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Abstract 

  The development and subsequent implementation of AI text-to-image generators has 

not gone unnoticed by marketers recently. Public discourse around this topic is developing, 

and discussions exist about whether or not AI text-to-image generators are a positive 

development. This research is aimed at capturing the experience of marketers surrounding AI 

text-to-image generators. Following a qualitative and exploratory approach to research, this 

study is based on a literary review of appropriate research papers and 16 semi-structured 

interviews conducted among various types of marketers. This study has leveraged CX and AI 

text-to-image generator literature, among with the qualitative interview process, to explore 9 

concepts that could impact the CX outcomes of satisfaction, loyalty and word of mouth. The 

hedonic value components were found to be 1) Job insecurity, 2) Aesthetic experience, 3) 

Sense of discovery, 4) Fear of the unknown. The utilitarian value components were found to 

be 5) Ease of use and 6) Usefulness. The customer characteristics that influenced CX were 7) 

Technology readiness, 8) Risk perception and 9) Self-efficacy. Findings of this research 

contribute to CX literature by exploring effects of hedonic and utilitarian value on CX 

outcomes, emotions and cognitions on CX and customer characteristics on CX, all in the 

novel context of marketers experiencing AI TTIG’s. Findings include advice on 

understanding the implications of technology readiness in marketers, possible ways to reduce 

fears of AI and recommendations on dealing with aesthetic flaws of AI TTIG’s. 
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1. Introduction 

The term Artificial Intelligence (AI) has grabbed an increasing amount of attention by 

the general public over the past period. This was set in motion through the introduction of 

various AI tools that have recently become available for public use. Tools such as ChatGPT, 

which describes itself as: “A polyglot savant, fluent in the nuances of language, capable of 

holding engaging conversations, answering complex questions, and even generating original 

poetry” (ChatGPT-3.5, personal communication, March 18, 2023) and AI text-to-image 

generators (TTIG’s) such as DALL-E2, described as being: “an AI system that can create 

realistic images and art from a description in natural language” (OpenAI, 2022), have grown 

tremendously due to the recent AI boom. ChatGPT (OpenAI, 2023) became a household 

name by becoming the fastest growing application to date (Hu, 2023). While the uses of AI 

are now becoming increasingly apparent to the public, academics have been inspired by this 

topic as far back as 1956 when the term was coined by John McCarthy (Moor, 2006). 

  Recent developments point towards a bright future for AI applications. Reports by 

IBM (2022) show that AI is increasingly being introduced by companies into the workplace, 

and plans are being forged for an even more widespread adoption of this technology. 

Furthermore, McKinsey & Company (2022) report that the level of investment of 

organizations into AI is rising. However, within the current state of affairs there exist 

contradictory opinions about AI among the public. Some believe that this technology will 

bring prosper to the economy while others think it might destroy the economy as the 

technology is now incorporating cognitive tasks into its skillset next to its pre-existing 

technical prowess (Rojas & Tuomi, 2022). 

  While these new tools find their way into organizations, they naturally invite people to 

form different perceptions around them, because individual differences among persons 

influence their attitudes and beliefs about technologies (Agarwal & Prasad, 1999). Using 



8 

 

Customer Experience (CX), this research explores the thoughts and feelings (Lemon & 

Verhoef, 2016) surrounding the experience of creative workers with AI TTIG’s.  

  The development of AI TTIG’s has incited discussions amongst creative workers 

recently (Prakash, 2022). The creative industry includes jobs such as designers, marketers and 

other creators, and was defined by the British Department for Culture, Media and Sport 

(2001) as: “Those industries which have their origin in individual creativity, skill and talent 

and which have a potential for wealth and job creation through the generation and 

exploitation of intellectual property” (p. 5). The creatives that work within these fields of 

expertise are divided on their thoughts about the implementation of AI TTIG’s. On the one 

hand there are the creatives that regard this new technology as a productivity enhancing tool 

and on the other hand there are creatives who are resisting the rise of these tools (Frosio, 

2023). This division of the field is affirmed by the potential that AI holds in disrupting the 

creative industries, as AI tools have learned to produce creative outputs that rival those of 

humans while doing this at a significantly lower cost (Frosio, 2023). 

  At this current stage of development, AI TTIG’s prove to be tools that need the input 

of a knowledgeable individual in order to be coerced into generating qualitatively excellent 

content which could be used to substitute the work of a true creative in a commercial 

environment (Frosio, 2023). The current state of these tools has facilitated people who 

formerly did not have the creative skills to produce a compelling visual illustration to be able 

to start creating (Carson, 2022). This has incited fear in part of the creative industries 

workforce, as creatives see certain job titles slowly disappearing due to the advancements in 

the TTIG AI toolbox (Salkowitz, 2022), while others seem to enjoy creating images all by 

themselves, recalling emotions of excitement, surprise and appreciation when gazing at their 

creations (Kelly, 2022).  

  The goal of this research is to find out the most important aspects that comprise the 
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experiences of creatives with AI TTIG’s. To do this, we focus on the CX of marketers who 

experience these AI TTIG’s. In academic literature we can see many propositions of what 

constitutes hedonic and utilitarian values in relation to satisfaction, loyalty and word of mouth 

(WOM) as outcomes of CX in fields of research such as online shopping (Avcılar & Özsoy, 

2015; Lee & Wu, 2017) or technology (Saygılı & Yalçıntekin, 2021; Vieira et al., 2022). 

Scholars have discussed the implications of these cognitive and emotional components 

towards CX (Lemon & Verhoef, 2016). However, academic research on these instrumental 

values relating to CX in the context of AI TTIG’s is limited. Stemming from this, the research 

question chosen for this research is: 

  What is the impact of artificial intelligence text-to-image generators on the experience 

of marketers? 

A contribution is made to the academic literature of CX by means of exploring the 

following paths: First, we identify drivers and effects of hedonic value and utilitarian value on 

the CX outcomes of satisfaction, loyalty and WOM in marketers within the context of AI 

TTIG’s. Second, this research will explore the emotions and cognitions pertaining to a 

marketer’s CX with the novel technology of AI TTIG’s. Finally, customer characteristics are 

identified which influence the CX of marketers with AI TTIG’s.  

  With rising investments into AI by organizations (McKinsey & Company, 2022) 

comes an increasing responsibility for managers to understand the implications of AI tools. 

This research can help managers and AI innovators understand how AI TTIG’s are perceived 

by marketers. This can help identify the needs and wants of marketers for the tool and help 

align these with the business practices of their organization or with future updates to AI 

TTIG’s. By exploring the utilitarian value of AI TTIG’s, this research can help managers in 

marketing who are considering adoption of this tool determine the ease of use and usefulness 

pertaining to these tools. 
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  This research paper is comprised of 5 chapters. Chapter 1 contains an introduction to 

the topic of this research. The second chapter forms a theoretical framework around the 

concepts under study of this research. The third chapter describes the methodology used in 

conducting this research properly. The fourth chapter outlines the results found in this study. 

The fifth and final chapter concludes and discusses the findings, after which practical 

implications, limitations and future research suggestions are offered. 
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2. Theoretical Framework 

  In the following chapter, the theoretical concepts pertaining to this study are outlined. 

The chapter will start by providing an overview of CX literature and its principles relevant to 

this research. After this, the concepts of hedonic and utilitarian value are outlined whereafter a 

compilation of 8 propositions relating to these concepts and CX are explicated. 

2.1 Customer Experience 

The concept of CX is one that is repeatedly stated as being a key concept in marketing, 

while also being widely regarded as a cornerstone in delivering quality business performances 

by managers (De Keyser et al., 2020; Harvard Business Review Analytic Services, 2017). 

Previous research on CX has shown that for a long time it has been a difficult concept to 

measure, as the concept was often measured on the basis of its outcome variables such as 

service quality, engagement or satisfaction which would provide difficulties in applying this 

concept to a broad set of industries (Lemon & Verhoef, 2016). CX is then again a broad and 

multidimensional construct in itself, which takes on the dimensions of the emotional, 

sensorial, behavioural, cognitive and social elements of an experience (Lemon & Verhoef, 

2016). As a response to broadness of this term, the following definition of CX was developed: 

“Customer experience comprises customers’ nondeliberate, spontaneous responses and 

reactions to offering-related stimuli along the customer journey.” (Becker & Jaakkola, 2020, 

p. 638). 

 In response to the broadness of the CX framework, De Keyser et al. (2020) has made 

an effort to extract a more manageable dimensional approach towards CX literature. 

2.1.1 CX Dimensionality 

  The definition of CX captures 3 core building blocks as mentioned by De Keyser et al. 

(2020). These are comprised of touchpoints, which are the points at which the customer and 
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the service provider interact. Context, entailing situationally dependent customer resources, 

and qualities, which focus on the sentiment of customers regarding interactions with a service 

provider. As this research mainly focusses on the reactions of consumers after interactions 

with AI TTIG’s, we apply our focus to the qualities building block of CX. In specific, the 

dimensionality of an experience is of interest to this research. 

  CX Dimensionality is widely recognized as an essential part of what defines CX and it 

comprises the cognitive, emotional, physical, social and behavioural dimensions, of which the 

emotional and cognitive dimensions are the most established in current research perspectives 

(De Keyser et al., 2020). For the purpose of this research, these emotional and cognitive 

dimensions are then also the metrics that are used in assessing CX in our context of AI 

TTIG’s. For the measurement of this cognitive dimension of CX we look at the 

instrumentality that an individual thinks that the service provided will offer to them, which is 

captured in the utilitarian value of the experience (Babin et al., 1994). Utilitarian value is 

often derived from the effectiveness and efficiency of using an (online) service while finding 

a sufficient solution to the task at hand (Babin et al., 1994; Holbrook & Batra, 1987; Kim & 

Han, 2011; Venkatesh & Brown, 2001). One can however not evaluate the experience of a 

customer solely by its utilitarian value, as goods and services are often also intended to serve 

the emotional needs and wants of the customer (Hirschman & Holbrook, 1982). In order to 

evaluate the emotional dimension of CX, we use hedonic value as it refers to the emotions or 

sensations that an individual can encounter when interacting with a new technology (Longoni 

& Cian, 2022; Schuitema et al., 2013).  

  While satisfaction, which is a predictor of loyalty and word of mouth (WOM) 

(Tyrväinen et al., 2020; Yu & Dean, 2001), is a concept that indicates a positive CX (McLean 

et al., 2018; Verhoef et al., 2009), it is also referred to as the level of pleasure that is extracted 

from an experience (Lee & Wu, 2017). This level of pleasure or satisfaction is then measured 
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based on the factors of emotion and cognition (Lee & Wu, 2017; Oliver, 1993; Westbrook, 

1987) and can thus be derived from the combined measures of hedonic and utilitarian value 

(Babin et al., 1994; Batra & Ahtola, 1991; Hirschman & Holbrook, 1982; Longoni & Cian, 

2022). 

2.2 Hedonic Value 

  Hedonic values have long been a prominent subject of research in the CX literature as 

they capture the feelings of customers after the experience of a service (Sidaoui et al., 2020). 

Hedonic consumption was previously defined as: “ those facets of consumer behavior that 

relate to the multisensory, fantasy and emotive aspects of product usage experience ” 

(Hirschman & Holbrook, 1982, p. 92). Further conceptualization of the term has led to the 

defining of hedonic value as the involvement of “experiential affect associated with a 

product, sensory enjoyment, and emotions”(Longoni & Cian, 2022, p. 93). By definition, we 

separate the emotional experiential values in the hedonic value from the more tangible and 

cognitive utilitarian values within a service experience (Hirschman & Holbrook, 1982). 

However, as previous research in an online shopping setting has found, both hedonic and 

utilitarian values relate to the level of satisfaction that is experienced by the customer (Lee & 

Wu, 2017). Thus, in this research we combine both hedonic value and utilitarian value in 

order to evaluate the cognitive and emotive aspects of the experience of AI TTIG’s (Babin et 

al., 1994; Hirschman & Holbrook, 1982) which come together to pursue a holistic measure of 

CX (Sidaoui et al., 2020). Hereafter we explore the effects of this measure of CX of marketers 

with AI TTIG’s to come to a conclusion on the outcome variables satisfaction, loyalty and 

WOM. 

 As found by Stelmaszewska et al. (2004), the hedonic value assessment is composed 

of five different constructs which are: pleasure, enjoyment, excitement, fun, and happiness. 

While hedonic values have been explored in many different research contexts, their effects 
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can also be found in the interaction of humans with technology (Wu et al., 2010). Hedonic 

values such as enjoyment or pleasure can be experienced by individuals who interact with 

new technological applications (McLean & Osei-Frimpong, 2019; Schuitema et al., 2013) and 

similarly, we suspect that comparable experiences may occur in individuals interacting with 

AI TTIG’s. In order to explore which drivers might affect the constructs of hedonic value in 

the context of AI TTIG’s in marketers, we have devised the following propositions in the 

paragraphs below. 

  The general opinions that envelop the public discourse of the implementation of 

robotics, automation systems and AI has long been divided as to be hyped about these 

technologies or to be fearful of them (Willcocks, 2020). The fear of losing one’s skills or 

independence has already been characterized as AI identity threat (Mirbabaie et al., 2022), 

while concerns have recently been raised by creatives about the possible jobs that could be in 

danger of being lost to AI TTIG’s in the near future (Prakash, 2022; Salkowitz, 2022). 

  When a job is in danger of becoming obsolete in the future, a feeling of job insecurity 

can become prevalent in the mind of a worker (de Witte, 1999). In more secure 

circumstances, the social interactive element of belonging to a group such as a workforce can 

result in feelings of joy and thus can be a key determinant of an hedonic experience 

Stelmaszewska et al. (2004). The inverse of this is the feeling of insecurity about ones 

employment which can culminate in reduced levels of well-being and job satisfaction in the 

worker, through the induction of psychological distress, anxiety and depression (de Witte, 

1999; Roskies et al., 1993; Roskies & Louis-Guerin, 1990). This psychological distress can, 

according to Berenbaum & Connelly (1993), lead to adverse effects on the hedonic capacities 

of an individual. Stemming from this, we propose that AI TTIG’s can evoke feelings of job 

insecurity in marketing employees, detracting from feelings of joy and thus affecting the 
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hedonic value that is perceived by this group. Therefore, the following proposition was 

developed:  

P1. Job insecurity of a marketing employee has a negative impact on their hedonic value 

found in the experience of AI text-to-image generators. 

  The next proposition that we state is one regarding the aesthetic component of AI 

TTIG’s. In the current conversation about AI TTIG’s, there is a debate going on about 

whether or not creations made by utilizing these generators can be considered art (Prakash, 

2022). Without choosing sides in this debate, we can assume that looking at art can evoke 

emotions (Frijda, 1989). These emotions that flow through an individual when looking at 

something that can be considered art, are related to the aesthetic dimensions of grace, beauty, 

art and balance (Nummenmaa & Hari, 2023). Furthermore, Nummenmaa & Hari (2023) also 

state that these aesthetic dimensions correlate positively with feelings of enjoyment, empathy, 

delight, excitement and sublimity. Together with the argument by Stelmaszewska et al. 

(2004), we can relate a positive experience of the aesthetics of a technological product or 

service to be a determinant of hedonic value. Accordingly, this had led to the following 

proposition: 

P2. Aesthetic experience by a marketing employee has a positive impact on hedonic value of 

their experience of AI text-to-image generators. 

  Furthermore, the last concept that has a proposed effect on the hedonic value found in 

AI TTIG’s is the sense of discovery. While the concept of novelty consists of the elements 

novelty, the sense of surprise and the sense of discoveries (Stelmaszewska et al., 2004), this 

sense of discovery can encompass hedonic values. The hedonic value of joy can be found in 

learning, seeing or discovering things such as a technological product or service for the first 

time (Pace, 2004). As the technology of AI TTIG’s is novel in nature, this could evoke a 
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sense of discovery in individuals that experience this new technology. This is why we propose 

the following: 

P3. Sense of discovery is an important contributor to hedonic value in the experience of AI 

text-to-image generators by marketing employees. 

2.3 Utilitarian Value 

  Previous research on both hedonic and utilitarian benefits has long primarily focussed 

on measuring their effect sizes relative to each other in pre-consumption, while the combined 

effects of these two concepts on post-consumption experience outcomes remains relatively 

understudied (Chitturi et al., 2008). The combined relation of hedonic and utilitarian values 

has been linked to customer satisfaction in various shopping experience contexts before (Lee 

& Wu, 2017), but in the context of AI TTIG experiences this link has yet to be explored. 

  Utilitarian consumer behaviour is described as being “ergic, task-related, and 

rational” (Babin et al., 1994, p. 646). Furthermore, it is denoted that utilitarian value is 

“resulting from some type of conscious pursuit of an intended consequence” (Babin et al., 

1994, p. 645). In a service context we can see that utilitarian value is tied to effectiveness and 

efficiency outcomes of the use of that service (Venkatesh & Brown, 2001), while this 

encompasses that the utilitarian perspective sees a service as the tool that realizes a means to 

an end (Kim & Han, 2011). Further conceptualization of the term utilitarian value leads us to 

believe that utilitarian consumption is primarily cognitively driven, while the term itself 

reflects the concepts of instrumentality, functionality, nonsensory attributes, and rationality 

(Batra & Ahtola, 1991; Botti & McGill, 2011; Hirschman & Holbrook, 1982; Longoni & 

Cian, 2022). Based on this, utilitarian value should be characterized by factual, rational and 

logical assessment parameters (Longoni & Cian, 2022). The contribution of modern 

technologies in providing individuals with utilitarian gains has already been described by 

researchers such as McLean et al. (2018). However, in the next paragraphs we will be 



17 

 

developing several propositions as to what drives utilitarian values in the eyes of marketers in 

experiences of AI TTIG’s. 

  Ease of use is an established determinant of utilitarian value and is referred to by 

Davis (1989) as the ease with which consumers are able to learn, use and get a general 

understanding of a system while avoiding mistakes. Also in the context of technology it is a 

fundamental determinant of the usage intentions of individuals regarding this technology 

(Davis, 1989). We suggest that ease of use relates to the context of AI TTIG’s in a sense that 

they are systems that most individuals should be able to understand and be able to use 

effectively in a relatively short amount of time. Deriving from this, we propose the following: 

P4. Ease of use is an important contributor to utilitarian value found in the experience of text-

to-image generators by marketing employees. 

  Perceived usefulness is defined by Davis (1989) as “the degree to which a person 

believes that using a particular system would enhance his or her job performance” (p. 320). 

The perceived usefulness of any technology is linked to the convenience and compatibility 

with executing the task at hand (Delone & McLean, 2003). The usefulness of any technology 

is inherently related to utilitarian values as it reflects its core principle of the pursuit of a 

desired consequence. In the current debate about AI TTIG’s, we can see different uses being 

found for these tools such as brainstorming and inspiration (Bonilla, 2022). In light of this, we 

propose the following: 

P5. Perceived usefulness is an important contributor to utilitarian value found in the 

experience of AI text-to-image generators by marketing employees. 

2.4 Customer Characteristics 

  As the unit of analysis of this research is comprised of the experiences of an individual 

marketer, we cannot fail to take into account the personal characteristics of this individual 
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consumer of AI TTIG’s. As personal characteristics develop over the course of a lifetime, 

they shape the cognitive processes that take place in the mind of an individual while also 

influencing the interpretation of emotional stimuli that are bestowed upon them by their 

environment (Lazarus, 1982). The evaluative effects of specific stimuli, such as the degree to 

which a given reaction results in satisfaction, loyalty and WOM, may be influenced by the 

individual characteristics of a person (Becker & Jaakkola, 2020). In the context of technology 

this is no different, as Wang & Yu (2015) determine that the individual characteristics of a 

person can significantly influence the assessment of said technology. The following 

paragraphs will show the proposed most influential customer characteristics of marketers in 

their experience of AI TTIG’s that exert influence on their hedonic and utilitarian values. 

 The first customer characteristic that we identify as possibly having an impact on the 

CX of a marketer experiencing an AI text-to-image generator is technology readiness. The 

construct itself derives its meaning from the dimensions innovativeness, optimism, unease and 

insecurity which influence the attitude of humans towards accepting modern technologies 

(Blut & Wang, 2020). The effects of technology readiness are mediated by the variables of 

quality, value, satisfaction, ease of use and usefulness, and is in the end an antecedent which 

influences technology usage according to the technology acceptance model (TAM) (Blut & 

Wang, 2020; Parasuraman & Grewal, 2000). The concept of technology readiness itself is 

constituted by feelings towards technology and its concepts can be divided into promotors, 

which are innovativeness and optimism, and inhibitors, made up of unease and insecurity 

(Blut & Wang, 2020; Parasuraman, 2000). Moreover, individuals with high technology 

readiness find it easier to see benefits in utilizing new technology and also find new 

technology less difficult to use, which links back to utilitarian values (Blut et al., 2016; S. 

Chen et al., 2009). Stemming from this, we propose the following effect of technology 

readiness: 
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P6. Possessing the Technology Readiness trait promotes CX in marketers experiencing AI 

text-to-image generators. 

  Another individual difference that exists between customers is their perception of risk. 

In an online environment, this risk can be heightened by a lack of direct perception on the side 

of the customer regarding the intentions and security measures taken by the service provider 

(Chiu et al., 2014). Theories such as Prospect theory argue that decisions by individuals are 

mainly made based on a utilitarian calculation (Chiu et al., 2014). However, it fails to 

properly take into account the hedonic dimension of the mind of a consumer. In a consumer, 

we can distinguish between high- and low levels of perceived risk. When the risk perception 

of an individual is low given an online shopping context, they are inclined to focus on tending 

to their utilitarian needs over their hedonic needs (Chiu et al., 2014; O’Curry & Strahilevitz, 

2001). On the contrary, there can exist perceptions of high risk in customers as well. The 

drivers of customers with high risk perception to still follow through with their online 

transactions can be attributed to hedonic feelings (Chiu et al., 2014; Zuckerman, 1979). In this 

case, the focus on utilitarian values in the process of online shopping will be detracted from 

(Bornovalova et al., 2009). Given that these effects have not yet been applied to the context of 

marketers experiencing AI TTIG’s, we propose the following effects of the varying risk 

perception in marketers: 

P7a. When risk perception of a marketer is high, they will perceive more hedonic values from 

their experience with AI text-to-image generators. 

P7b. When risk perception of a marketer is low, they will perceive more utilitarian values 

from their experience with AI text-to-image generators. 
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2.5 Conceptual Model 

  Derived from the former paragraphs of theoretical framework, we have arrived at the 

following proposed conceptual model as can be seen in Figure 1. 

Figure 1 

Proposed conceptual framework 
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3. Methodology 
 

  In the following section a description of the methodology that was used to conduct this 

research is provided. An explanation of the choices for the discipline of research, the method 

of data collection and the method of data analysis are further delineated. Furthermore, this 

section also reflects on the ethical considerations regarding this research. 

3.1 Research Design 

  With this paper, we have explored the impact of AI TTIG’s on the CX of marketers. 

For the exploration of this impact, we looked at the determinants of hedonic value, utilitarian 

value and customer characteristics that had an influence on CX. A summary of the concepts 

relating to the propositions within this research can be found in Appendix 5. An exploratory 

research approach was chosen because AI TTIG’s are a relatively new phenomenon and thus 

little is known about how individuals experience these tools. The method selected to study 

this experience was the qualitative research method. The qualitative method is especially 

suited to this research because qualitative research can provide an in-depth understanding 

about emerging concepts of participants’ experiences (Moriarty, 2011), which is important 

given the relative novelty of AI TTIG’s. A quantitative approach to this research was then 

deemed less suitable as this does not allow the researcher to pursue emerging concepts that 

fall outside of the a priori research scope and thus yields a less exploratory approach to a 

novel subject. 

3.2 Methods of Data Collection 

  The primary data collected in this research was collected by means of recording 16 

semi-structured interviews. The interview durations ranged from 23 to 59 minutes, with an 

average length of approximately 34 minutes. Of the respondents, 9 (56.25%) were male and 7 

(43.75) were female. 10 Of the interviews were conducted face-to-face and subsequently 
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recorded using a smartphone, while five interviews were conducted and recorded via online 

video conferencing software platform Zoom (Zoom Video Communications inc., 2023) and 

one further interview was conducted and recorded on Microsoft Teams (Microsoft, 2023). 

Prior to every face-to-face interview we asked the respondents to read and sign the consent 

form which can be found in Appendix 2. A similar measure was taken in the interviews on the 

online conferencing platforms, however instead of the participants reading and signing the 

document by themselves, we explained the information and asked for spoken consent to these 

measures. 

  Semi-structured interviews were used as the method of data collection in this study, 

because it allows for a comfortable and flexible way of asking the participant about their 

experience with the object of study (Moriarty, 2011). In order to guarantee the quality and the 

validity of this research, semi-structured interviews were conducted until data saturation was 

reached (Fusch & Ness, 2015). In order to recruit the participants necessary for this research, 

convenience sampling methods were used by utilizing the social network of the researcher, 

social media and further snowballing methods in order to locate willing and adequate 

participants. The recruitment criteria for the participants entailed that the participant had a 

marketing function, or at least a marketing related task within their employment relationship. 

Further descriptions of the occupational titles of our respondents can be found in Appendix 3. 

 In the conduction of the interviews an interview guide was utilized, which can be 

found in Appendix 1 of this document. Before conducting the first interview with our target 

population, a pilot interview was conducted with a fellow researcher in order to determine if 

the interview guidelines were an adequate reflection of the propositions of this research. This 

interview guide was then followed where it was appropriate, but as this research consisted of 

semi-structured interviews, the researcher decided in some cases to deviate from the interview 

guide where they saw fit in order to pursue interesting topics (Adams, 2015). The main topics 
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of the interviews revolved around the CX of marketers who may or may not have previously 

had an experience with AI TTIG’s. Within the interview, questions related to the research 

topics of hedonic and utilitarian values were addressed, as well as characteristics that these 

individual marketers possess. To facilitate an experience with AI TTIG’s for our research 

participants, a video demonstrating the use of AI TTIG’s along with AI generated marketing 

material was displayed in the introductory stage of the interview. In order to add to the 

validity of this research, the interview was conducted immediately after the demonstrative 

experience with the AI TTIG as this was beneficial to capturing the naturally occurring 

responses and reactions of the participants (Becker & Jaakkola, 2020). 

3.3 Methods of Data Analysis 

  For the analysis of the data gathered via interviews in this research, first the effort was 

made to transcribe the interviews manually and verbatim. After transcription, the software 

tool Atlas.ti (ATLAS.ti Scientific Software Development GmbH, 2023) was used to code the 

transcripts. The effort of coding the qualitative data was made in order to dissect the gathered 

information in order to provide novel information to the reader (Elliott, 2018). To commence 

the coding process, open coding was used after which further dissection of the data was then 

managed by the use of axial coding, and eventually selective coding in order to integrate our 

theory into the process (Strauss & Corbin, 1998). An a priori framework for the coding 

existed in the form of the concepts and determinants within this research, but emerging coding 

constructs were considered during the coding process as well in order to pursue possible 

sensitizing concepts (Elliott, 2018). A description of the coded a priori themes, initial 

emerging themes (reflecting axial coding, excluding sentiments) and then final selected 

themes (reflecting selective coding) can be found in Appendix 6.  
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3.4 Ethical Considerations 

  In order to safeguard the ethical practices of this research, the decision was made to 

apply measures to ensure privacy and confidentiality of the respondents. To ensure utmost 

confidentiality and privacy for the respondents, the effort of anonymizing research data 

gathered from respondents was made by the researcher (Kaiser, 2009). Furthermore, the 

measure of informed consent was applied in order to respect the confidentiality and privacy of 

the respondents in this research (Allmark et al., 2009). To practically apply this measure, the 

participant was informed about what their participation in this research would entail and they 

were asked if they would voluntarily consent taking part in this research while being audio-

recorded. In addition to this, the participants were informed about their right to withdraw from 

the research at any time they deemed fit during the interview, and up until the 23rd of June 

after the interview as that was the deadline of this research paper. Lastly, the participants were 

made aware of the publication of the results of this study in the Radboud Educational 

Repository (Radboud University, n.d.), which allows them to access the results of the research 

at any time after publication. This questioning of informed consent of the participant took 

place before conducting the interview via the written consent form which can be found in 

Appendix 2 or in the case of participants taking part via online video conferencing software, 

the information was explained and consent was taken verbally. 
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4. Results 

In the coming chapter, the results of 16 interview transcripts and subsequent analyses 

of these transcripts have been outlined. The concepts identified as contributing or detracting 

from the CX outcomes of satisfaction, loyalty and WOM are 1) job insecurity, 2) aesthetic 

experience, 3) sense of discovery and 4) fear of the unknown, which were classified under the 

hedonic influences, while 5) ease of use and 6) usefulness were classified as being utilitarian 

influencers of the CX outcomes. Furthermore, the personal characteristics that were found in 

this research to be influencing the CX of the sample studied are 7) technology readiness, 8) 

risk perception and 9) self-efficacy. The following sections elaborate on the central themes 

within this research and are further exemplified by quotes stemming from the respondents of 

the aforementioned interviews. 

4.1 Hedonic Values 

The concepts of job insecurity, aesthetic experience, sense of discovery and fear of the 

unknown found in the qualitative analysis together represent the hedonic value component of 

CX in this research as found in the answers given by respondents during the interview 

process. The percentage of respondents who have addressed one or more of these topics in 

their interview responses and thus connected with the overarching theme of hedonic value can 

be found in Appendix 4. 

4.1.1 Job Insecurity 

13 Respondents in this research indicated that they think that AI TTIG’s are likely to 

initiate the displacement of jobs, thereby mainly focusing on the professions of photo- and 

videographers or the more creative marketers. However, none of the respondents described 

having any feelings of distress, pressure or anxiety about the loss of their own jobs as a result 

of the recent emergence of AI TTIG’s. When asked about the future possibilities of job 
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displacements due to AI TTIG’s, a minority of respondents could fathom that future 

developments in this field might lead to increased competition, devalued skills of the marketer 

and eventual potential displacement of their jobs. Yet the common thread amongst these 

narratives was a lack of negative feelings regarding the topic of the displacement of the 

respondents’ own jobs. To add to this, the aforementioned group of creative marketers, in this 

study represented by two Art Directors and an Online Video maker, that were poised by other 

marketers to be in need of being scared of losing their jobs, were quick to point out that they 

felt they had no reason to be scared now or in the future. Instead replying in comedic fashion, 

Respondent 15, who is an Art Director, was quick to display a meme, which is an amusing 

image which is often spread through social media (Merriam-Webster Incorporated, 2023), that 

seemed to be trending amongst his peers that read: “To replace Graphic Designers with AI, 

clients will need to accurately describe what they meant. We are safe”, Further elaborating 

that “There is always a thought behind our work, that remains”. These quotes illustrate that 

Respondent 15, among other respondents, did not feel threatened by AI TTIG’s, as they felt 

that they possessed a thinking skill that could not be replaced by AI TTIG’s. 

4.1.2 Aesthetic Experience 

The aesthetic qualities of the experience with AI TTIG tools came forward in every 

respondent within this study. For all 16 respondents, the demonstrative video evoked positive 

reactions and many of them were amazed, impressed and excited about the aesthetic 

experiences that they described as being beautiful, cool and very realistic. 

 Noticeable interesting recurring themes in the narratives of the respondents were the 

mentions of parts of the experience being very realistic and almost perfect, with Respondent 2 

telling us that “… it is a near perfect picture that you get off the internet just like that. The 

light and the colour is just all very beautifully balanced”. These observations left participants 

with feelings of shock, wonder and awe, but in other cases had the effect of inciting more 
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negative emotions in participants when the realism aspect surfaced. As Respondent 15 

describes: “But you can see how realistic it is, it is almost scary isn’t it?”. This negative 

feeling is further explained by Respondent 16 mentioning the “Uncanny Valley effect” that AI 

generated images can have on participants. This effect can happen when an AI generated 

image of a human is displayed with the goal of being as realistic as possible, prompting 

onlookers to perceive the image as creepy (Moffett et al., 2021). These negative emotions 

about the aesthetic experiences of participants within this study were not felt by a majority of 

respondents however. The mentions of negative aesthetic qualities within the experience were 

predominantly attributed to participants who had previous experience with the use of these AI 

TTIG’s or participants who had a relatively high level of knowledge about the subject of AI 

TTIG’s prior to this research. Respondent 15 noticed the following: 

 

  This quote illustrates that experience with AI TTIG’s made Respondent 15 recognize 

small recurring details within AI generated images that were flawed throughout multiple 

generated images.  

4.1.3 Sense of Discovery 

For 9 of the respondents it was the first time encountering an AI TTIG. This was 

visibly seen to amaze and excite a large part of this group, while they also verbally 

commented about feelings of amazement, shock and awe as a first reaction towards seeing the 

demonstrative video. Amongst the predominantly positive sentiment that 11 respondents 

could recount upon discovery of AI TTIG tools, Respondent 1, who is a promo marketing 

“That is in the quality of the small details… What you could see in version 4 of 

MidJourney, for example the teeth were not always quite right. Some fingers… yeah didn’t 

fit, just like an extension of someone stepping out of a door with his hand behind that door 

for instance. If you describe this, then you can still see that something is not quite right, 

there is always something in it that is just not quite right” 
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manager and entrepreneur, stated the following about his first experience with AI TTIG tools: 

“It was fairly surreal that this was suddenly possible with quite a simple tool. More a bit of 

astonishment that we have come so far with technology apparently”.  

  While not all participants were able to articulate or recall how they had felt during 

their discovery of AI TTIG’s, the statement made by Respondent 1 captures the essence of 

what most of the respondents had experienced at their first meeting with this technology, 

namely feelings of positive amazement with hints of excitement about the possibilities of this 

tool. 

4.1.4 Fear of the Unknown 

The last concept that was additionally found to affect the hedonic values of 10 of the 

respondents within this study were their fears of AI. 6 Out of 7 respondents with prior 

knowledge about AI TTIG’s indicated having fears. The fears that were mentioned by our 

participants were characterised by negative feelings about different aspects of AI TTIG’s and 

sometimes also AI in a general sense. In particular, some of the participants indicated that 

they felt scared as part of their initial reaction to the demonstrative video. Others with prior 

knowledge about AI TTIG’s indicated that they had some scared feelings before the video 

was displayed.  Moreover, these fears were oftentimes characterized by respondents switching 

to a more serious tone of voice which was indicative of some form of previous thought that 

they had struggled with before. 

 Two main trends within the participants that felt scared became apparent. The first 

concept that had triggered participants into feeling scared was stated by Respondent 5, an 

online marketing consultant, as he thinks about the future: 

 

  “… positive because I do think it is beautiful, but also a bit negative and a bit 

scary because you do not know where it is heading. If this is now possible within a few 

months, what will be possible within 10 or even 20 years?”. 
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  This quote illustrates the fear that lives inside some of the respondents regarding the 

future of AI, which oftentimes was including but not limited to AI TTIG’s. The following 

theme that has shown to evoke these emotions was illustrated by Respondent 4, who is a 

freelance marketing and PR specialist. She described that: 

 

  This reasoning by Respondent 4 was indicative of what multiple respondents had 

made clear during the interviewing process, which is that for some the future prospect of the 

line between real and fake blurring was inciting fear into them. 

4.2 Utilitarian Value 

The concepts of ease of use and usefulness found in the qualitative analysis together 

represent the utilitarian value component of CX in this research as found in the answers given 

by respondents during the interview process. The percentage of respondents who had 

addressed one or more of these topics in their interview responses and thus connected with the 

overarching theme of utilitarian value can be found in Appendix 4. 

4.2.1 Ease of Use 

In 12 of the participants we found that the sentiment regarding ease of use of AI 

TTIG’s was considered to be positive. In comments made regarding the level of difficulty in 

learning to work with an AI TTIG tool, Respondent 3, a communications specialist, shared the 

following thought: “I think the level of difficulty is as big as for instance the Beginner’s 

  “The line between reality and fiction will of course become blurry … you can make 

up images as you saw with Obama and Merkel, where they had fabricated that they were 

together doing stuff on a beach. Then you have Deepfake where you can paste on a voice, 

how will we determine whether or not something did or did not happen? … I am not 

talking about now, but thinking about 10 years in the future, if all technologies come 

together, what will our work look like? I am a bit scared of this.”. 
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Guide to Photoshop … I certainly do not think that it is of any impossible nature”. This is 

indicative of the ease with which most participants thought that they would be able to use or 

start using AI text-to-image generating tools. Some caveats were placed in this regard by a 

minority of respondents however, as Respondent 3 nuanced his statement: “You need to really 

get to grips with those tools and try some things out, you soon need to start investing some 

time into that as well. That could be the biggest hurdle.”. This illustrated that a few 

respondents still could see some barriers within the learning process regarding the use of AI 

TTIG’s. 

4.2.2 Usefulness 

All respondents were found to mention the subject of usefulness of AI text-to-image 

generating tools. Besides this, the theme of usefulness was found to be noticeably skewed 

towards a positive reaction sentiment, as of the 167 mentions of the subject, 4 were negative, 

12 were neutral and 151 were positive. Recurring themes that were encountered in 

respondents’ reactions were that the AI text-to-image generation tools would or potentially 

could save the respondents time and/or money in doing their jobs. Furthermore, Respondent 

10, an online video maker and influencer, stated that:  

“Particularly the light is of course interesting, because normally you would spend all day to 

for instance get a light incidence from the front or from the back. If you want to flip this 180 

degrees, you need to adjust a whole lot of elements again and in this way it can all be made 

by the computer”. 

 This quote made clear that Respondent 10, in addition to 14 of the other respondents 

thought that AI TTIG’s could increase productivity and make parts of their job easier. 
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4.3 Personal Characteristics 

Lastly there were three concepts found to be influencing the CX of the respondents in 

the interviews. The three personal characteristics that were of influence were characterized as 

being technology readiness, risk perception and self-efficacy. The percentage of respondents 

who have addressed one or more of these topics in their interview responses and thus 

connected with the overarching theme of personal characteristics can be found in Appendix 4. 

4.3.1 Technology Readiness 

12 Respondents within this study were found to exhibit predominantly promotive 

attitudes towards the trait of technology readiness. Feelings of curiosity and traits such as 

innovativeness were most used by participants to describe what drove them in seeking out 

new technologies. When asked what motivated Respondent 5 in seeking out new technologies 

before others do, he stated the following:  

  “I feel very motivated, because I feel like it is most important right now in my job to be 

on top of this because you can see that competitors are trying it as well so you quickly get the 

feeling that you are falling behind. Through using and seeking out the best tools you can just 

be so much more productive and save a lot of time”. 

 Within this thought process illustrated in this quote by Respondent 5, we saw that he, 

among a majority of respondents with indications of high technological readiness, attributed 

his motivation to try new technologies to his quest in seeking improvements in the fields of 

productivity and efficiency in his workspace. Another common thread among respondents 

that exerted high technological readiness behaviour was also put forward by Respondent 5 in 

his reasoning for using new technologies: “I am always curious about new things and if there 

are big new developments then I have fun in staying on top of these things”. 

 This statement illustrates the feeling of curiosity that drove some respondents in 
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seeking out technological advancements, while this behaviour was sometimes seen to lead 

them towards feelings of joy and excitement. 

4.3.2 Risk Perception 

Within the context of risk perception, most respondents could be seen to have some 

form of question or concern about the security of their online data regarding AI TTIG’s in the 

context of their profession. Furthermore, most respondents were less engaged in thoughts 

about the risks of bad intentions by developers of AI text-to-image generation tools. The 

respondents generally acknowledged that these risks may exist to oblige in answering the 

question, but most spoke about this in hypothetical terms as they made no efforts to claim that 

this risk affected them. 

 However, there were also many miscellaneous risks mentioned about the broader 

societal impact of AI text-to-image technology. One illustrative quote about this was 

characterized by Respondent 13, who is a communications advisor and entrepreneur, when he 

explained what he saw as the biggest risk in AI text-to-image technology: “The negative bit is 

of course more in the dangers of having information fed to you in the war where you do not 

know what is real and what is fake”.  

 This statement by Respondent 13 was in line with what was the general trend among 

participants, as 10 of our respondents gave indications on their own accord about broader 

societal risks that they had perceived, which preceded any interview questions relating to risk 

perceptions. Respondents that uttered concerns about data security or developer intentions 

could often be seen expressing indifference on the matter as Respondent 7, a communications 

officer, illustrated that: 

   “Nowadays you enter your e-mail, your name and almost your phone number 

everywhere as well. So this is then just another tool where you input your data, I do not see 

that as a whole new barrier to input that in there as well”.  
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 This statement reflects how some participants did have a lack of perception about their 

data security or the intentions by the developers of the AI TTIG tools, but they had accepted 

this as being normal in the contemporary world.  

4.3.3 Self-Efficacy 

  Another additional finding that was found among 8 of the respondents was the notion 

of an increase feeling of self-efficacy that was related to the experience with AI TTIG’s. 6 Of 

these respondents had managing roles as 5 of them were entrepreneurs and one was a 

commercial manager. Respondent 1 gave us an insight in how this AI TTIG could work for 

them:  

   “You do not have to contact someone who would normally do this for you. You can 

just open up your laptop and get to work with it, have this all under your own control and just 

make it exactly how you want … It can be very useful of course, because I can now by myself 

indicate even better how I would prefer that the photo or generated image or video should 

look”. 

  This illustrates that this respondent, alike more within this same group, notices that 

they could use their self-efficacy in order to take control over AI TTIG tools to make them 

more useful to their objectives. 

4.4 CX Outcome Variables 

Lastly, the following section delineates the results of the respondents regarding the CX 

outcome variables of Satisfaction, Loyalty and WOM. The percentages of respondents who 

have connected with these themes can be found in Appendix 4. 

4.4.1 Satisfaction, Loyalty and WOM 

In the matter of whether or not our participants had experienced satisfaction, 14 of the 

respondents could be noted as being satisfied with the experience of AI TTIG’s. 3 Of these 
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participants stated being very satisfied, with the rest being a bit more toned down, or as 

Respondent 15 illustrated “Sometimes I am very satisfied, for instance when you look at 

product integration … but when I look at how satisfied I am in general, I think I would give it 

a 7 or so”.  

  Participant 14, who is an online marketeer and entrepreneur, told us that: “We are 

engaged with this a lot, so how we can ease things or do things even better, so I really want to 

try out and share this now”. 

 This statement exemplifies how most of the participants felt about AI TTIG’s, 

resulting in an overall positive attitude towards being satisfied with the experience of said 

technology while also relating this to how this would ease and/or improve their work. A 

positive attitude towards sharing the technology, with 13 respondents found willing to share, 

was also discovered in the majority of respondents. Furthermore, a willingness to try out or 

use AI TTIG tools was found present in 9 of our respondents, while 3 of them objected to the 

use of said tools. 

  Finally, Participant 10 further explained their reasoning for satisfaction with the tool 

when he stated that:  

  “Look, now I can see that within a minute a bottle of whisky appears on a rock, with 

moss and beautiful light and that with a small few adjustments we can have something really 

beautiful. So this seems to be very good, but yeah, I have never had a day in the studio with a 

bottle of gin so to speak. So I find this difficult to tell, but I think good”. 

 This statement tells us that the process of AI text-to-image generation was regarded as 

fast and easy, leading to an image that is seen as beautiful, which ultimately brings this 

respondent to feeling satisfied. 
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5. Discussion and Conclusion 

 This research has explored the impact of AI TTIG’s on the CX of marketers while 

considering three important personal characteristics of the marketer. To conclude this 

research, the results of this study were interpreted and discussed in relation to extant 

literature. The contribution of this study to theory development on the CX of marketers of AI 

TTIG’s can be found in the forthcoming key findings. Furthermore, the practical implications 

together with the limitations of this research were provided and future research directions are 

explicated. 

5.1 Theoretical Contributions 

 Previous research has outlined and explored CX and its outcomes in different online 

and technological contexts (Avcılar & Özsoy, 2015; Lee & Wu, 2017; Saygılı & Yalçıntekin, 

2021; Vieira et al., 2022). Contributing to this knowledge base, this research has explored the 

hedonic and utilitarian values related to CX in the context of marketers experiencing AI 

TTIG’s, while accounting for three important personal characteristics of the marketers. 

5.1.1 Hedonic Values 

First of all, job insecurity cannot be found to have a detrimental effect on the hedonic 

value of marketers experiencing AI TTIG’s. This is partly in line with the reasoning by Frosio 

(2023) regarding the present stance on AI text-to-image generation tools being seen by 

creatives as tools that aid them instead of causing them to lose their jobs. However, our results 

dispute claims by Frosio (2023) that predict reasons for creatives, e.g. marketers, to be fearful 

of job displacements. While we leave the probability of jobs actually being displaced in the 

(near) future in the middle, we can state that marketers do not fear this prospect and thus 

attach no negative feelings to the prospect of job displacement. This is true for all types of 

marketers, even for the more graphically oriented creative marketers, quashing claims made 
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by Salkowitz (2022). Instead, many of them feel like they possess a secondary and more 

irreplaceable skill, being the creative thinking behind their marketing campaigns. These 

results deviate from claims made by de Witte (1999), insofar that the notion of job 

displacement as a result of the development of AI TTIG’s does not cause feelings of job 

insecurity in marketers. 

 The results of this study regarding the aesthetic experience of marketers with AI 

TTIG’s can be seen to support the conclusions reached by Nummenmaa & Hari (2023). 

Results suggest that marketers could be seen to relate the experiencing of the aesthetic 

dimensions of beauty and balance within the experience of AI text-to-image technology to 

feelings of enjoyment, delight and excitement, as is in line with findings by Nummenmaa & 

Hari (2023). Supporting and extending the argument by Stelmaszewska et al. (2004), we can 

state that the positive experience of the aesthetics of AI TTIG’s has a positive impact on the 

hedonic value perceived by a marketer experiencing AI TTIG’s. Specifically, this supports 

theories that relate enjoyment, pleasure and excitement to the hedonic value calculation of 

experiences of new technologies (McLean & Osei-Frimpong, 2019; Schuitema et al., 2013). 

One further interesting result was that there seemed to exist a link between the knowledge 

level regarding AI TTIG’s and the recognition of negative aesthetic qualities within the 

experience of them. Marketers with a relatively high level of knowledge about AI TTIG’s 

could be seen noticing flaws within the aesthetic experience that made them recognize the 

images produced by AI TTIG’s as fake, while marketers with a relatively low level of 

knowledge about AI TTIG’s most often fail to spot these cues. 

 This study further extends theories by Pace (2004) and Stelmaszewska et al. (2004) on 

the sense of discovery of technology by extending it to the context of marketers experiencing 

AI text-to-image generation technologies. The results of this study show that most marketers 

can be seen experiencing positive emotions such as amazement and excitement upon 
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discovery of AI TTIG’s, which in line with Stelmaszewska et al. (2004) is resulting in a 

positive contribution towards the hedonic value of the marketer.  

 In an additional finding of this research, trends among respondents’ answers were 

indicating that there was an additional component of fear which weighed in on the mental 

calculation of their hedonic values. Weight was given to this emotional reaction by some 

respondents starting the conversation about this feeling without being primed to do so, 

indicating pre-conception of these thoughts and sometimes by narrating their answers in a 

more serious tone of voice than in any other parts of the interview. The results from this study 

led us to believe that in some there exists an underlying fear of the unknown pertaining to AI  

and its derivatives in general, which builds on the work by Willcocks (2020), and is detracting 

from the hedonic value perceived by the respondents by causing them to feel scared 

(Berenbaum & Connelly, 1993). While this overhanging fear detracted from the hedonic 

values perceived by the participants, it did not overwhelm the positive hedonic values 

perceived by them. Concretely, look at it as you look at riding a bike. In some there is always 

the fear of falling, but it does not mean you cannot enjoy the ride. 

5.1.2 Utilitarian Values 

This study demonstrates a correlation between the experience of our respondents with 

AI TTIG’s and a predominantly positive disposition towards the ease of use of said tools. This 

further extends theories by Davis (1989) and McLean et al. (2018) by introducing AI TTIG’s 

as technologies capable of being easy to use by marketers.  

 A large emphasis was placed by our respondents on the positive usefulness that AI 

TTIG’s could have within their workspaces by increasing productivity, enhancing job 

performance, making their jobs easier, working more quickly and increasing efficiency. The 

importance of the usefulness of AI TTIG’s was paramount to marketers in this study, as 

usefulness was the concept with the most positive sentiment along with it being the most 
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mentioned subject out of all themes. Again, expanding on previous works from Davis (1989) 

and McLean et al. (2018), we can conclude that AI TTIG’s contribute to the utilitarian value 

of marketers. Furthermore, claims were supported that relate increasing productivity, 

efficiency, job performance, making jobs easier and working more quickly to usefulness and 

thus utilitarian value (Davis, 1989; Venkatesh & Brown, 2001). Additionally, this research 

supports and extends claims by Longoni & Cian (2022) to find that the perception of 

utilitarian value is higher than the perception of hedonic value in marketers experiencing AI 

TTIG’s. 

5.1.3 Personal Characteristics 

 This article furthers the understanding of the effects of personal characteristics on the 

CX of marketers experiencing AI TTIG’s in four ways. First of all, data suggests that 

technology readiness plays a role in influencing the CX of marketers experiencing AI text-to-

image generation technology in our study. On the one hand we could note that some 

respondents who were identified with possessing the technology readiness trait, attributed this 

to feelings of curiosity which could be seen to evoke pleasant feelings of joy and excitement. 

Stemming from this, we can contribute to Technology Readiness theory (Blut & Wang, 2020) 

by stating that curiosity can be regarded as a promotive feeling of the technology readiness 

trait. This feeling of curiosity relates to the concept of novelty and in extension of theory by 

Stelmaszewska et al. (2004) is consequently able to influence the CX of marketers with AI 

TTIG’s in a positive way by contributing to their perceived hedonic value. At the same time, 

our data supports theories by Blut et al. (2016) and Chen et al. (2009) in linking the 

technology readiness trait to increased perceptions of usefulness in our participants, who 

attributed their seeking out of new technologies to their quests towards improvements in 

productivity and efficiency. As the perception of usefulness of a technology affects the 

utilitarian value in an individual, we can conclude that the technology readiness trait can 



39 

 

positively impact the perceived utilitarian value of a marketer experiencing AI TTIG’s. 

  Furthermore, our analysis found that most participating marketers had relatively low 

risk perception regarding their experience with AI TTIG’s, while the general emphasis was 

placed on tending to utilitarian values within this group. Thus we can support part of the 

theory by (Chiu et al., 2014) by concluding that individuals with low risk perception tend to 

emphasize their utilitarian needs over their hedonic needs, while extending this to the context 

of marketers experiencing AI TTIG’s. 

  Additionally, our results show that there were more types of risks influencing the risk 

perception of our sample. In addition to security risks and risks regarding the intentions of the 

service provider, we can extend the theory by Chiu et al. (2014) by adding the broader 

societal risks that our participating marketers could see in the experience of AI TTIG’s 

counting towards their risk perception in this specific online environment.  

  Finally, AI TTIG’s enabled some participants, especially entrepreneurs, to leverage 

their self-efficacy in order to control AI TTIG’s, which drove them towards finding more 

usefulness in their experience with the tool. This illustrates the link that exists from self-

efficacy to ease of use, and then from ease of use to usefulness as is in line with TAM 

literature (Blut et al., 2016; Venkatesh & Davis, 1996). Moreover the positive link between 

self-efficacy and being an entrepreneur found in this study also shows support to conclusions 

reached by Chen et al. (1998) on this matter. 

5.1.4 CX Outcome Variables; Satisfaction, Loyalty and WOM 

 The data gathered in this study suggests that there exists an overall positive sentiment 

towards satisfaction, loyalty and WOM in marketers regarding their CX with AI TTIG’s. This 

was most pronounced for satisfaction and WOM, while a more nuanced positive sentiment 

conclusion was reached for loyalty. No exact reasons for the discrepancy in the more nuanced 

positive sentiment for loyalty can be given solely based on the findings of this study, but 
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along with findings by Chiu et al. (2014) we predict that the negative sentiments towards 

loyalty among our respondents can be explained by their individual risk perceptions 

outweighing the beneficial utilitarian value that they saw in AI TTIG’s. 

  The positive sentiment regarding satisfaction, loyalty and WOM can be explained by 

this study. First, hedonic value was attained by marketers in their experience with AI TTIG’s 

in two ways. The aesthetic experience and sense of discovery of AI text-to image generators 

contributed towards the hedonic value perceived by marketers, providing support to theories 

by Stelmaszewska et al. (2004). In their experience with AI TTIG’s, marketers’ hedonic value 

could be found to be diminished by being scared due to fears of the unknown (Berenbaum & 

Connelly, 1993). No similar detrimental effects on hedonic value were found to be caused by 

job insecurities among marketers. Considering this, we find an overall positive hedonic value 

perception contributing towards a marketer’s CX with AI TTIG’s. 

   Secondly, utilitarian value was attained through a positive perception of ease of use 

and usefulness by marketers in their CX of AI TTIG’s (Davis, 1989; McLean et al., 2018), 

with usefulness and thus utilitarian value being seen by marketers as the most important 

contributor to their experience, extending theories by Longoni & Cian (2022). 

  Concluding from this, we can support theoretical works on satisfaction, loyalty and 

WOM (Lee & Wu, 2017; McLean et al., 2018; Tyrväinen et al., 2020; Verhoef et al., 2009; 

Yu & Dean, 2001) by stating that a positive CX can indicate a positive disposition towards 

satisfaction, loyalty and WOM in marketers experiencing AI TTIG’s. 

5.2 Practical Implications 

 

 Drawing from the conclusions of this research, we determine a set of practical 

implications that were set out for managers, governments and AI developers to benefit from. 

Understanding the aspects that impact the experience of marketers with AI TTIG’s can help 

improve these experiences and their forthcoming results for their intended public. 
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 Firstly, users of AI TTIG’s may want to learn about the inherent flaws and the 

subsequent cues that can give away these flaws within the aesthetics of AI TTIG’s in order to 

be able to navigate around them during the use and subsequent potential (commercial) spread 

of images generated by these AI TTIG’s. If one is not knowledgeable about potential flaws 

within these images produced, and the subsequent viewing audience of this generated image 

is knowledgeable about these flaws, the producing party runs the risk of being criticized by 

people in the know when a flawed image is spread. For instance, as Respondent 15 pointed 

out, human fingers can be a repetitive source of flaws in AI TTIG images and thus should be 

carefully checked before being distributed. 

 Secondly, efforts could be made by AI entrepreneurs and developers to be more 

transparent in communicating the developments and implications of AI (TTIG’s) to the 

general public. In addition to this, governments could start implementing guidelines or 

ultimately legislation in order to provide guardrails for AI tools that are commercialized 

among the general public. These efforts could help reduce the fear and risk that is perceived 

by some individuals regarding AI by utilizing both cognitive and affective routes to increase 

the trust in AI (Gillath et al., 2021). 

 Lastly, in order for AI TTIG developers to win over the professional customer base, 

efforts could be made in order to reach more individuals that do not possess the technology 

readiness trait. While individuals who possess the technology readiness trait have a higher 

likelihood to come across an AI TTIG tool that they find useful in their workspace, 

individuals with lower technology readiness trait characteristics will be less likely to find one 

of these tools in their toolbox. However, as is illustrated by the recent addition of a beta 

version of AI text-to-image generation in Adobe’s Photoshop (Adobe, 2023), implementation 

of these AI tools is possible within tools that are already used by professionals and which are 

regarded to be easy to use by marketers, as was stated by Participant 3. The key to getting to 
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professionals who are not regarded as possessive of the technology readiness trait, may lie in 

the implementation of AI text-to-image generation technology into already existing and 

popularized tools for business use. By doing this, developers of AI TTIG’s can bypass the 

hurdle of seeking out new technologies in people that are regarded as non-technology ready. 

5.3 Limitations and Future Research 

 Conducting research inherently breeds some limitations within this research. In our 

study we have sampled 16 marketers from various disciplines within the marketing spectrum, 

as can be seen in Appendix 3. The job descriptions of these marketers ranged from the more 

graphically oriented to more textual communicative oriented functions. While this choice did 

yield a more broad generalizability towards individuals who work in the sector of marketing, 

there may exist differences in the CX of marketers that belong to various subgroups within 

this field. We encourage further research towards the CX of the various subgroups, e.g. purely 

graphical marketers or entrepreneurs marketing their own business, in order to delve deeper 

into the differences that may exist between these groups in order to add to the discussion on 

the topic of the CX of marketers experiencing AI TTIG’s. 

 Furthermore, due to the rapidly developing character of AI text-to-image generation 

technology, the demonstration video that was utilized in the collection of data during this 

study had become slightly outdated during the course of data collection. This may have 

influenced the experience of respondents who may have come across some of the images 

generated by newer and more advanced versions of the tools shown in the demonstration 

video. In turn, this may have influenced the internal validity of the study. 

 Lastly, the concept of risk perception proved to be much broader than we had first 

conceptualized it to be in the context of this research. Providing for this, it was challenging to 

summarize this concept into solely the two categories of high and low risk perception and this 

did in the end do too little justice to the depth of the concept. This is why we would 
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recommend future research into the area of risk perception relating to CX of AI TTIG’s while 

applying an (additional) quantitative aspect towards this concept. By doing this, a more broad 

set of risks can be researched and quantifiably weighted while incorporating the individual 

differences of participants, as this is important in the risk perception of an individual 

regarding AI (Wissing & Reinhard, 2018). This could then also provide more helpful insights 

into the emphases of either hedonic or utilitarian needs in relation to risk perception as per the 

study by (Chiu et al., 2014). 
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7. Appendices 

Appendix 1: Interview Guide in English 

First of all, thank you for your time in participating in this research. My name is Steven 

Geertse and I am a master’s student of Innovation & Entrepreneurship at the Radboud 

University Nijmegen. The subject of my research, and thus the reason for this interview is my 

interest in getting to know how marketers experience Artificial Intelligence, or AI,  text-to-

image generators. Therefore, I would like to interview you with questions surrounding this 

topic. The interview will take approximately 20 to 30 minutes of your time. 

Before starting the interview, I would like your consent on the audio recording of this 

interview in order for us to analyse data at a later stage. The recordings and thus your identity 

will be confidential and anonymity will be provided for all responses in the eventual research 

paper. Please note that I will ask about your personal experiences on the matter. Feel free to 

elaborate your answers and give me your honest opinions. Know that there are no right or 

wrong answers. If you have no further questions we will start with the first phase of the 

interview, which will entail a demonstration of the capabilities of an AI text-to-image 

generator. 

*Show demonstrative video and images* 

Aesthetic Experience 

- What did you think of the video and images shown just now? 

> Why, explain? 

- To what extent did you experience any emotions, positive or negative, when looking at these 

images?  

> What caused it and why? 
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Sense of Discovery 

- Have you ever experienced some type of AI text-to-image generator before? 

> If no, what are your thoughts about this? 

> If yes, when and how did you experience this first? 

>> Can you explain how this process made you feel? 

- To what extent do you feel like this experience is new to you? 

> Why, or why not? Explain? 

 

Job insecurity 

- Do you feel like your job is at risk due to the developments in these AI image generators? 

> Why (not), explain? 

> And what about in the future? 

- Do you experience any pressure from these AI generators in your work? 

> Why (not), explain? 

 

Ease of use 

- To what extent do you think this tool would be easy or hard to learn how to use? 

> Why (not), explain? 

- To what extent do you think it is easy or hard to become skilful in using this tool? 

> Why, explain? 

 

Usefulness 

- To what extent do you think this tool would increase your job performance? 
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  > To what extent would it affect your productivity? 

  > Could you explain why? 

- To what extent would this tool make your job easier? 

  > Could you explain why? 

 

Technology readiness 

- To what extent do you actively seek out new technologies you can try? 

  > What makes you do this? 

  > Explain what this brings to the table for you? 

- To what extent do you trust technology to work properly for you? 

  > Could you explain why (not)? 

 

Risk perception 

- To what extent do you perceive risks in using AI text-to-image generating tools? 

  > How do you think this affects your experience with them? 

  > How do you think this affects the use you have for them? 

- To what extent does your perception of risk towards these AI image generating tools differ 

from your risk perception of other technology? 

  > Can you explain your reasons for this? 
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Concluding statements 

- While this interview is coming to an end, do you think you need to address further matters 

that have come to mind during this interview? 

- If this is not the case then we will conclude this interview, do you have any other questions? 

- Would you like to find out the results of this research after its approval? 

> Direct them towards the Radboud Repository in due time if so. 

Thank you for participating in this interview with me. 
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Appendix 2: Written Consent Form 
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Appendix 3: Participant Table 

Participant table 

 

Participant Date Interview 

Duration 

Face-to-

Face/Platform 

Used 

Gender Age Education 

Level 

Occupational 

Title 

Previous 

experience 

using 

1 1-5 31.18 Face-to-Face M 25 Bachelor Promo 

marketing 

manager / 

entrepreneur 

No 

2 2-5 34.25 Face-to-Face F 24 Bachelor Content 

marketer 

No 

3 3-5 43.39 Teams M 44 UAS Communications 

specialist 

No 

4 3-5 59.09 Zoom F 55 Master Freelance 

Marketing and 

PR specialist 

Yes 

5 4-5 46.24 Face-to-Face M 23 Bachelor Online 

marketing 

consultant 

No 

6 10-5 33.47 Zoom M 30 SVE Entrepreneur No 

7 12-5 38.48 Face-to-Face F 23 UAS Communications 

officer 

Yes 

8 14-5 30.09 Face-to-Face M 56 UAS Commercial 

manager 

No 

9 15-5 28.46 Zoom F 49 Master Entrepreneur No 

10 15-5 32.50 Face-to-Face M 24 SGSE Influencer / 

Online 

videomaker, 

Entrepreneur 

No 

11 17-5 32.24 Zoom F 30 Bachelor Communications 

officer / Market 

researcher 

No 

12 19-5 33.10 Face-to-Face F 38 UAS Graphic 

designer / Art 

Director 

Yes 

13 19-5 31.43 Face-to-Face M 45 UAS Entrepreneur 

Communications 

Advisor 

No 

14 23-5 23.31 Face-to-Face F 23 Master Online 

Marketeer, 

Entrepreneur 

No 

15 26-5 34.46 Zoom M 43 SVE Arts Director Yes 

16 3-6 33.04 Face-to-Face M 27 Master Communications 

officer 

Yes 
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Appendix 4: Response Topic Table 

Response topic table 

Topic Respondents 

connecting with topic 

 Number of 

mentions 

 

Job insecurity 81.25%  101  

Aesthetic experience 100%  139  

Sense of discovery 100%  57  

Fear of the unknown 62.5%  31  

Ease of use 100%  83  

Usefulness 100%  167  

Self-efficacy 50%  20  

Technology readiness 100%  109  

Risk perception 100%  164  

Satisfaction, loyalty, 

WOM 

100%  70  
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Appendix 5: Concept Summary Table 

Concept Summary 

 

Proposition Concept 

Job insecurity of a marketing employee has 

a negative impact on their hedonic value 

found in the experience of AI text-to-image 

generators. 

Job insecurity 

Aesthetic experience by a marketing 

employee has a positive impact on hedonic 

value of their experience of AI text-to-image 

generators. 

Aesthetic experience 

Sense of discovery is an important 

contributor to hedonic value in the 

experience of AI text-to-image generators 

by marketing employees. 

Sense of discovery 

Ease of use is an important contributor to 

utilitarian value found in the experience of 

text-to-image generators by marketing 

employees. 

Ease of use 

Usefulness is an important contributor to 

utilitarian value found in the experience of 

AI text-to-image generators by marketing 

employees. 

Usefulness 
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Possessing the Technology Readiness trait 

promotes CX in marketers experiencing AI 

text-to-image generators. 

Technology readiness 

When risk perception of a marketer is high, 

they will perceive more hedonic values from 

their experience with AI text-to-image 

generators. 

Risk perception 

When risk perception of a marketer is low, 

they will perceive more utilitarian values 

from their experience with AI text-to-image 

generators. 

Risk perception 

What is the impact of artificial intelligence 

text-to-image generators on the experience 

of marketing employees? 

Satisfaction, Loyalty and WOM 

Additional finding Fear of the unknown 

Additional finding Self-efficacy 
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Appendix 6: Qualitative Analysis Findings Table 

Qualitative analysis findings 

A priori themes Initial emerging themes Final selected themes 

Job insecurity Aesthetics Job insecurity 

Aesthetic experience After explainer Aesthetic experience 

Sense of discovery Autonomy Sense of discovery 

Ease of use Ease of use Fear of the unknown 

Usefulness Fear Ease of use 

Technology readiness Future development interest Usefulness 

Perceived risk Job insecurity Technology readiness 

Satisfaction, Loyalty, Word 

of mouth 

Other Risk Perceptions 

 Other Personal 

Characteristics 

Satisfaction, Loyalty, Word 

of mouth 

Self-efficacy 

 Pre demo  

 Previous experience  

 Risk  

 Sense of discovery  

 Technology readiness  

 Usefulness  

 Satisfaction  

 Word of mouth  

 Loyalty  

 

 


