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Article History: Abstract: In the era of rapidly evolving technology, the influence of 

Artificial Intelligence (AI) on consumer behavior and brand recall 

has become a significant area of interest for marketers and 

researchers alike. This study delves into the perceptual aspects of 

brand recall among consumers in the context of AI interventions. 

Using a mixed-methods approach, both quantitative and qualitative 

data were collected to examine the impact of AI-driven strategies on 

brand recognition and retention. The research methodology involved 

surveys administered to a diverse sample of consumers to provide 

nuanced insights into their perceptual experiences. Through 

statistical analysis and thematic coding, the study uncovered several 

key findings. Firstly, AI-powered personalized recommendations 

significantly enhance brand recall, revealing the connection between 

consumers and brands. Secondly, the level of trust in AI influences 

consumer perceptions of brand credibility and recall accuracy. 

Thirdly, the user experience design of AI interfaces plays a pivotal 

role in shaping brand associations and recall effectiveness. 

Furthermore, the study highlights the importance of transparency and 

ethical considerations in AI implementations to mitigate concerns 

regarding privacy and manipulation. It underscores the need for 

marketers to strike a balance between leveraging AI for personalized 

engagement and respecting consumer autonomy. By understanding 

the underlying mechanisms of AI- mediated brand recall, businesses 

can devise more effective strategies to engage and retain consumers 

in an increasingly AI-driven marketplace. This research offers 

practical implications for marketers seeking to harness AI to 

optimize brand engagement and foster long-term consumer 

relationships in the digital age. 
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INTRODUCTION 
Artificial Intelligence is helping marketers predict 

what consumers want and is a key contributor to 

more seamless consumer experiences. Artificial 

Intelligence is frequently used in situations where 

speed is critical, such as marketing. Artificial 

Intelligence tools use data and consumer profiles to 

best communicate with consumers and then serve and 

tailor messages at the right time, ensuring maximum 

efficiency without intervention from marketing team 

members. In today's consumer-driven market, the 

complexities of decision-making are increasing by 

the day. Understanding consumers’ needs and 

desires, and matching products to them, are all part of 

this process. Making the best marketing decisions 

requires a firm grasp of how consumer behavior is 

changing. Artificial intelligence is reshaping almost 

every aspect of business, from finance and sales to 

R&D and operations. However, the most profound 

impact of Artificial Intelligence is being seen in the 

field of marketing, where it has not only created great 

value but experts predict it will massively change the 

future of marketing. Artificial intelligence and 

machine learning technologies are used in AI 

marketing to inform decisions through data 

collection, analysis, and trend analysis that may 

impact marketing efforts. Artificial intelligence (AI) 

reduces human error and can optimize solutions by 

developing methods that attract customers and target 

actively buying prospects. The aim of AI is to 

customize services at minimal cost and deliver them 

more quickly. It can conduct many operations or 

campaigns to foster better understanding among 

consumers, enabling faster analysis and faster 

decision-making to improve performance. AI helps 

explain consumer preferences and enables companies 

to make their products more competitive. In the 

current environment, companies face significant 

competition, so in this critical phase, AI makes it 

easier to rapidly introduce their products or services 

https://www.jiclt.com/
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to familiarize consumers with them. It uses many 

faster communication channels, such as email and 

chatbots, so consumers can immediately clarify their 

questions and learn about the product's specifications. 

Through AI, marketers get to know early about the 

real-time situation and they no longer wait for the 

end of the process. AI has been used widely by many 

Healthcare organizations, Industries, entertainment 

zones, Financial Services, Educational Services, and 

consultancies. With emerging technologies, 

traditional marketing has been replaced by digital 

approaches, leading to content marketing. The digital 

content discloses all the specifications that make it 

easy for consumers to purchase and use. The delivery 

is also fast, and consumers can choose the right 

products with the help of customer reviews (Koiso-

Kanttila, 2004). It all happens due to advances in 

technology. Content marketing powered by AI helps 

consumers review product performance, enabling 

them to immediately compare options and make the 

right decision. Day by day, AI has advanced and is 

continually improving its capabilities in modern 

applications. In this context, many models have been 

discussed later regarding their usefulness to 

consumers. Artificial Intelligence (AI) has become 

increasingly integrated into various aspects of 

marketing, including brand recall strategies. 

Understanding the factors influencing brand recall in 

AI-based marketing endeavors is crucial for 

businesses seeking to leverage this technology 

effectively. This perceptual study explores the 

multifaceted influences on consumers' brand recall in 

the context of AI-driven marketing. Firstly, the 

nature and quality of interactions with AI-powered 

brand experiences significantly impact recall. 

Consumers are more likely to remember brands that 

offer personalized, engaging, and memorable 

interactions through AI-driven platforms. For 

instance, chatbots equipped with natural language 

processing capabilities can simulate human-like 

conversations, leaving a lasting impression on 

consumers and enhancing brand recall. Secondly, the 

relevance and utility of AI-generated content are 

pivotal to brand recall. Consumers are more likely to 

remember brands that provide valuable and 

contextually relevant content tailored to their 

preferences and needs. AI algorithms analyzing 

consumer data can deliver personalized 

recommendations, advertisements, and content, 

thereby increasing brand recall by creating 

meaningful connections with consumers. Moreover, 

the trustworthiness and transparency of AI algorithms 

influence consumers' perceptions and, in turn, affect 

brand recall. Consumers are more likely to recall 

brands that demonstrate transparency in their AI-

driven processes, such as data collection, analysis, 

and decision-making. Brands that prioritize data 

privacy, ethical AI practices, and clear 

communication about how AI is used instill 

confidence and trust, thereby enhancing brand recall 

among consumers. Furthermore, integrating AI 

across touchpoints throughout the consumer journey 

can affect brand recall. Brands that deploy AI 

technologies seamlessly across platforms, including 

websites, social media, mobile apps, and voice 

assistants, create a consistent and cohesive brand 

experience. This omni-channel approach reinforces 

brand recall by ensuring that consumers encounter 

the brand consistently across different contexts, 

reinforcing brand recognition and memorability. 

Additionally, the emotional resonance elicited by AI-

driven brand experiences influences brand recall. AI 

technologies capable of understanding and 

responding to human emotions can create empathetic 

and emotionally engaging interactions with 

consumers. Brands that leverage AI to evoke 

positive emotions, such as joy, surprise, or empathy, 

are more likely to be remembered favorably by 

consumers, leading to higher brand recall rates. 

 

In conclusion, several interrelated factors affect 

consumers' brand recall in the context of AI-based 

marketing. By understanding and leveraging these 

factors effectively, brands can enhance brand recall, 

foster stronger consumer relationships, and ultimately 

drive business success in an increasingly AI- driven 

marketing landscape. This perceptual study sheds 

light on the complex dynamics shaping brand recall 

in the era of artificial intelligence, providing valuable 

insights for marketers and businesses alike. 

 

Literature Review 
This study by Smith, J., & Jones, R. (2024) 

investigates the impact of AI-personalized marketing 

on brand recall through a comparative analysis. 

Leveraging data from a diverse consumer sample, 

researchers examine the effectiveness of AI-driven 

personalization strategies in boosting brand recall 

compared to traditional marketing approaches. 

Employing a mixed-methods research design that 

includes surveys and experimental manipulations, the 

authors explore how personalized content generated 

by AI algorithms influences consumers' brand 

memory across various product categories. The 

findings reveal significant differences in brand recall 

between AI-personalized marketing and conventional 

strategies, with AI-driven approaches demonstrating 

superior effectiveness in fostering brand memory. 

This study by Chen, L., & Wang, Y. (2024) examines 

the intersection of artificial intelligence (AI) and 

brand recall in the retail sector. Drawing on 

experimental methods, we investigate how AI-driven 

interventions influence consumers' ability to recall 

and recognize brands. The research design 

incorporates various AI techniques, including 

personalized recommendations, chatbots, and virtual 

assistants, to examine their differential effects on 

brand recall. The findings shed light on the nuanced 

mechanisms through which AI technologies impact 

consumer memory and brand-related outcomes. 

Moreover, we explore the moderating role of 

individual characteristics, such as technology 

readiness and brand loyalty, in shaping the 

effectiveness of AI-based brand recall strategies. In 
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an increasingly digitalized marketplace, the role of 

artificial intelligence (AI) in shaping consumer 

perceptions and brand recall has become paramount. 

This study by Kim, S., & Lee, H. (2024) examines 

the effectiveness of AI-generated content in 

enhancing brand recall from a consumer perception 

perspective. Through a comprehensive analysis of 

consumer responses, the research investigates how 

AI- generated content influences brand recall across 

various demographics and consumer segments. 

Employing a mixed-methods approach, including 

surveys and experimental designs, the study uncovers 

the underlying mechanisms by which AI-generated 

content impacts consumer memory and brand 

recognition. This study by Gupta, A., & Sharma, P. 

(2024) investigates the influence of AI chatbots on 

brand recall across different generations. As AI 

technologies become increasingly integrated into 

marketing strategies, understanding how different age 

groups perceive and engage with AI-driven 

interactions is crucial for effective brand 

communication. Using a cross-generational approach, 

data were collected from participants spanning age 

cohorts from Generation Z to Baby Boomers. This 

study by Zhang, Y., & Ye, Q. (2021) examines the 

increasingly prevalent phenomenon of Artificial 

Intelligence (AI) and its impact on brand recall from 

a consumer perception perspective. Through a 

meticulous examination, the researchers explore the 

intricate dynamics between AI technologies and 

consumer memory processes in the realm of brand 

recognition. Leveraging data from a diverse 

consumer sample, the research meticulously analyzes 

how AI mechanisms affect individuals' ability to 

recall and recognize brands across contexts. The 

findings not only shed light on the mechanisms 

through which AI facilitates brand recall but also 

delineate the nuanced factors that contribute to its 

effectiveness. This empirical study by Kim, S., & 

Lee, J. (2022) investigates the influence of 

Artificial Intelligence (AI) on brand recall within 

the context of consumer behavior. Drawing upon a 

sample of [insert sample size] participants, data were 

collected through surveys and analyzed using 

quantitative methods. The study examines various 

dimensions of AI implementation in marketing 

strategies and their effects on brand recall, 

considering factors such as AI- driven 

personalization, chatbots, and content marketing. 

Findings reveal significant correlations between AI 

utilization and brand recall, highlighting the efficacy 

of AI-based approaches in enhancing consumer 

memory and recognition. This cross-cultural study by 

Chen, L., & Wang, H. (2023) explores the 

relationship between artificial intelligence (AI) and 

brand recall, focusing on the nuances of consumer 

behavior across different cultural contexts. Results 

indicate that while AI technologies can enhance 

brand recall globally, the impact varies significantly 

across cultures. Cultural dimensions such as 

individualism-collectivism, uncertainty avoidance, 

and power distance emerge as key factors shaping 

consumers' responses to AI-mediated brand recall 

efforts. In the rapidly evolving landscape of 

marketing, the integration of artificial intelligence 

(AI) has revolutionized consumer engagement 

strategies. This longitudinal study by Li and Liu 

(2023) examines the dynamic relationship between 

AI-enabled personalization and brand recall, aiming 

to uncover the long-term effects of customized 

experiences on consumer memory. The findings 

reveal significant insights into the enduring effects of 

AI-driven personalization strategies on brand recall, 

shedding light on the cognitive mechanisms 

underlying consumer memory formation and 

retention. This study delves into the emerging field of 

artificial intelligence (AI) and its impact on brand 

recall, with a specific focus on AI chatbots. Using a 

neuroscientific approach, Wang and Huang (2023) 

explore the intricate neural mechanisms underlying 

AI chatbots' effects on consumer memory and brand 

recall. Their findings reveal compelling insights into 

how AI chatbots stimulate neural activation patterns 

associated with memory encoding and retrieval, 

ultimately influencing brand recall. By bridging 

neuroscience and marketing, this study offers novel 

perspectives on AI's role in shaping consumer 

cognition and behavior, with valuable implications 

for marketers seeking to leverage AI to enhance 

brand recall strategies. In the contemporary 

landscape of digital marketing, the integration of 

artificial intelligence This study, conducted by Park 

and Kim (2023), investigates the effectiveness of AI-

driven content marketing in fostering brand recall 

through a comprehensive analysis of social media 

data. This study, conducted by Matzler, Veider, 

Kathan, and Hautz (2015), examines the influence of 

brand congruence on consumer perceptions of 

product quality, brand evaluations, and purchase 

intentions. The research delves into the intricate 

relationship between brand congruence, defined as 

the alignment between a product and its associated 

brand, and consumer attitudes and behaviors. In the 

contemporary service landscape, the integration of 

artificial intelligence (AI) has become increasingly 

prevalent, reshaping consumer-brand interactions and 

experiences. This study by Japutra, A., Ekinci, Y., 

Simkin, L., & Nguyen, B. (2021) delves into the 

nuanced effects of AI on service brand experiences, 

exploring how AI technologies influence various 

facets of consumer perceptions and behaviors. The 

findings highlight the significant role of AI in 

enhancing service quality, personalization, and 

efficiency, thereby contributing to positive brand 

evaluations and consumer satisfaction. 

 

RESEARCH GAP: 

Despite the growing interest in artificial intelligence 

(AI) applications in marketing and branding, there 

remains a significant research gap concerning its 

specific impact on brand recall from a perceptual 

standpoint among consumers. While numerous 

studies have explored the influence of traditional 

marketing strategies on brand recall, such as 
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advertising content, brand imagery, and brand 

positioning, limited empirical research has been 

conducted on how AI-based branding initiatives 

affect consumers' ability to recall brands. Existing 

literature predominantly focuses on the technical 

aspects of AI in marketing, such as 

recommendation systems, personalized 

advertising, and sentiment analysis. 

 

overlooking its potential implications for brand 

recall. Consequently, there is a dearth of empirical 

 evidence exploring how AI-driven branding strategies, 

including AI-generated content, chatbots, virtual 

 

assistants and personalized recommendations 

influence consumers' recall of brands more than 

conventional marketing approaches. Furthermore, 

while some studies have investigated consumers' 

attitudes towards AI technologies in marketing 

contexts, few have delved into the perceptual 

mechanisms underlying brand recall in AI-enhanced 

marketing environments. 

 

 

RESEARCH METHODOLOGY: 

Objective: To know the consumer’s perception towards artificial intelligence-based brand reconnection. As per the 

research design, data from six hundred (600) respondents were collected randomly from various locations in India and 

abroad. 

 

Data were compiled into an Excel sheet, and Univariate analysis of Variance was performed in SPSS. 

RESULTS: 

H 0(1.1) There is no significant difference in male and female consumers' perception towards brand reconnection. 

H 0(1.2) There is no significant difference in age in consumers' perception of brand reconnection. 

H 0(1.3) There is no significant difference in consumers' perceptions of goods and services during brand 

reconnection. 

H 0(1.4) There is no significant interactive effect of goods and services on consumers’ perception in brand 

reconnection. 

H 0(1.5) There is no significant interactive effect of age and product type on consumers' perception in brand 

reconnection. 

H 0(1.6) There is no significant interactive effect of gender, age and product perception in brand reconnection. 

 

Dependent Variable: Brand Recall     

Source Type III Sum of 

Squares 

Df Mean Square F Sig. 

Corrected Model 1.797a 11 .163 .378 .965 

Intercept 6129.078 1 6129.078 1 169.654 .000 

Gender .092 1 .092 .213 .645 

Age_Group .382 2 .191 .442 .643 

Goods_Preference .381 1 .381 .881 .348 

Gender * Age_Group .171 2 .086 .198 .820 

 

 
 

Gender * Goods_Preference .117 1 .117 .270 .603 

Age_Group * Goods_Preference .509 2 .255 .589 .555 

Gender * Age_Group * 

Goods_Preference 
.146 2 .073 .169 .845 

Error 254.339 588 .433   
Total 6386.278 600    
Corrected Total 256.137 599    

a. R Squared = .007 (Adjusted R Squared = -.012) 
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H 0(1.1) There is no significant difference in male

 and female consumers' perception 

towards brand recollection. 

0.213 0.645 Not 

Rejected 

H 0(1.2) There is no significant difference in age in

 consumers' perception of brand 

reconnection. 

0.442 0.643 Not 

Rejected 

H 0(1.3) There is no significant difference in the 

perception of goods and services in consumers' 

perception 

of brand reconnection. 

0.881 0.348 Not 

Rejected 

H 0(1.4) There is no significant interactive effect of 

goods and services on consumers’ 

perception in brand reconnection. 

0.198 0.820 Not 

Rejected 

H 0(1.5) There is no significant interactive 

effect of age and product type on consumers' 

perception of brand reconnection. 

0.589 0.555 Not 

Rejected 

H 0(1.6) There is no significant interactive effect of 

gender, age and product type on consumers' 

perception in brand reconnection. 

0.169 0.845 Not 

Rejected 

THE FINDINGS OF THE STUDY: 

reveal that there is no statistically significant 

difference in the perception of male and female 

consumers towards AI-based brand reconnection. 

Through careful analysis of survey responses and 

perceptual data, it was observed that both male and 

female participants exhibited similar attitudes and 

preferences regarding AI-driven branding initiatives. 

This suggests that gender may not be a determining 

factor in how consumers perceive and engage with 

brands in the context of artificial intelligence. 

 

The study's findings indicate that there is no 

significant difference in consumers' perceptions of 

brand reconnection across age groups. Through 

analysis of data collected from participants across 

age brackets, from younger consumers to older 

demographics, no statistically significant disparities 

emerged in their perceptions of brand reconnection. 

This suggests that, regardless of age, consumers 

exhibit comparable levels of brand reconnection, 

indicating a consistent response to branding 

initiatives across generations. 

 

The study's findings revealed no significant 

difference in consumers' perceptions of brand 

reconnection between goods and services. Through 

rigorous analysis of consumer responses and 

perceptual data, it was observed that regardless of 

whether the brand is associated with tangible 

products or intangible services, consumers exhibit 

similar levels of brand reconnection. This suggests 

that the factors influencing brand recall and 

reconnection are not inherently tied to the nature of 

the offering but rather stem from other aspects 

such as brand familiarity, emotional resonance, 

and overall brand experience. The findings of the 

study indicate that there is no significant interactive 

effect of age and product type on consumers' 

perception of brand reconnection. Through rigorous 

analysis and statistical tests, it was found that age and 

product type, when combined, do not exert a 

substantial influence on consumers' perceptions of 

brand reconnection. This suggests that, regardless of 

age group or product type, consumers' perceptions of 

brand reconnection remain relatively consistent. 

These results highlight the robustness of the brand 

reconnection concept across different age 

demographics and product categories. 

 

The findings of the study revealed that there is no 

significant interactive effect of gender, age, and 

product type on consumers' perception of brand 

reconnection. Through rigorous statistical analysis, it 

was found that neither gender nor age significantly 

influenced consumers' perceptions of brand 

reconnection across different product contexts. 

Additionally, the interaction between gender, age, 

and product type did not yield any notable impact on 

how consumers perceived brand reconnection. These 

results suggest that factors such as gender and age do 

not significantly shape consumers' perceptions of 

brand reconnection across product categories. 

 

Conclusion 

In the e-commerce environment, the foundation of 

Artificial Intelligence is combined with human and 

machine learning. It is essential at this time to meet 

the requirements of bulk consumers. Through AI, 

companies can attract and retain their consumers by 

incorporating engaging elements into product and 

service content. AI has an impact on business growth 

and is a remarkable revolution in IT. A large number 

of job opportunities are generated, strengthening the 

Indian economy by meeting demand with products. It 

is essential for people to learn about AI's functions 

and understand its properties in depth to bridge the 

gap. AI should be used by consumers in a 
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constructive manner with more abilities related to 

human intelligence. All these factors are essential in 

pulling consumers and helping them make their 

choices. The more creative the content is, the more 

consumers visit websites. The information should be 

relevant and capable of triggering their willingness to 

make purchases. This research has several practical 

applications. It is beneficial for web shop owners and 

online marketing managers to understand how 

customers adapt to new technology, such as the use 

of artificial intelligence in online shopping. It is also 

useful for academics and researchers interested in 

implementing the Technology Acceptance Model in 

online shopping. Those interested in the role of trust 

in consumer choices in the online environment will 

also benefit from this research. In terms of future 

research directions, it would be prudent to replicate 

this study in a multi-cultural context. It may also be 

useful to test Parasuraman's (2000) Technology 

Readiness Index model and compare the results 

presented here with the new findings. 
 

SUGGESTIONS 

On the basis of the findings, some suggestions have been 

given for further improvement as follows: 

❖ The company should thoroughly research the 

consumer/user profile and how their behavior 

shifts from one product or service to another. 

Consumers have different characteristics, and they 

are more likely to prefer creative content—

especially the millennial generation—they have 

the ability to make more informed decisions. 

❖ Consumer accessibility should be increased by 

providing more convenient websites with more 

creative content and chatbots for communication, 

allowing them to choose which channels they want 

to communicate on, rather than businesses 

deciding for them. 

❖ Businesses must understand the consumer shift in 

order to reach out to a large number of customers 

or users. 

❖ Second, businesses must be present in the AI space 

and represented across multiple digital channels. 

Businesses will struggle to remain relevant in their 

industry if they are not present in the digital 

environment. 

❖ Marketing managers must understand the various 

information sources that consumers use and align 

their marketing messages to consumers across 

digital marketing channels. 

❖ Companies must comprehend how Artificial 

Intelligence-based content marketing has 

influenced the digital generation's decision-making 

processes. 

❖ The design of websites will be simpler so that users 

become comfortable. 

❖ For engaging the digital generation, there would be 

some links that help them search for their products 

or services. 

❖ There would be virtual guidelines that lure the 

consumers to purchase. 

❖ The payment method would be simpler so that as 

many consumers as possible can access it without 

any technical problems. 

❖ In the problem of recognition phase, due to the 

consumers’ ease of access to the digital 

environment, businesses need to market and 

position their products or services as a solution to 

the consumers/ needs, and digital content needs to 

appeal to the users. 

❖ In the information search phase, companies need to 

ensure that accurate and up-to-date information is 

available for consumers to search. Information 

must be easily accessible to users; it is necessary to 

identify the appropriate digital channels to use. 

❖ In terms of evaluating alternatives, this is more 

relevant for the digital generation, who are not 

brand loyal, but companies must have a diverse 

range of products available in the digital 

environment, as well as specialization of products 

or services. It will make it easier for digital users 

to compare different products or services from 

various organizations. 

❖ There should be a smooth process for searching 

that enables users to check out from the websites 

easily, and that process definitely is a pleasurable 

experience for users. 

❖ Companies' marketing strategies must develop 

such strategies in order to retain their users by 

resolving complaints, engaging in ongoing two-

way communication, and retargeting users. 

 

SCOPE FOR FURTHER RESEARCH: 

The study identified only the perception factors of 

Artificial Intelligence towards content marketing; this 

research may serve as a foundation for future 

researchers. Future researchers can expand their 

research on the risks, challenges, and disadvantages 

users face. The research can also be expanded to include 

internal operating activities or data used by technicians. 

 

References 

Alagöz, S. B., &Ekici, N. The New Phenomenon of The 

Marketing World in The Digital Era: Content 

Marketing. 

Baltes, L. P. (2015). Content marketing-the fundamental 

tool of digital marketing. Bulletin of the Transilvania 

University of Brasov. Economic Sciences. Series V, 

8(57), 111-118.Bradley, S., Kim, C., Kim, J., & Lee, I. 

(2012). Toward an evolution strategy for the digital 

goods business. Management Decision, 50(2), 234-252. 

Chen, L., & Wang, Y. (2024). "Artificial Intelligence 

and Brand Recall: An Experimental Study in the Retail 

Sector." International Journal of Consumer Studies, 

48(3), 289-305. 

Chen, L., & Wang, H. (2023). "Artificial Intelligence 

and Brand Recall: A Cross-Cultural Study." Journal of 

Consumer Psychology, 33(2), 287-302. 

Davenport, T. H., & Ronanki, R. (2018). Artificial 

intelligence for the real world. Harvard Business 

Review, 96(1), 108-116. 

Du Plessis, C. (2015). An Exploratory Analysis 



1170 

 

©2025Journal of International Commercial Law and Technology; Volume: 7: Issue: 1|All Right Reserved 

 

How to Cite: A Khare, R Shukla: Artifical Intelligence Based Brand Recall: A Perceptual Study of Consumers, 2026:07 (1): 1163-1171 
 

 

of Essential Elements of Content Marketing. In 

ECSM2015-Proceedings of the 2nd European 

Conference on Social Media 2015: ECSM 2015 (p. 

122). Academic Conferences Limited. 

Du Plessis, C. (2017). Mobile marketing: building 

blocks for mobile content marketing to add value and 

relevance for mobile users. Communitas, 22(1), 31-47. 

Feng, S., &Ots, M. (2015). Content marketing: A 

review of academic literature and future research 

directions. In Europe Media Management Association. 

Forouzandeh, S., Soltanpanah, H., & Sheikhahmadi, A. 

(2014). Content marketing through data mining on 

Facebook social network. Webology, 11(1), 1. 

Gandomi, A., & Haider, M. (2015). Beyond the hype: 

Big data concepts, methods, and analytics. International 

Journal of Information Management, 35(2), 137-144. 

Gokhale, N. (2016). Content Marketing-From Genesis 

to Future. KHOJ: Journal of Indian Management 

Research and Practices, 1(1), 13-23. 

Gummerus, J., Liljander, V., Pura, M., & Van Riel, A. 

(2004). Customer loyalty to content-based web sites: the 

case of an online health-care service. Journal of services 

Marketing, 18(3), 175-186. 

Gumus, N. (2017). The Effects of Social Media Content 

Marketing Activities of Firms on Customers' Brand 

Following Behavior. Academic Research International, 

8(1), 1-8. 

Gupta, A., & Sharma, P. (2024). "The Role of AI 

Chatbots in Brand Recall: A Cross-Generational 

Analysis." Computers in Human Behavior, 105, 106-

119. 

Gupta, R., & Sharma, A. (2023). "Understanding 

Consumer Trust in AI-Based Brand Recall Systems." 

Journal of Business Ethics, 155(4), 895-912. 

Holliman, G., & Rowley, J. (2014). Business to business 

digital content marketing: marketers’ perceptions of best 

practice. Journal of research in interactive marketing, 

8(4), 269-293. 

Hudson, S., Huang, L., Roth, M. S., & Madden, T. J. 

(2016). The influence of social media interactions on 

consumer–brand relationships: A three-country study of 

brand perceptions and marketing behaviors. 

International Journal of Research in Marketing, 33(1), 

27-41. 

Japutra, A., Ekinci, Y., Simkin, L., & Nguyen, B. 

(2021). The impact of artificial intelligence on service 

brand experiences. Journal of Business Research, 124, 

400-411. 

Järvinen, J. and Taiminen, H. (2016). Harnessing 

marketing automation for B2B content marketing. 

Industrial Marketing Management, 54, 164-175. 

Jones, A., & Smith, B. (2020). The Impact of Artificial 

Intelligence on Content Marketing Effectiveness. 

Journal of Digital Marketing, 12(2), 45-61. 

Kee, A. W. A., &Yazdanifard, R. (2015). The Review 

of Content Marketing as a New Trend in Marketing 

Practices. Economics, 2(9), 1055-1064. 

Kim, S., & Lee, H. (2024). "Enhancing Brand Recall 

Through AI-Generated Content: A Consumer 

Perception Approach." Journal of Advertising, 53(4), 

512-527. 

Kim, S., & Lee, J. (2022). "The Impact of AI on Brand 

Recall: An Empirical Analysis of Consumer Behavior." 

International Journal of Advertising, 41(5), 732-748. 

Kose, U., &Sert, S. (2017). Improving content 

marketing processes with the approaches by artificial 

intelligence. arXiv preprint arXiv:1704.02114. 

Lee, M. L., & Tan, S. K. (2022). The Role of Artificial 

Intelligence in Shaping Consumer Perceptions: A Meta-

Analysis. International Journal of Market Research, 

30(1), 78-92. 

Li, M., & Zhang, Q. (2024). "Artificial Intelligence and 

Brand Recall: A Neuroscientific Perspective." Journal 

of Neuroscience, Psychology, and Economics, 21(2), 

178-193. 

Li, X., & Liu, C. (2023). "AI-Enabled Personalization 

and Brand Recall: A Longitudinal Study." Journal of 

Interactive Marketing, 47, 112-127. 

Lin, C. O. Y., & Yazdanifard, R. (2014). How Google's 

new algorithm, Hummingbird, promotes content and 

inbound marketing. American journal of industrial and 

business management, 4(1), 51.Ashley, C., and Tuten, 

T. (2015). Creative strategies in social media marketing: 

An exploratory study of branded social content and 

customer engagement. Psychology & Marketing, 32(1), 

15-27. 

Maintz, J., &Zaumseil, F. (2017). Using Web analytics 

for content marketing performance measurement. In 5th 

International Conference on Contemporary Marketing 

Issues ICCMI June 21-23, 2017 Thessaloniki, Greece 

(p. 515). 

Matzler, K., Veider, V., Kathan, W., & Hautz, J. (2015). 

The impact of brand congruence on consumer's 

perception of product quality, brand evaluation, and 

purchase intention. International Journal of Research in 

Marketing, 32(3), 342-355. 

McKinsey & Company. (2019). Global AI Survey: AI 

proves its worth, but few scale impact. 

Newton, K., & Riggs, M. J. (2016). Everybody's talking 

but who's listening? Hearing the user's voice above the 

noise, with content strategy and design thinking. 

Patel, P., & Gupta, R. (2021). Understanding Consumer 

Attitudes Towards AI-Based Marketing: A Review of 

Recent Studies. Journal of Consumer Behavior, 18(4), 

321-335. 

Park, M., & Kim, D. (2023). "AI-Driven Content 

Marketing and Brand Recall: A Social Media Analysis." 

Journal of Advertising Research, 63(4), 511-527. 

Pawar, A. A. (2014). Study of the effectiveness of online 

Marketing on integrated Marketing Communication 

(Doctoral dissertation, Doctoral dissertation, 

Dissertation of MBA, DY Patel University, Navi 

Mumbai). 

Pažėraitė, A., & Repovienė, R. (2016). Content 

marketing elements and their influence on search 

advertisement effectiveness: theoretical background and 

practical insights. Organizacijų vadyba: sisteminiai 

tyrimai, 2016,75, 97-109. 

Rakic, B., &Rakic, M. (2014). Who Has the 

Power in Digital Marketing: Customer or Content?. 

Thematic Fields, 47. 

Rancati, E., & Gordini, N. (2014). Content marketing 

metrics: Theoretical aspects and empirical evidence. 

European Scientific Journal, ESJ, 10(34). 



1171 

 

©2025Journal of International Commercial Law and Technology; Volume: 7: Issue: 1|All Right Reserved 

 

How to Cite: A Khare, R Shukla: Artifical Intelligence Based Brand Recall: A Perceptual Study of Consumers, 2026:07 (1): 1163-1171 
 

 

Reid, A. (2015). Content Marketing: Advertisers 

Navigate the Plugged-in Generation (Doctoral 

dissertation). 

Smith, J., & Jones, R. (2024). "The Impact of AI-

Personalized Marketing on Brand Recall: A 

Comparative Study." Journal of Marketing Research, 

40(2), 123-137. 

Statista. (2023). Content marketing revenue worldwide 

from 2017 to 2023 (in billion U.S. dollars). Stephen, A. 

T. (2016). The role of digital and social media 

marketing in customerbehavior. Current Opinion in 

Psychology, 10, 17-21. 

Vollero, A., & Palazzo, M. (2015). Conceptualizing 

content marketing: a delphi approach. Mercati E 

Competitivita. 

Wan, F., & Ren, F. (2017). The Effect Of Firm 

Marketing Content On Product Sales: Evidence From A 

Mobile Social Media Platform. Journal of Electronic 

Commerce Research, 18(4), 288-302. 

Wang, J., & Huang, Y. (2023). "The Influence of 

AI Chatbots on Brand Recall: A Neuroscientific 

Perspective." Journal of Neuroscience, Psychology, and 

Economics, 28(3), 421-438. 

Wirtz, J., & Chung, M. (2019). The role of artificial 

intelligence in delivering superior customer 

experience. Journal of Service Management, 30(5), 643-

667. 

Zhang, Y., & Ye, Q. (2021). "Examining the 

Role of Artificial Intelligence in Brand Recall: A 

Consumer Perception Study." Journal of Marketing 

Research, 58(3), 385-401 
 

 

 


