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Abstract

This study explores Al's capabilities for generating innovative digital marketing strategies through
a practical analysis using AskOptimo, an Al-powered marketing tool. Using a descriptive research
methodology, this study aims to evaluate the types of campaign strategies developed by
AskOptimo, assess their strategic value, and determine their alignment with industry best practices,
particularly in the wedding industry. By analyzing the generated ideas, the study identifies the
strengths and limitations of Al in digital marketing and offers insights into its potential to
streamline the campaign ideation process. The results reveal that AskOptimo offers efficient,
diverse marketing suggestions; the ideas often reflect common industry approaches but lack the
emotional and contextual depth needed for the wedding sector. The study also highlights the need
for a hybrid approach that combines Al with human creativity to develop innovative and impactful
marketing campaigns. The findings provide insights for businesses, marketers, and researchers
interested in Al's role in shaping modern marketing strategies. Managerially, the study suggests
that companies should not rely solely on Al tools but instead use them as support systems to
enhance, rather than replace, human-led strategic thinking particularly in emotionally nuanced
industries like weddings.
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1. Introduction

In recent years, the rapid advancement of artificial intelligence (AI) has significantly transformed
digital marketing, enabling the development of tools that can create, optimize, and personalize
campaign strategies with high efficiency. Al-driven platforms are increasingly favored for their
ability to process and analyze large volumes of data, identify patterns, and generate actionable
insights that enhance marketing outcomes (Chatterjee et al., 2021; Dhamija & Bag, 2020). One
such tool, AskOptimo, uses Al to generate data-informed, creatively tailored campaign strategies.
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Despite the promise of these technologies, questions remain about their ability to produce strategies
that are not only data-driven but also creatively and contextually appropriate especially in
industries requiring emotional resonance, such as the wedding industry. This study addresses this
gap by analyzing the effectiveness, creativity, and strategic relevance of campaign ideas generated
by AskOptimo, thus offering a critical evaluation of Al's role in campaign ideation.

The existing literature highlights both the opportunities and challenges of using Al in digital
marketing. Soni (2023) discusses how generative Al improves creativity and targeting precision,
but also notes persistent concerns around data privacy, algorithmic transparency, and ethical
considerations. Arora and Thota (2024) demonstrate how AI, when integrated with big data
analytics, can improve targeting by uncovering hidden consumer behavior patterns, thereby
increasing campaign effectiveness. Furthermore, Haleem et al., (2022) argue that Al has redefined
campaign design and execution, leading to better engagement and return on investment. These
studies provide a strong foundation for evaluating the practical outcomes of Al-generated
strategies, as implemented in tools like AskOptimo.

Despite extensive discussion on Al’s utility in improving personalization and targeting (Van Esch
& Black, 2021; Iyelolu et al., 2024), little empirical work has examined Al's capacity to
autonomously generate complete marketing campaign strategies that align with both traditional
marketing principles and current consumer expectations. Bhattarai (2023) explores the conceptual
potential of generative Al in developing innovative marketing approaches but stops short of
providing practical evaluations of Al-generated campaign content. Additionally, Kotler, Kartajaya,
and Setiawan (2016) underscore the importance of creativity in marketing strategy, a factor that
has not been thoroughly assessed in relation to Al-generated outputs. This paper addresses this gap
by focusing not only on AskOptimo's operational functionality but also on the originality,
contextual relevance, and strategic insight of the ideas it generates.

The core research problem this study investigates is the extent to which Al-generated marketing
strategies specifically those produced by AskOptimo are strategically valuable, creative, and
contextually relevant to the unique needs of the wedding industry. The novelty of this study lies in
its empirical focus on evaluating real outputs from an AI marketing tool, moving beyond
theoretical discussions to assess how Al performs in practice in campaign ideation. Unlike prior
research that centers on personalization or data analytics, this paper uniquely contributes by
examining the creative and strategic quality of Al-generated content and assessing whether Al can
serve not just as a support tool, but as a potential co-creator in marketing strategy development.

In summary, this study aims to evaluate the types of campaign strategies produced by AskOptimo,
assess their strategic and creative value, and determine their alignment with best practices in the
marketing industry particularly in the emotionally driven wedding sector. By doing so, it
contributes to the growing body of knowledge on Al in marketing. It provides new insights into
the use of Al tools within a hybrid approach that leverages both machine intelligence and human
creativity.

2. Literature Review and Hypothesis

The role of artificial intelligence (AI) in transforming digital marketing strategies has been a
growing focus in recent years. Al tools, particularly those used in campaign strategy development,
have significant potential for innovation, personalization, and data-driven decision-making,
enabling marketers to craft targeted, effective campaigns. This literature review aims to explore
both theoretical frameworks and empirical studies relevant to understanding Al's application in
digital marketing, especially in the context of tools such as "AskOptimo" that autonomously
generate campaign strategy ideas.

Al in Digital Marketing: Theoretical Foundations and Empirical Studies

One of the foundational studies on the application of Al in digital marketing is Soni's (2023)
exploration of the drivers and barriers to adopting generative Al in digital marketing campaigns.
Soni highlights the distinct advantages of Al, such as scalability, data processing capabilities, and
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the ability to create customer-centric campaigns. However, Soni also underscores the challenges of
integrating Al into digital marketing, including ethical concerns, privacy issues, and the
complexities of data accuracy (Soni, 2023). This study provides a crucial backdrop for
understanding the benefits and limitations of Al-generated marketing strategies, which are central
to evaluating tools like "AskOptimo."

In another key study, Arora and Thota (2024) focus on how Al, combined with big data analytics,
enhances targeted marketing campaigns. Their findings demonstrate that Al can sift through vast
datasets to identify complex consumer patterns, enabling more accurate targeting and message
personalization. Arora and Thota emphasize the value of Al in refining audience segmentation
and targeting, as these are integral to campaign success (Arora & Thota, 2024). The application of
big data analytics with Al thus serves as a vital component of campaign strategies, illustrating how
Al-powered tools like "AskOptimo" could potentially transform the way marketers conceive and
execute campaigns.

Haleem et al. (2022) offer a literature-based review of Al applications in marketing, noting that Al-
driven marketing tools increase engagement and improve return on investment (ROI). They argue
that Al technologies facilitate the automation of repetitive tasks, allowing marketers to focus on
higher-order strategic activities. This study highlights the operational efficiency Al brings to digital
marketing (Haleem et al., 2022). Their insights contribute to understanding AI's value in generating
data-driven, optimized campaign strategies, which is relevant to tools like "AskOptimo."

Personalization and Engagement through AI-Driven Campaigns

Personalization has emerged as a critical aspect of digital marketing, and numerous studies
emphasize the effectiveness of Al in achieving this goal. Iyelolu et al. (2024) investigate how Al
can be leveraged to create personalized marketing campaigns that enhance conversion rates. Their
findings reveal that Al-driven personalization not only improves user engagement but also
increases brand loyalty by providing customers with content tailored to their preferences (Iyelolu
et al., 2024). This perspective supports the relevance of "AskOptimo," which aims to provide
marketers with tailored campaign ideas based on audience insights, thereby aligning with the
personalization trend in digital marketing.

Bhattarai (2023) further explores Al's role in fostering customer engagement through generative Al
strategies. By analyzing Al-generated customer engagement techniques, Bhattarai highlights Al's
potential to develop innovative strategies that captivate audiences (Bhattarai, 2023). This study
underscores the novelty of Al-generated campaign ideas, which align with "AskOptimo's" objective
to deliver creative, engagement-driven strategies for digital marketing campaigns. It also indicates
a growing recognition of generative Al's ability to design campaigns that resonate with customers
in unique ways.

Enhancing Marketing Campaigns through Neural Networks and Collaborative Filtering
Kalusivalingam et al. (2020) examine how neural networks and collaborative filtering methods can
be utilized for personalized marketing campaigns. By leveraging these Al techniques, marketers
can enhance personalization by predicting individual user preferences more accurately, making
campaign strategies more effective (Kalusivalingam et al., 2020). This study provides a foundation
for understanding how "AskOptimo" could use similar AI methodologies to create targeted
marketing campaigns. Neural networks and collaborative filtering not only improve user
experience but also maximize conversion potential by aligning content with user expectations.

Additionally, Gaji¢ (2023) discusses the application of advanced technologies, including Al, as a
framework for sustainable marketing campaigns. This study contributes a unique perspective by
linking Al-driven marketing strategies to sustainable practices. Gaji¢ suggests that Al can facilitate
campaigns that are not only effective but also aligned with ethical and sustainable goals, such as
minimizing waste and reducing energy consumption (Gaji¢, 2023). This perspective could be
integral to "AskOptimo," particularly if it aims to support campaigns that balance marketing goals
with sustainability objectives.
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Revolutionizing Digital Marketing with AI Technologies

Van Esch and Stewart Black (2021) present a comprehensive analysis of how Al is revolutionizing
digital marketing. Their work provides insights into AlI's potential to automate, personalize, and
optimize marketing strategies, leading to significant improvements in campaign performance (Van
Esch & Black, 2021). By focusing on Al's transformative impact, this study underscores the
relevance of tools like "AskOptimo," which leverage Al's efficiency and creativity in digital
marketing. The authors discuss the broad scope of Al applications, including real-time data
analysis and dynamic content personalization, both of which are essential features of any Al-
powered marketing tool.

Nair and Gupta (2021) examine the application of Al in modern digital marketing, emphasizing
its ability to improve efficiency and scalability. Their findings suggest that Al can streamline the
marketing process, reducing costs and increasing return on investment through precise targeting
and automation (Nair & Gupta, 2021). This study supports the hypothesis that Al-driven tools such
as "AskOptimo" can efficiently generate high-quality campaign strategies that meet the evolving
needs of marketers.

Research Gap and Hypothesis Development

Based on the literature reviewed, most studies focus on Al's ability to enhance personalization,
optimize targeting, and automate tasks (Iyelolu et al., 2024; Haleem et al., 2022; Arora & Thota,
2024). However, very few studies empirically examine Al's ability to autonomously generate
creative, strategic campaign ideas that align with traditional marketing principles, emotional
resonance, and specific industry contexts, such as the wedding sector. For example, Soni (2023)
and Bhattarai (2023) acknowledge the innovative potential of generative Al; however, their work
does not assess the quality, originality, or contextual appropriateness of the campaign ideas
generated.

This creates a critical research gap: the need to explore not just how Al supports personalization
and automation, but how well it performs in creative strategy development a traditionally human-
dominated function that requires empathy, cultural awareness, and deep consumer insight.

Therefore, the hypothesis of this study is:

Al-powered tools like AskOptimo can generate efficient, relevant marketing campaign strategies,
but they may lack the emotional and contextual depth required for complex, sentiment-driven
industries such as weddings. A hybrid approach combining AI with human creativity may be more
effective for generating high-impact campaign strategies.

This study aims to test this hypothesis by evaluating the strategic value, creativity, and industry
alignment of campaign ideas generated by AskOptimo. In doing so, it contributes a novel
perspective to the field of digital marketing by addressing the understudied role of Al in the
autonomous generation of marketing strategy beyond automation and personalization.

3. Data and Method

This study employs a descriptive research methodology to examine the use of the AI tool
"AskOptimo" in generating digital marketing campaign ideas. Descriptive research methods are
suitable for studies aiming to provide a detailed and accurate portrayal of specific phenomena or
practices (Yin, 2018). This research approach allows for an in-depth exploration of the types and
quality of campaign strategies generated by the Al tool, specifically within the wedding organizer
industry.

Research Design

The research process begins with the practical application of AskOptimo to generate campaign
ideas focused on wedding organizer marketing. Following the guidance of descriptive
methodology, the research outlines the steps and inputs required for the Al tool to create relevant
strategies, detailing interface interactions, target-audience inputs, and campaign preferences. This
method enables a thorough examination of how AskOptimo operates, focusing on its capabilities
and limitations in developing creative and targeted marketing campaigns.
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The data obtained from AskOptimo will then be analyzed to determine the kinds of campaign ideas
produced. Specifically, the analysis will focus on the originality, relevance, and adaptability of the
strategies generated by the Al tool to fit a wedding organizer's marketing strategy. This analytical
phase is critical, as it allows for comparing AskOptimo’s outputs with established digital marketing
principles and trends, highlighting any unique approaches the AI tool offers to enhance
engagement and visibility in the wedding services market.

Data Collection and Analysis

Following each campaign idea generated by AskOptimo, the study will catalog and assess various
campaign themes such as personalization, audience segmentation, and message effectiveness
critical elements of successful marketing campaigns (Creswell, 2014). The descriptive method, in
this context, enables the research to systematically document and interpret these themes without
altering or manipulating the Al-generated content.

The collected data will be analyzed through qualitative methods, focusing on both the thematic
content of the generated campaigns and their potential effectiveness for a target audience interested
in wedding services. This analysis will provide insights into the Al tool's alignment with best
practices in digital marketing and its ability to meet the unique demands of a niche market.

Procedures of Research

The research procedure comprises several key steps to ensure a systematic and comprehensive

analysis of AskOptimo's digital marketing strategies.

1) Selecting the AI Tool: The first step is to choose the AI marketing tool "AskOptimo" for the
research. This tool is selected due to its reputation in generating marketing strategies using
advanced machine learning algorithms.

2) Defining the Campaign Objective: The focus of this study is on generating campaign ideas for
a specific marketing domain, namely "wedding organizer." The objective is clearly defined to
guide the Al tool in producing strategies that are directly relevant to the wedding industry.

3) Generating Campaign Ideas Using AskOptimo: The Al tool will generate campaign ideas by
inputting relevant information about the wedding organizer market, including target audience
demographics, seasonal trends, and marketing goals. The Al will suggest multiple campaign
strategies that focus on different aspects of digital marketing, such as social media engagement,
email marketing, influencer partnerships, and online advertising.

4) Data Collection: The output from AskOptimo will be carefully documented. The AI tool's
recommendations will be cataloged by type, such as targeting strategies, content themes, and
potential marketing channels. These campaign ideas will form the primary data for analysis.

5) Analysis of AI-Generated Campaign Ideas: The next phase is analyzing the Al-generated
campaigns. The research will evaluate the creativity, relevance, and applicability of each
campaign idea, particularly their alignment with best practices in digital marketing for the
wedding industry. The analysis will also focus on how well the Al tool addresses the specific
needs of the target audience and its ability to generate campaigns that resonate with potential
clients.

6) Comparative Evaluation: To assess the effectiveness of AskOptimo's output, the study will
compare the Al-generated campaigns with existing marketing strategies in the wedding
industry. This step helps determine whether the Al's recommendations align with or differ from
traditional methods used by human marketers.

7) Synthesizing Findings: After the analysis, the findings will be synthesized into a
comprehensive report. This will provide insights into the utility of Al tools like AskOptimo in
creating digital marketing campaigns. The report will also discuss the limitations and
advantages of using Al for generating campaign strategies in niche markets.

This research approach allows for an in-depth exploration of the types and quality of campaign
strategies generated by the Al tool, specifically within the wedding organizer industry.
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4, Results

Overview of AskOptimo and Al in Marketing

AskOptimo is an advanced Al-driven marketing tool designed to help businesses generate practical
marketing campaign ideas quickly and efficiently. Developed by FATJOE, a well-known platform
specializing in SEO and marketing services, AskOptimo provides a range of tools to optimize
marketing strategies across multiple digital platforms.

One of the primary offerings in the AskOptimo tool suite is the Marketing Campaign Idea Tool,
which businesses can use to generate creative, actionable marketing strategies. This tool is designed
to help businesses craft tailored campaign ideas based on their industry, target audience, and
marketing goals. It leverages Al to analyze the input provided and generate unique campaign
suggestions, making it a valuable resource for businesses looking to streamline their marketing
efforts.

AskOptimo’s Marketing Campaign Idea Tool is available in both free and premium versions.
While the free version provides basic features for generating campaign ideas, the premium version
offers enhanced capabilities, including additional customization options, more detailed insights,
and access to advanced marketing features.

By using AskOptimo, businesses can save time and effort in the brainstorming and planning stages
of their marketing campaigns. The tool’s Al-powered approach ensures that the generated ideas
are not only creative but also relevant to current market trends and consumer behaviors.

Result of Campaign Ideas Generated by AskOptimo

The results of this study provide an insightful look into the digital marketing campaign ideas
generated by the Al tool "AskOptimo." By following the procedure outlined in the methodology
section, which involved visiting the AskOptimo website, entering the business description of a
"wedding organizer," and generating campaign ideas, several marketing strategies were suggested.

Table 1. Campaign Ideas Generated by AskOptimo

No Campaign Strategy Description

1  Social Media Contest Launch a contest where couples share their love stories to
win a free wedding planning package

2 Bridal Fair Participation Set up a booth at bridal fairs to showcase services and
offer exclusive discounts for bookings at the event

3 Collaboration with Vendors Partner with local vendors to offer a wedding package
that includes catering, photography, and decor

4  Influencer Marketing Partner with wedding influencers to promote the business
in exchange for a free wedding planning service

5  Referral Program Create a referral program that lets satisfied clients refer

others and earn discounts on future services.

Those ideas are analyzed below to assess their relevance, creativity, and alignment with best
practices in digital marketing, especially within the wedding industry.
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Figure 3: Relevance Score of AI-Generated Campaign Ideas

a. Social Media Contest - The first campaign idea generated by AskOptimo is a Social Media
Contest. The concept involves couples sharing their love story on social media, with the chance to
win a free wedding planning package. This campaign has the potential to generate excitement
around the business and engage a wider audience.

b. Bridal Fair Participation - Another suggestion from AskOptimo is Bridal Fair Participation,
where the wedding planning business sets up a booth at bridal fairs, offering exclusive discounts
for those who book services at the event.

¢. Collaborate with Local Vendors - The Collaborate with Local Vendors campaign suggests forming
partnerships with local wedding vendors (e.g., catering, photography, decor) to create packaged
services that offer convenience and value to clients.

d. Influencer Marketing - The fourth idea is Influencer Marketing, where the business collaborates
with wedding influencers or bloggers, offering them a free wedding planning service in exchange
for promoting the business on their social media platforms.

e. Referral Program - The final idea is the Referral Program, where satisfied clients can refer friends
and family to the business in exchange for discounts on future services.

5. Discussion

The Role of AI-Generated Ideas in Strategic Marketing

This study hypothesizes that Al-powered tools like AskOptimo can generate efficient, relevant
marketing campaign strategies but may lack the emotional and contextual depth required for
complex, sentiment-driven industries such as weddings. This section discusses how Al-generated
ideas fit within strategic marketing, supported by reputable academic insights.

AT tools have become increasingly valuable for accelerating strategic marketing ideation by
harnessing large-scale data analytics to generate campaign ideas quickly. Research by Bhattarai
(2023) and Haleem et al. (2022) confirms that generative Al can improve marketing efficiency by
providing data-driven and trend-aligned suggestions. AskOptimo’s ability to generate diverse,
relevant ideas exemplifies this strength, especially for small- to medium-sized enterprises (SMEs)
that lack extensive marketing resources.

However, as posited in the hypothesis, the creativity and emotional resonance of Al-generated
1deas remain limited. According to Van Esch and Stewart Black (2021) and Gunawan et al. (2024),
strategic marketing in sectors like wedding planning requires nuanced cultural awareness and
emotional storytelling to connect authentically with clients. Al-generated ideas tend to replicate
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established marketing frameworks, failing to fully capture the personalized and affective elements
critical to sentiment-driven campaigns.

This aligns with findings from Iyelolu et al. (2024), who argue that while AI supports
personalization and automation, its ability to craft creative strategies autonomously is constrained
by a lack of empathetic understanding. The Al's reliance on historical data further restricts its
responsiveness to emerging, culturally specific trends that humans more adeptly perceive.

Therefore, the strategic role of Al-generated ideas is complementary rather than substitutive. A
hybrid marketing model where AI generates efficient, data-informed concepts that human
marketers then refine and enrich with emotional insight emerges as the most effective approach.
This integrated method addresses the hypothesis by balancing AI’s operational strengths with the
human capacity for creativity and emotional connection.

Assessing the Relevance of AskOptimo’s Campaign Ideas in the Wedding Industry

This section evaluates the relevance and contextual appropriateness of the marketing campaign
ideas generated by AskOptimo, focusing specifically on the wedding industry a sector characterized
by high emotional involvement and personalized client needs.

The hypothesis is that while Al tools like AskOptimo can produce efficient, generally relevant
marketing strategies, they may lack the deeper emotional and contextual nuances that are critical
in industries such as wedding planning. This premise is reflected in the analysis of AskOptimo’s
campaign ideas Social Media Contest, Bridal Fair Participation, Collaboration with Local
Vendors, Influencer Marketing, and Referral Program which align with standard industry practices
but do not fully capture the unique sentimental dynamics of wedding services.

According to Gaji¢ (2023), marketing in the wedding industry demands strategies that not only
promote services but also build emotional connections and trust, leveraging narrative-driven
content tailored to specific cultural contexts. AskOptimo’s Al-generated ideas, while strategically
sound, tend to emphasize generic tactics that require substantial human adaptation to achieve the
emotional depth they aim for.

Further, research by Van Esch and Stewart Black (2021) highlights the importance of influencer
marketing in the wedding sector, noting that influencers' authenticity and personal brand
significantly impact campaign effectiveness. AskOptimo’s suggestion to engage influencers aligns
with this insight. Nevertheless, Al lacks the capacity to evaluate influencer authenticity or the
subtle brand fit needed for emotional resonance, reinforcing the need for human judgment.

Moreover, Bhattarai (2023) cautions that Al-generated campaigns often mirror existing marketing
frameworks and might miss emerging cultural trends or localized preferences. This limitation is
critical in the wedding industry, where rituals, traditions, and consumer expectations vary widely
across regions and communities.

Thus, while AskOptimo effectively generates campaigns that adhere to marketing best practices,
their direct application without human contextualization risks producing less personalized, less
emotionally compelling campaigns. This confirms the hypothesis that a hybrid approach
integrating Al-generated efficiency with human creativity and cultural sensitivity is necessary to
create high-impact wedding marketing campaigns.

Al vs. Traditional Ideation Approaches: Efficiency, Originality, and Limitations

This section explores the comparative strengths and weaknesses of Al-generated marketing
campaign ideas, such as those produced by AskOptimo, compared with traditional human-led
ideation methods in the wedding industry.

The study's hypothesis posits that Al tools can offer efficient and relevant strategic suggestions.
However, it may fall short in delivering the emotional depth, originality, and contextual sensitivity
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required for complex, sentiment-driven sectors like weddings. This is evident when contrasting Al's
capabilities with traditional marketing brainstorming processes.

In terms of efficiency, Al-driven tools excel at rapidly generating numerous campaign ideas from
vast datasets and through pattern recognition. Bhattarai (2023) emphasizes that generative Al can
drastically reduce ideation time, enabling marketers to quickly access a diverse pool of strategies
that might otherwise take days or weeks to compile. AskOptimo demonstrates this strength by
providing immediate, actionable suggestions aligned with current marketing trends, offering a
significant advantage for small and medium enterprises (SMEs) with limited resources (Haleem et
al., 2022).

However, the originality and creativity of Al-generated ideas remain constrained. Bhattarai (2023)
critiques generative Al for its tendency to reproduce existing marketing concepts rather than
innovating beyond them. This limitation arises because Al models primarily learn from historical
data, which can reinforce conventional strategies and overlook disruptive or breakthrough ideas
necessary to differentiate brands in competitive industries. This is particularly significant in the
wedding sector, where uniqueness and emotional storytelling are paramount (Van Esch & Stewart
Black, 2021).

Traditional ideation processes, though slower, benefit from human marketers’ capacity for
empathy, cultural understanding, and nuanced judgment. Gunawan et al. (2024) note that human
creativity integrates subtle social cues, emotional intelligence, and evolving consumer sentiments
qualities that Al currently cannot replicate. For example, crafting a campaign that resonates with
diverse cultural wedding traditions or sensitive emotional themes requires intuitive insight beyond
data-driven suggestions.

Another important limitation of Al ideation is the risk of overgeneralization. AskOptimo’s
campaign ideas, while broadly applicable, may not sufficiently tailor to niche markets or emerging
trends that are underrepresented in the training data. Iyelolu et al. (2024) caution that overreliance
on Al without human oversight can lead to marketing strategies that miss the mark on localized
preferences or innovative opportunities.

In summary, the comparison underscores the complementary nature of Al and traditional ideation
approaches. Al tools like AskOptimo offer remarkable efficiency and access to diverse ideas,
serving as valuable starting points in campaign development. However, to achieve originality,
emotional depth, and precise market fit especially in the wedding industry a hybrid approach is
essential. Human creativity and cultural sensitivity must refine Al-generated concepts to produce
marketing campaigns that truly connect with clients on a personal level.

The Human-AI Synergy: Toward a Hybrid Marketing Ideation Model

Building upon the insights from previous sections, this study advocates for a hybrid marketing
ideation model that combines the strengths of Al tools like AskOptimo with human creativity and
strategic judgment. The hypothesis is that while Al can efficiently generate relevant, data-driven
campaign ideas, it often lacks the emotional resonance, contextual understanding, and originality
that human marketers bring to complex industries such as wedding planning.

The hybrid approach leverages Al's rapid processing and data analytics to streamline initial idea
generation. As Bhattarai (2023) points out, Al's ability to quickly generate diverse marketing
concepts can reduce cognitive load on human teams, allowing them to focus on refining and
customizing campaigns. Meanwhile, human marketers contribute critical insight into cultural
nuances, emotional storytelling, and brand positioning, ensuring that campaigns resonate deeply
with target audiences (Van Esch & Stewart Black, 2021).

Gunawan et al. (2024) emphasize that integrating Al and human input creates a dynamic feedback
loop: Al suggests foundational ideas grounded in market data, while humans iterate and adapt
them to reflect unique client values and emerging trends better. This synergy fosters creative
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innovation that neither AI nor humans could achieve alone, particularly in emotionally charged
sectors like weddings, where personal connection is paramount.

Additionally, the hybrid model addresses Al’s limitations in originality and contextual sensitivity.
Humans can inject fresh perspectives and tailor campaigns to specific local cultures, social norms,
and evolving consumer behaviors factors often underrepresented in Al training datasets (Iyelolu et
al., 2024). This ensures marketing efforts are both authentic and differentiated in a competitive
marketplace.

In practice, adopting a hybrid approach aligns with current industry trends, in which businesses
increasingly combine automated tools with human expertise to optimize marketing outcomes
(Haleem et al., 2022). It democratizes access to advanced marketing ideation for SMEs,
empowering them to compete with larger firms by enhancing creativity without sacrificing
efficiency.

The human-Al synergy represents a promising future for strategic marketing, especially in the
wedding industry. This model capitalizes on Al’s strengths while safeguarding the indispensable
human qualities of empathy, innovation, and contextual insight. It confirms the study’s hypothesis
that effective campaign development requires collaboration between Al technology and human
marketers to generate high-impact, emotionally resonant marketing strategies.

Advantages and Limitations of Using AskOptimo in Digital Campaigns

This section evaluates the strengths and weaknesses of using AskOptimo, an Al-powered
marketing ideation tool, in developing digital campaigns for a wedding organizer business. The
analysis draws on Al-generated marketing ideas and relevant academic and industry literature.

Table 2. The Advantages and Limitations of Using AskOptimo in Digital Campaigns

Aspect Details
Advantages - Fast idea generation
- Supports creativity
- Al-based trend alignment
- User-friendly
Limitations - Generic outputs may need refining
- Limited deep market insight
- Premium features locked behind a paywall
- Less suitable for niche/custom campaigns

Advantages of Using AskOptimo

1. Speed and Efficiency

One of the primary advantages of AskOptimo is its ability to generate marketing ideas rapidly.
Compared to traditional brainstorming sessions, which require time and coordination among team
members, AskOptimo delivers a list of campaign suggestions within seconds. This efficiency allows
marketing teams to accelerate the initial planning phase and focus resources on refining and
implementing ideas. Bhattarai (2023) notes that generative Al tools can significantly reduce the
time-to-market for marketing campaigns by automating early-stage ideation.

2. Access to Diverse Ideas

AskOptimo offers a breadth of campaign ideas, drawing from an extensive database of marketing
knowledge across industries. Even though many suggestions align with traditional strategies, the
Al still provides a variety of approaches that human planners might otherwise overlook. This
diversity can stimulate creativity by exposing users to marketing tactics beyond their immediate
expertise (Van Esch & Stewart Black, 2021).
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3. Data-Driven Recommendations

The tool’s ability to generate recommendations based on keyword inputs or business descriptions
adds a layer of personalization and relevance to the suggestions. By leveraging patterns from large
datasets, AskOptimo can propose ideas that align with current trends or successful strategies in
similar markets. According to Haleem et al. (2022), Al-driven ideation tools can enhance campaign
effectiveness by integrating insights from big data analytics.

4. Accessibility for Small Businesses

For small or medium-sized enterprises (SMEs) with limited marketing expertise or resources,
AskOptimo serves as an accessible support tool. It provides a starting point for campaign planning
without requiring specialized marketing knowledge, thus lowering barriers for digital marketing
participation in competitive industries such as weddings.

Limitations of Using AskOptimo

1. Lack of Contextual Sensitivity

A notable limitation of AskOptimo is its inability to fully account for the specific cultural, local, or
brand context of the business. The marketing suggestions tend to be generic, requiring significant
human adaptation to align with the unique values, aesthetic, and target audience of a particular
wedding organizer. Gunawan et al. (2024) emphasize that Al-generated strategies often overlook
nuanced market dynamics, underscoring the need for human oversight.

2. Limited Creativity and Innovation

While AskOptimo efficiently synthesizes existing marketing patterns, it does not inherently
generate disruptive or highly original ideas. The campaign suggestions reflect standard industry
practices rather than offering groundbreaking approaches that could differentiate the brand in a
saturated market. Bhattarai (2023) critiques generative Al tools for their tendency to reproduce
rather than challenge the status quo.

3. Overreliance on Past Data

AskOptimo’s recommendations are derived from historical data and pre-existing marketing
frameworks. This reliance may result in ideas that are less responsive to emerging trends or niche
market opportunities that are not yet well represented in Al training datasets. Consequently,
businesses that rely solely on Al tools may risk missing early innovation signals or evolving
consumer preferences.

4. Absence of Emotional and Human Insight

Wedding planning is a deeply emotional and personalized service. Al-generated marketing ideas
lack the empathetic, narrative-driven perspective that human marketers bring to crafting campaigns
resonating with couples’ dreams and values. Van Esch & Stewart Black (2021) argue that emotional
intelligence remains a critical differentiator in industries where relationship-building and
storytelling play central roles.

Implications for Campaign Development

The evaluation suggests that AskOptimo provides valuable support in the ideation process; it
functions best as a complementary tool rather than a standalone solution. Its advantages in speed,
breadth, and accessibility must be balanced with human creativity, cultural understanding, and
emotional nuance to achieve marketing campaigns that are both effective and authentic.

Wedding organizers using AskOptimo should therefore adopt a hybrid approach, leveraging Al for
efficiency and idea generation while entrusting human marketers with personalization, emotional
storytelling, and innovative differentiation.

AskOptimo offers advantages in speed, diversity, and accessibility for digital campaign ideation,
especially for small businesses. However, its limitations in contextual sensitivity, originality, and
emotional insight highlight the need for human input to ensure campaigns are culturally relevant,
emotionally compelling, and creatively distinctive.
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The marketing campaign ideas generated by AskOptimo largely align with standard techniques
already used in the wedding industry, reflecting Al's ability to reproduce industry norms rather
than generate disruptive innovation. While AI adds value through efficiency and data-driven
insights, human input remains essential to ensure originality, cultural fit, and emotional appeal in
marketing campaigns.

6. Conclusion

This study set out to examine the types of campaign ideas generated by AskOptimo, evaluate their
strategic value, and determine their alignment with best practices in the wedding industry. The
analysis revealed that AskOptimo successfully generated a range of marketing suggestions,
including common digital strategies such as social media engagement, influencer partnerships, and
promotional offers. The ideas largely reflected standard industry approaches rather than innovative
or disruptive tactics. The Al-generated campaigns provided a helpful starting point for marketing
teams. However, they required further refinement and contextual adaptation to align with the
unique characteristics of a wedding-organizer business fully.

The findings highlight that AskOptimo offers notable advantages, including speed, efficiency, and
access to diverse marketing ideas, making it a valuable tool particularly for small businesses or
teams with limited resources. However, the study also identified key limitations, including a lack
of contextual sensitivity, limited originality, and an absence of emotional insight factors that are
critical in the emotionally driven wedding industry. As such, Al-generated ideas alone are
insufficient to create compelling and differentiated campaigns without the complementary input of
human creativity, empathy, and cultural understanding.

Recommendation

This study recommends adopting a hybrid approach: Al tools like AskOptimo accelerate idea
generation and offer diverse campaign options, while human marketers refine and contextualize
these ideas. Marketing teams should develop skills to critically evaluate and customize Al outputs,
incorporating consumer feedback to enhance emotional resonance and cultural sensitivity. This
balance will help maximize the efficiency benefits of Al without sacrificing originality or strategic
depth.

Additionally, industry stakeholders and policymakers should establish ethical guidelines for Al use
in marketing, focusing on transparency, bias prevention, and respect for cultural diversity.
Marketers are encouraged to leverage AI not only for ideation but also for data-driven
personalization, integrating Al insights with human creativity to craft authentic, customer-centric
campaigns. These steps will support responsible Al adoption that enhances, rather than replaces,
human expertise in marketing strategy development.

Limitations and avenues for future research

This study is limited by its reliance on a single Al tool, AskOptimo, and its focus on a specific
industry (wedding planning), which may not fully capture the broader applicability of Al-generated
marketing ideas across other sectors. Additionally, the analysis was based on pre-generated
campaign suggestions without exploring real-world implementation or long-term effectiveness.
Future research could compare AI marketing tools, assess the real-world impact of Al-generated
strategies, and examine how AI can be integrated with human creativity to achieve more
innovative, personalized marketing outcomes.
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