli en
annan mening. Att det kan vara nadgonting sant att man inte behover liksom refresha
och byta ut den har meningen eller be den gora flera utan att det ska finnas léttare sétt
att fi fler variationer utan att behdva skriva in en ny prompt.

Intervjuare

Men toppen, dé far jag tacka sa mycket for ditt deltagande.

Appendix 9. Interview P-5

Intervjuare

Hej, vilkommen till den hér intervjun. Forst och framst sa vill jag tacka for att du
deltar i denna studie. Vi har ju gatt igenom innan vi bdrjade spela in att intervjun
kommer att spelas in och att du kommer vara anonym och detta var okej for dig.

Deltagare

Ja, det stimmer

Intervjuare

Sa, dé satter vi igang. Vad &r din nuvarande tjinst och yrkestitel?
Deltagare

Digitala Media specialist.

Intervjuare

Hur gammal ar du?

Deltagare

22.

Intervjuare

Hur linge har du arbetat inom branschen?
Deltagare

2 ar.

Intervjuare
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Vad ér din bakgrund, da tinker jag arbetserfarenheter och studier som é&r relevanta till
din nuvarande tjénst.

Deltagare

Jag har innan min nuvarande tjinst studerat digital design och webb utveckling i 3 ar
pa hogskola, och jobbat som digital designer. Sen har jag ocksa gjort massa certifikat
inom digital marknadsforing bland annat.flera av Googles certifikat.

Intervjuare
Okej, och vad dr din definition av Al och Al verktyg?
Deltagare

Jag ténker att Al har olika nivéer, alltsa att det finns olika typer av Al och att det finns
manga olika anviandningsomraden. Man kan ju inte sidga att Al bara &r chatGPT, som
vissa tinker, utan Al kan ju vara annat ocksa, och det finns manga olika typer av Al
Det finns ju bade den Al som man behdver prompta och som sedan ger respons pa
promptsen, s som chatGPT, men sen finns det ju ocksa Al som &r inbyggd och som
foretag har tagit fram for att underlétta i olika delar och processer i deras system. Al
har funnits och anvénts av foretag langt innan chatGPT och foretag har ju ldnge
anvént sig av maskinldrning och sana tyngre grejer. Sen s har ju dessa nya tjdnster,
eller verktyg underléttat mitt arbete en hel del, till exempel med repetativa uppgifter,
men Al finns i s mycket fler saker, sammanhang och kan ju géra en mingd olika
uppgifter beroende pa hur den trinats.

Intervjuare

Och vi ténker lite likadant dé sé att det ar ju inte bara chatGPT och midjourney, vilka
ar generativa Al, som du sa utan att Al kan ju genomfora en hel dros uppgifter och
finns ju relaterat till digital marknadsforing i, ja men verktyg som Google ads,
Analytics, sesmRush och sa vidare.

Deltagare
Oke;j.
Intervjuare

Da kommer vi till nésta fraga, anvinder du eller ndgon i din organisation Al verktyg
for att utfora ndgra uppgifter relaterade till digital marknadsforing?

Deltagare

Ja, det gor flera av oss pa foretaget. Jag anvinder det for att underlétta vissa skriftliga
delar som kanske inte dr min roll egentligen eller att komma pé och utveckla idéer.
Jag anvénder den till exempel till om jag ska skriva annonstexter och jag inte har
tillrackligt mycket text, eller jag behover formulerar om for att fa det att lata battre
eller fa mer inspiration, d4 kan jag anvénda den till det, eller till dataanalys.
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Ja, men som du sa innan, det finns redan i verktygen jag anvinder automatiskt som
jag inte behover tanka pa, men det underlittar ju véldigt mycket med budget,
budgivningar och sa vidare. Sen har vi dven kollat pd ett system for att automatisera
massor av repetitiva uppgifter med hjilp av Al, och dé kan den hjélpa till med
uppgifter sé som till exempel med s6kord, budget allokering och A/B testing pa en
mycket storre niva dn vad vi kan gora idag for den tiden vi har for vara kunder. Jag
anvinder den en del till ide genereing, men sen ocksa till att strukturera upp om jag
har en kampanjstruktur och behdver strukturera upp datan i en tabell eller sa, da kan
jag anvinda det.

Intervjuare
Och kan du ge exempel dé pé vilka verktyg du anvinder.
Deltagare

Jo, men det kan vara Gemini, chatGPT, Amanda Al. Sedan sa finns det ju i system
som Google Ads och Google Analytics, men ocksa for automatiseringar i typ
click-up, Google Ads med mera.

Intervjuare

Jajaman.

Deltagare

Och sedan kommer jag ej pa ndgra fler just nu.
Intervjuare

Nej, och vad var Amanda AI?

Deltagare

Det var systemet som jag beskrev innan.
Intervjuare

Okej, da ér jag med och har ditt arbete paverkats av att tillimpa AI?
Deltagare

Ja, absolut. Innan hade jag inte lika ménga kunder som jag behdvde hantera sjélv, men
genom att implementera Al har det verkligen underlattat. Jag kan effektivisera eller
automatisera vissa mindre uppgifter som annars skulle ta mycket ldngre tid, sdsom att
strukturera data eller utfora tidskrdvande uppgifter.

Intervjuare
Yes, och har integrationen av Al verktyg paverkat effektiviteten i din arbetsprocess.

Deltagare
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Allts4, ja, det har den gjort. Sedan vi implementerade det nya systemet, sa har jag tid
till att jobba mer strategiskt och jobba mer med kampanjupplédgg istéllet for att
fokusera mestadels péd 16pande optimering. Jag kan jobba med allt runtomkring istillet
for att sitta och granska vartenda litet sokord hos ett stort konto. Jag kan istillet lagga
min tid pa viktigare grejer som ger &nnu mer resultat for kunderna, istéllet for att jag
ska sitta med sma grejer hela tiden och pilla.

Intervjuare

Och har du och ditt foretag ett sétt att mita framgangen eller effektiviteten av Al
implementeringen 1 din digital marknadforing idag?

Deltagare

Nej, det har vi ju inte alls egentligen. Men man hade ju kunnat géra uppgifterna med
och utan Al och ta tid for att se hur mycket tid man sparar. Vi borde kanske borja gora
det, men vi har inte gjort det idag, tyvérr. Sen trackar vi all vér tid, men inte nar Al
anvédnds och nir det inte anvénds. Eller jag sitter ju alltid 1 Google Ads sa det &r ju lite
svart att tracka ndr Al har anvénts och inte.

Intervjuare

Ja men precis. Och vilka dr nagra vanliga utmaningar eller begransningar du stétt pa
ndr du anvédnder Al verktyg inom digital marknadsforing?

Deltagare

Kanske att tonaliteten hos chatGPT ganska ofta saknar hur man faktiskt skriver och
pratar med ménniskor, &ven om det kan vara véldigt bra sprak som den anviander. Men
det krdvs ju en hel del fran mig och att jag ska veta hur jag ska vigleda den for att det
ska bli ndgorlunda bra sprak. Darav anvinds ju inte det helt ut i allt vi gor liksom, for
det funkar inte.

Intervjuare

Okej, upplever du nagra problem med de regler och lagar som finns f6r anvdndningen
av Al verktyg inom digital marknadsforing?

Deltagare

Jag upplever inte att det finns ndgra problem med lagarna och reglerna. Jag tycker att
det snarare behdvs manga och tydliga lagar, for att det inte ska bli fel l1dngre fram.
Dels med copyright grejer men ocksé vilka personer som anvinder Al verktyg i vilka
syften. Man ska ju inte kunna begé brott med hjélp utav Al:n utan det ska ju dnda
finnas begrinsningar i hur och vad det kan anvindas till. Istdllet kanske man kan
anvinda sig av system som dr anpassade for specifika behov som man som foretag
kan kopa in istéllet for att det ska vara Oppet for allmdnheten. Och att alla har tillgdng
till all data man matar in. Sa vissa produkter och tjdnster kanske man kan &ndra sa att
anvindaren som matar in datan dger den, istillet for att foretaget som erbjuder
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produkten dger den, och da kommer inte datan spridas till nagon annan, vilket ar
jatteviktigt. Sa det hade varit bra.

Intervjuare

Har du upplevt ndgot motstand eller skepticism fran personer inom foretaget eller
kunder angdende anviandandet av Al verktyg i din digitala marknadsforing?

Deltagare

Ja, dels att folk tror att de kan anvidnda det hur som helst. Om man till exmpel sdger
till en kund att man ska anvinda det till vissa grejer sa kan de tycka att de da kan gora
det sjilva istéllet. Men de har inte den faktiska kunskapen till att veta hur de ska gora
det pd ett bra sétt och sa att de far resultat om de sjélva skulle anvédnda det. Sé det ar
vl ett litet bekymmer vi ibland stoter pa.

Sen sé dr det ju ocksa sa att personerna i sina egna roller kanske inte heller alltid 4r s&
villiga att anvédnda det. Till exempel om du &r en copywriter, sa kan de ofta kénna att
de skriver bittre sjdlva &n med chatGPT, eller om du &r en designer s vill du kanske
inte anvdnda massa generativa verktyg for att skapa bilder eller annonser for du
kanner att du gor det béttre sjalv. Och den typen av motstdnd kan man ibland uppleva.
Men medan en designer kanske inte vill anvdnda midjourney, sé tycker de att det
passar bra att anvinda chatGPT, medan en copy kantycka tvirtom. Hanger du med pa
vad jag menar?

Intervjuare

Ja, sé att det underlittar for dig som inte dr professionell inom det, eller vad man ska
saga.

Deltagare

Exakt exakt, men folk vill liksom inte anvénda det for sina egna roller och dir &r jag
lite tvirtom. Kan man implementera ett system som kan underlétta som jag sa innan,
det hir repetitiva sé att jag kan fokusera pa de strategiska kampanjbitarna och
kundkontakten for att ge dem mer vérde for sina pengar sé tycker jag definitivt att
man ska anvinda det. Men dé ska man ocksa forsta vad det dr man far for verktyget.
Sa, ja, jag tror att alla hade inte kunnat bara képa in nagonting och 16sa det eller
anvénda alla typer av verktyg for att det ska funka, utan man behover fortfarande en
kunskap i det man haller p4 med. Sen &r vil vissa méinniskor skeptiska till Al 6verlag.

Intervjuare

Jajamen ocksa har vi kommit fram till den sista fragan, vilka forbéattringar eller
forandringar hoppas du att se inom Al teknologin fOr att battre hantera de
begransningar som du upplever idag?

Deltagare
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Ja men dels, 14sa datan till anvéndarna sd att den inte sprids runt. Men a andra sidan
baseras ju Al pa datan, for annars kommer du inte kunna trdna den pa nagot sitt, men
egentligen bara med begrinsningar av lagar kring hur det far anvindas och vad man
far anvinda det till. Det paverkar kanske inte mig s& mycket i min yrkesroll, men bara
overlag som person. Och sen, ja, men att man kan f4 en mer minslig tonalitet ifrén
t.ex. chatGPT. Jag vet inte om jag ska sdga dataanalys ocksa, det finns ju andra
verktyg som kostar pengar, som jag inte har anvént eller testat och som kanske &r
jattebra till datanalys, men pa den nivan och grad som jag anvént och testat det sa ér
den ju inte jittebra pd datanalys eller att strukturera data, &ven om man promptar
jattetydligt vad den ska gora.

Intervjuare

Okej, da fér jag tacka sd mycket att du velat delta i vér studie.

Appendix 10. Interview P-6

Intervjuare

Ja, och vi har ju da som sagt gétt igenom att detta samtal kommer att spelas in och att
det var okej for dig?

Deltagare

Ja.

Intervjuare

Bra, men dé sétter vi igang. Sé vad ér din nuvarande tjénst och yrkestitel?
Deltagare

Jag dr digital strateg och teamledare for ett team pa var kommunikationsavdelning.
Intervjuare

Jajamen och hur gammal &r du?

Deltagare

37 ér jag nu.

Intervjuare

Okej, hur ldnge har du arbetat inom branschen?

Deltagare

Ja, vad blir det, kanske en 12, 13 ar?

Intervjuare
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Och hur ser din bakgrund ut da? Jag ténker relevanta arbets erfarenheter och studier
och si.

Deltagare

Jag har studerat Medie- och Kommunikations Vetenskap i 3 ar. Sen sé har jag list en
del kurser vid sidan av och sen efter ocksé och under tiden som jag har jobbat. Jag har
last ndgon kurs pa Berghs, gratiskurser, Google academy kurser och liknande. S&, ja
utspritt. Jag har ocksd gétt lite internutbildningar ocksé. Det dr vil bakgrunden och
vad jag har ldst mig till. Forsta jobbet jag hade, da jobbade jag med en viss del grafik
och ganska mycket tyngd pa webb och webbutveckling pa ett mindre foretag. Jag
jobbade med deras e-handel som vi tog fram. Det var véldigt mycket tyngd pa SEO
for att det handlade om att silja s& mycket som mgjligt via e-handeln. Sen har jag
jobbat pd ett foretag som heter combitech. Det dr ett saab foretag. Dé var jag digital
marknadsspecialist. Dédr var mitt uppdrag att forvalta, nyutveckla vara digitala
plattformar, jobba med marknadsforing, alltsd annonser. Sitta upp annonser, utvirdera
och sant men i rollen som jag har naturligt sa blir det mycket att man jobbar med
byréer ocksa. Sa ar det pa storre foretag, da kan man inte producera allting. Sa du blir
till stor del ocksé bestillare utav motsvarande tjanster. Sa alltsa, jag ar ju inte
programmerare eller utvecklare, sé jag knappar eller knackar ju ingenting pa
webbarna eller pa de plattformarna vi sitter i. Men didremot sé forstar jag det sé jag fir
bestilla ifrdn en programmerarutvecklare. Det dr vdl min bakgrund helt enkelt.

Intervjuare
Vad ér din definition av Al och Al verktyg?
Deltagare

Oj, definitionen av Al dr ju svart. Al 1 stort skulle jag nog kanske definiera som ett
verktyg, system, applikation, eller vad man nu kallar det som har en niva utav
sjdlvproducerande pa sa sétt att den kan med minimalt eller sparsamt med uppgifter,
uppdrag, prompts, sd kan den generera det som jag vill ha. Alltsa den ska kunna
arbeta sd mycket som mojligt sjélvstandigt, om man sdger sa. Sen finns det ju riktiga
definitioner av Al och vad det faktiskt krdvs for att man ska uppna artificiell
intelligens. Men for mig s& handlar det om att jag ska kunna nyttja den, men med
minimal efort och den ska ge en storre output. Nagon form utav effektivitets gain.

Intervjuare

Yes, och vi har ju ocksa tagit fram en definition och som du séger sa ar det ju inte bara
generativa Al sd som midjourney och chatGPT som skapar innehéll som ar Al, utan
Al kan ju genomfora en mingd olika uppgifter sa som att forbéttra annonser, optimera
innehall, driva marknadsundersokningar genomfora dataanalyser crawla hemsidor och
sa vidare. Och nésta frga &r da anvénder du eller ndgon i din organisation Al verktyg
for att utfora ndgra uppgifter relaterade till digital marknadsforing?

Deltagare
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Ja det skulle jag sédga och vi dr nog ndgra stycken som anvénder det. Sen beror det ju
pa hur man definierar marknadsforing. Vi bestéller annonser som vi annonserar stort
och brett i alla sociala medier, Google och sa vidare och samtliga utav de verktygen
har ju Al inbakat. Google optimerar annonser med hjilp av Al, och sociala medier sa
som meta, TikTok, och alla de anviander ju Al bakom.Har pd avdelningen sa anvander
vi det kanske mer specifikt, genom till exempel kollegor som jobbar med sociala
medier som jobbar med chatGPT. Vi har byggt var egna GPT agent som &r skraddar
syd, som man kan gora. Den har fatt forutbestdmda instruktioner. Forhall dig till det
hir, 1ds pd det hir materialet och sedan kan man ge de instruktioner som till exempel
att man vill att den skapar ett inldgg till oss. De inldggen sen anvdnds mycket
organiskt, men vissa utav dem anvénds dven som sparkannonser pa tiktok eller som
metaannonser eller vad det kan vara. Sa dér anvinder de det. Jag sitter inte och
producerar marknadsforingsmaterial, men jag anvédnder det ar ju till valdigt manga
andra typer av syften. Vara grafiker anvédnder det ocksa for att forlénga bilder, fa idéer
och s vidare. Vi dr dock ganska sparasamma med att faktiskt anvdnda Al for att
producera slutproduktioner. Darfor att kollar man pa vad det stér i alla verktygen som
vi anvénder 1 alla fall, s &r det véldigt oklart. Men sa hér, man far inte gora det helt
enkelt. Det dr svart kring upphovsritten. Vi vill inte sa trampa pa ndgon fotografs tar
eller sa som vi samarbetar med, utan vi dr ganska restriktiva kring det.

Intervjuare

Ja, men perfekt och du nimnde ju chatGPT. Men jag tinkte, dr det nagra andra
verktyg som ni anvénder?

Deltagare

Vi anvénder ju bland annat bing copilot, alltsd inte Copilot i stora hela 365 utan den
lilla som ar webbldsar varianten da, sen anviander vi DallE ocksa, som forvisso ar en
del 1 chatGPT ocksé. Vi anvinder DeepL en hel del. Det dr 6versittningsverktyg
liknande Google translate, men mer generativ sa. Det dr nog de jag kommer pa pé rak
arm sd. Sen har vi testat vildigt ménga andra ocksd, men det hér ar verktyg som vi
anvander kontinuerligt.

Intervjuare
Yes, perfekt! Och skulle du siga att ditt arbete har paverkats av att tillimpa AI?
Deltagare

Det skulle jag sdga sé aterigen, kanske for mig personligen inte ur
marknadsforingssynpunkt déarfor att jag gor inte jattemycket marknadsforing jag sjdlv.
Men kanalerna gor dem 4r till for marknadsforingen sa jag forvaltar och nyutvecklar
webb. Jag har en sén hir egen chatGPT bot som hjdlper mig att tolka kod. Jag &r ingen
utvecklare, jag har ingen programmerare. Jag kan inte ldsa kod, den kan hjdlpa mig att
hitta och nyutveckla sidor, skapa nya mallar, forstd nar ndgonting r fel. Sa den
hjalper mig otroligt mycket. Den dr ocksa jattebra pa att hjdlpa mig att skriva olika
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typer utav text nér vi ska gora en tillgidnglighetsbeskrivning till exempel, som méste ut
pa webben eller sd. Det dr det trakigaste som finns att sitta och skriva sjilv. ChatGPT
ar superbra pa att skriva sdna héar standardiserade texter, det gor den superbra. Andra
typer utav policys liknande vi har tar vi hjdlp och far utkast pa allt ifran sociala
mediepolicies till grafiska manualer till cookiepolicies hjdlper den till med jéattebra.
Den hjélper ocksa till att kunna skanna, utvardera sidor och véran sida utifran vad det
finns for cookies och marknadsforingskakor och sant pa den. S& den hjélper absolut
till, verkligen.

Intervjuare

Ja, men perfekt och skulle du sdga att integrationen av Al verktyg har paverkat
effektiviteten i din arbetsprocess?

Deltagare

Ja, det skulle jag verkligensidga. Bade for mig, for 6vriga teamet och for de andra som
jobbar med marknadsforing. Sa jag tror det, men det dr inte nddvandigtvis sé att
kvaliteten kanske har blivit béttre. Den kanske snarare har blivit lite sdmre, lite
opersonligare. Nu ska vi séga, vi har inte jattemycket personlighet i allting vi gor, det
hinner vi inte med. Men ju mer vi anvinder de Al verktyg som finns och som dr
generativa, ju mer trott blir man pé de. De ger samma svar, men det mérks att de
behover en tydlig killa bakom, annars klarar de inte av att gora uppgiften och den
killan dr tyvirr ofta samma sak. S de genererar liknande texter och du kan ganska
snabbt l4sa dig till om, sdg en kampanj sida, som jag gor ibland, da jag anviander det
for att skriva texterna for kunna producera snabbt. Det syns ganska tydligt att det ar
chatGPT texter, &ven om jag ber den utgé ifrdn webbsidor som jag har gett den. S&
effektivitet ja, orginalitet och kvalitet kanske nej.

Intervjuare

Okej, jattebra och har ni nagot sétt pa foretaget att méata framgéngen eller
effektiviteten av Al implementeringen da?

Deltagare

Jéttebra fraga, tyvirr inte, vi har inte kommit sa langt. Vi 4r 1 en testfas sa vi har ett
mote imorgon for min grupp. Det dr vi som sitter hdr i den hir byggnaden
stodverksamheten pa tvahundra personer, dir vi kommer prata mycket om Al och
bland annat férsdka synka de olika initiativen som finns. Men vi har inte alls sa att vi
jobbar tillsammans pa nagot sétt och vi har inget sétt att utvdrdera det pa idag, tyvarr.

Intervjuare

Okej, och vilka dr négra vanliga utmaningar eller begridnsningar som du stdter pa nér
du anvénder Al verktyg?

Deltagare
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Ja, men nér det géller text sa &r tonaliteten densamma. Den &r opersonlig och ganska
sa statisk eller stagant. Kring bilder sa dr det ju véldigt svart. For det syns ocksa
véldigt tydligt i bilden. Om du inte ldgger valdigt mycket jobb bakom prompten, men
da kan du néstan lika gdrna gora det sjélv. Nu har det blivit battre med chatGPT, men i
en tidigare fas, for ett halvar sedan sa upplevde jag jatteproblem med att den gav rakt
ut falska svar. Sa alltsa den 1j6g om saker, bad jag den att skriva en text om Jonkoping
University sa kunde den skriva. Jonkoping University ar ett utav tre laroséten i hela
vérlden som jobbar med internationalisering punkt. Ja, det stimmer ju uppenbarligen
inte, s den hittar pd s& man méiste vara vildigt noga ndr man korr ldser ddr. Den kan
ocksa vrida om siffror och liknande, sa att det kan vara svart ibland att veta vad man
kan lita pd och inte.

Intervjuare

Jajamen och upplever du négra problem med de regler du lagar som finns for
anviandning av Al verktyg da?

Deltagare

Jattemycket problem. For det finns typ inga lagar, foretagen som tillverkar Al
verktygen har sina egna policys, lagar och regelverk och det kommer ju en Al data act
som ska forbdttra ndgonting, men de ir jétteluddiga. Frégar vi jurister, jag sitter med i
ett nitverk for flera larosédten hir 1 Sverige, dér vi pratar just kring Al och hur vi ska
stdlla oss till det. Vad kan vi gora och vad fér vi inte géra? Det ar jétteotydligt. Vi ber
ofta de hér jurister som finns runt omkring pa de hér larosédtena om hjélp. Det &r ingen
som har en aning, utan standard svaret dr nej, ni far inte anvinda verktyget. Sa det ér
jattesvart, och dirav ocksa att vi dr trevande och att vi testar oss fram.

Jag glomde sdga det om marknadsforing verktyg forresten att vi har ett verktyg ocksa
pé vdran webb som heter rekoAl som vi anvénder mer och mer kring att ge forslag till
besokare. Det dr en Al som jobbar pd webbsidan med att hjilpa besdkarna hitta ratt
innehall, lyfta innehall som vi vill att den ska lyfta och liknande, sé till exempel
forslag pé utbildningar.

Intervjuare

Spénnande. Har du upplevt nagot motstind eller skepticism frdn ménniskor inom
foretaget eller kunder, I ert fall kanske byraer ocksa angaende anvéndandet av Al

verktyg.

Deltagare

Ja, men det finns ju. Vissa ar berédttigade, vissa ér inte berdttigade. Man tycker att det
ar opersonligt, man tycker att det inte ger den effektivisering man hoppats pa. Man ar
vildigt anti om det verkligen &r okej att anviinda Al verktyg istdllet. Vi pratar mycket
kring och de flesta som pratar Al pratar kring effektivisering men det &r valdigt
kénsligt. For effektivisering betyder ju att nagon kommer f& gd. Och lyfter man den
frdgan, men vi vill effektivisera oss. Ja, fast nej, vada ska vi ha ndgon som skriver alla
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vara texter istillet? Ja, da far vi sparka fem kommunikatorer da. Och det &r inte det de
innebdr och det dr inte det som ar tanken med det heller. Utan effektivisering gor man
for att man ska fé plats att géra ndgonting annat med de hér personerna. Men det finns
absolut bade rédsla och skepticism till att man inte tycker att det &r bra nog. S& att det
ar ganska utbrett.

Intervjuare

Okej, och d4 har vi kommit fram till den sista frdgan och det &r, vilka forbéttringar
eller forandringar hoppas du att se inom Al teknologin for att bittra och hantera de
begriansningar som du upplever idag?

Deltagare

Oj vilken svér fraga. Jag skulle nog girna se att de Al verktyg som finns, att de blir
annu mer forstaende for behoven som jag har eller verksamheten faktiskt har. Att man
enklare och pa lagre teknisk nivé kan plocka hem till exempel en bit av chatGPT, som
jobbar bara for oss och sa vidare. De modellerna &r svara, komplexa att installera,
formodligen svindyra ocksa. Det vore en grej. En grej vore vél ocksé kring det har
juridiska sa att det blir tydligare med nér jag anvinder ditt verktyg, vad dr det som
giéller? Jag ska inte behdva ldsa 48 sidor utav policy for att forstd att om jag skickar in
en bild sd har jag gett er sa att ni d4ger den, for det &r inte okej. Vi har ju fotografer
som vi kdper upp bilder utav och sen kanske ber en Al att forlénga den hér, eller gor
nagonting med den eller bara 6ka ljusstyrka eller nagonting. Det betyder ju, att vi har
lagt in den och da dger de ju dem bilden helt pl6tsligt, men vi har ju inte ritt att ge
bort den, sa det dr mycket otydligheter.

Intervjuare

Ja, da far vi tacka for medverkan.

Appendix 11. Interview P-7

Interviewer

Prior to starting the recording, we went over that this interview will be recorded and
that it was okay with you.

Participant

Yes.

Interviewer

Okay, great, then we start. So what is your current job title and occupation?

Participant
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I am currently a digital designer and digital marketer. I work at a marketing agency,
it's a small company. And I mostly work with social media and content design.
Anything from animation to creating and posting regular posts, but I also recently
started working with more web design and SEO, so I'm hoping to transfer towards
that, but right now it's a lot of marketing, digital marketing, and design.

Interviewer

Nice. And how old are you?

Participant

[am 27.

Interviewer

And how long have you worked within the field?
Participant

Two years.

Interviewer

Nice. And what is your background, relevant previous occupations, and studies?
Participant

Previously, I was a student, studying graphic design and web development. Before

that I have a background in technical drafting, Which is more towards engineering.
Nothing related to design really. And now I work at the marketing agency and have
done so since my graduation.

Interviewer
Okey, nice. And what is your definition of Al and Al tools?
Participant

Yeah, good question. I would say it is a very good helping tool. But I wouldn't trust
my work to be done by an AI. We at my marketing agency, we kind of make a lot of
fun of Al It's like a part of our day. We don't think it's developed that well yet.
However, I do know some people at my work use it to, for example fix pixels in a
picture to get rid of pixelating. I myself use a lot of chatGPT to write and to get ideas
as to what to write about sometimes if you're stuck, it's really helpful. But I would
never trust to just copy paste whatever is generated. So I would define it as a very
helpful tool. But not a replacement at least.

Interviewer

Yes, and we have also done a sort of a definition, that Al is not only the generative Al
such as midjourney and chatGPT, but Al can perform a variety of tasks, such as
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improving ads, optimizing content, conducting marketing research, performing data
analysis, crawling websites, and much more.

Participant
Yeah.
Interviewer

And we move on to the next question, do you or anyone in your organization use Al
tools in order to perform any tasks related to digital marketing?

Participant

Yeah, now that you mentioned it with the running ads and crawling pages, I
sometimes do the SEO setup for websites. So yeah, of course, that's an Al. I don't use
any specific website for that. It is just the Google Al I guess that's built into Google.
So that's what I would use it for, setting up SEO. Other than that, it is chatGPT and
that is basically the main tool I work with.

Interviewer
Yes, okay, and has your work been affected by applying AI?
Participant

Yeah, I would say that it really helps with the creative block when you are like okay,
what do I do? And sometimes, as a joke, you write something and then you get
surprised, like, Oh, this is actually something I could work with. And as [ mentioned,
I don't work a lot with pictures and editing pictures, but my colleague sits next to me.
He works a lot with clients that sends very bad quality images and he often saves us
by generating a better quality picture through Al

Interviewer
Yeah. So if he gets like a really bad pixelated picture, he can save it through AI?
Participant

Yeah, he bought himself a program. I'm not sure what it's called. It's specifically for
imagery. So it's actually amazing how, sometimes, like a blurry font, the Al can just
completely fix the font to the way it was originally.

Interviewer

Okay, that's interesting! Has the integration of Al tools impacted the efficiency of
your work process?

Participant

Yeah, more efficient, for sure. The new feature in Photoshop for example, sometimes
generates really funny adds to the pictures that are not really useful, but again it
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sometimes can create an idea or efficiently move you forward in a project. Same with
the text generating, it sparks an idea and efficiently moves you forward instead of you
getting stuck.

Interviewer

Yeah. So mostly brainstorming than, you would say?
Participant

Yeah. Yeah, exactly.

Interviewer

OK. And do you have any way to measure the success or effectiveness of Al
implementation?

Participant

Just by the time that I can finish my job a little bit faster. I never actually measured it
to tell the exact number. So no, not really. But it is faster. Like I can tell that I am
more efficient and faster, and I get more work done thanks to that. But I cannot really
tell any specific numbers.

Interviewer

Yes, I understand. What are some common challenges or limitations you encounter
when using Al tools in your digital marketing?

Participant

Challenges, I've heard that you're supposed to know how to use Al to make it more
helpful. I don't think I actually know how to use it sometimes. That's why I don't think
of it as something that could help me to a replacement point. It's just something to
spark an idea, like an inspiration. So basically, I think I struggle to get a good answer
as I lack the skill of prompting correctly. You have to kind of ask the right things,
otherwise it just answers you whatever. That has also been a challenge from the
beginning. I am very new to SEO, so that's also a little bit of one of my challenges
like to learn how to use it to the best possible outcome, I guess. I'm very new with it
so I'm still going through courses and stuff. So that's also like a big challenge for me.

Interviewer

Yeah, I get it. And are you experiencing any issues with the regulations or laws that
exist for the use of Al tools in digital marketing? Or in general.

Participant

No. I've heard there's been a lot of issues with Al copying things that exists into them,
so it's not original work, but I haven't myself experienced any problems.

Interviewer
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Okey, have you experienced any resistance or skepticism from team members or
customers when using Al or like heard them say anything?

Participant

Well, it's a lot of sarcasm, but like everybody kind of still uses it for the same reasons,
but it becomes a joke, but then I still think now when I talk about it a lot with you. I
feel like it's still useful even though we make fun of it at the end of the day.

Interviewer

Yeah. And the last question, what improvements or changes do you hope to see in Al
technologies to better address the limitations you currently face?

Participant

Well. I've noticed that, for example, you can't really ask chatGPT to scan or search
documents. I guess it's because of privacy reasons, and I don't know if that will ever
be changed. But sometimes it would be kind of nice to ask something and get the
exact answer instead of ”Sorry I can't help you with this.” And also I hope the
generative things will get better because sometimes it's really worthless what Al ends
up generating. But yeah, we are just at the beginning, so I'm pretty sure it's going to be
way developed in the future.

Interviewer

Anything more you would like to add?
Participant

No, I hope I have answered all your questions.
Interviewer

Yes, it was great, thank you for participating.
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