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Background. The emergence of artificial intelligence (Al) has facilitated greater emphasis on
consumer preferences and overall heightened the consumer experience (Roozen & Katidis, 2019). Al
technologies can allow luxury brands the ability to transform their business operations by being able to
serve their current and potential target markets (Ransbotham et al., 2017). Furthermore, luxury brands can
leverage Al technologies in creating innovative marketing strategies for both targeting and positioning
their brand in a “smarter” way (Pantano et al., 2018). One type of Al technology that is increasing in
popularity is ChatGPT. ChatGPT is defined as “a natural language processing tool driven by Al
technology that allows you to have human-like conversations and much more with the chatbot. The
language model can answer questions and assist you with tasks like composing emails, essays, and code”
(Ortiz, 2023, para 1). While ChatGPT can be utilized in many ways, retailers and brands are finding that
ChatGPT can be a great tool for creating marketing communications that can increase both brand
awareness and purchase intention. (Marr, 2023). Retailers such as Sephora, Coco Cola, and Carrefour
have already started using this Al tool to better market to their customers by creating personalized
messages to promote products and services that align with the consumer’s interests (Marr, 2023;
Choudhary, 2023).

Significance of Study. Studies have indicated that luxury brands are typically relucent to embrace
advances in digital technologies (Okonkwo, 2009). It is also argued that Al technologies, such as
ChatGPT, can help luxury brands improve consumer engagement through marketing communications in
an efficient way (Prentice & Nguyen, 2020). Given the importance of how a technology such as ChatGPT
can shape the industry, it is critical for the luxury brand to embrace this technology to better engage with
their customers. Current literature focusing on Al and luxury involves product development (Xu &
Mehta, 2022) and online experience (Rahman et al., 2023), however, there are no studies investigating the
use of Al technologies for creation of social media posts for luxury brands’ marketing strategy. Thus, the
purpose of this conceptual paper is to propose a study that investigates social media marketing
communications created by the luxury brand and the Al technology, ChatGPT, and to determine if there is
a difference in consumer lovemarks and overall follow intention.

Theoretical Framework. The proposed study will be guided by a modified version of the
Stimulus-Organism-Response (S-O-R) framework (Mehrabian & Russell, 1974). The researchers will
suggest that the social media marketing communications created by the luxury brand and the Al
technology, ChatGPT, will act as the Stimulus. The elements that will be investigated include sensory,
affect, intellectual, and behavioral aspects as conceptualized by Brakus et al. (2009). The evaluation of
lovemarks will act as the Organism. Lovemarks is the combination of brand love and respect that was
conceptualized by Cho et al. (2015). Lastly, based on the social media communication and consumer
emotions, follow intention, or the Response, will be evaluated. The researchers propose to investigate if
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Proposed Methods. The researchers recommend using an experimental quantitative method for
the proposed study. The researchers will adopt a luxury brand created social media post and an Al-
generated social media post using ChatGPT for the same luxury brand to be used as the two stimuli.
These social media posts will be embedded in an online consumer survey. The researchers will recruit a
minimum of 300 consumers who are active on social media and randomly assign them to one of the two
stimuli (150 participants in each group). Reliable scales will be used to test the variables. Additionally,
the survey will consist of screener questions, demographic questions, and attention checks. SPSS will be
used to conduct an exploratory factor analysis (EFA) and structural equation modeling (SEM) will be
used to perform a confirmatory factor analysis (CFA) and to test the overall model and hypotheses.
Furthermore, multi-group analysis in SEM will be used to determine the differences, if any, between the
two groups.

Proposed Implications. The idea of using ChatGPT to develop social media content for luxury
brands is a relatively new strategy but has the potential to heighten brand awareness and increase the
luxury brand’s profit (Marr, 2023). ChatGPT will also allow luxury brands to personalize brand
messaging while using less resources such as employee’s time and the brand’s marketing budget (Prentice
& Nguyen, 2020). The proposed study will investigate the consumer’s emotional and behavioral
responses to social media content generated by ChatGPT and potentially provide insights to consumer’s
intention to follow the brand based on the way the messaging was generated. The findings from this
proposed study can provide empirical evidence on the use of Al technology such as ChatGPT by luxury
brands for their marketing communications, specifically, social media. Finally, findings from this
proposed study will add to the gap in literature especially as use of Al technology such as ChatGPT
becomes the norm rather than an anomaly.

Figure 1. Proposed Framework.
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