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Abstract:

This study aims to analyze the role of generativeartificial intelligence (GenAl) in enhancing
marketing decision support systems in startups, using Copy.ai as a case study. The study adopted
a descriptive analyticalapproach, in addition to the case study methodology.

The results revealed that generative artificial intelligence contributes to improve the efficiency
of content creationprocesses, increasing the effectiveness of
advertisingcampaignsthroughgenerating diverse ad copies, and enhancing personalization in
customer communication. The study alsorevealedthatgenerativeartificial intelligence constitutes an
integrateddecision-support system thatcontributes to enhance the marketing growth of startups.

The study recommends integrating thesetechnologicaltools in marketing strategies of startups,
whileemphasizing the criticalrole of humano versight to ensuretheir effectiveness.
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introduction:

The contemporary business world iswitnessing a radical transformation driven by the
technological and digital boom, whichnecessitatesthat organizations, particularly startups,
adoptadvancedtools to ensuretheirsurvival and growth. This is reflected in the major marketing
constraints that these organizations confront, such as limited human and material resources and the
requirement to achieve rapid expansion in a highly competitive market.

At the center of this change, generative artificial intelligence (GenAl) has emerged as one of
the most significant technologies, changing efficiency and creativity standards in a variety of
industries. It serves as an innovative solution for supportingdecision-makingprocessesthrough the
automation of content creation and the generation of creativeideas.

The field of marketing particularly, benefitssignificantlyfrom the applications of
thistechnology, which has contributed to shifting the decision-making process fromreliance on
intuition to dependence on data and automaticallyextracted insights. However, these immense
capabilities of Generative Al are juxtaposedwith real practical challenges, especially for startups
thatsufferfromlimitedresources and expertise. This consequentlyraises questions regarding the actual
feasibility of integrating thesetools into their marketing practices.

Study Problem Statement

Despite the rapid development of Generative Artificial Intelligence (GenAl) and the expansion
of its application domains, its capacity to enhance Marketing Decision Support Systems (MDSS)
within startups still requires further research and analysis. These organizations sufferfrom resource
constraints, ambiguity in their market environments, in addition to a crucial need for innovative
toolsthat enable them to elevate their marketing efficiency.

Accordingly, the problem of the study takesshape in the following main question:How can
Generative Artificial Intelligence contribute to enhancing Marketing Decision Support Systems in
startups, through analyzing the experience of Copy.ai as a case model in thisfield?

This main question branches into the following sub-questions:

o Whatis the concept of Marketing Decision Support Systems (MDSS)? And
whatistheirsignificance for the decision-maker?

o Whatis Generative Artificial Intelligence (GenAl)? And what are its benefits and most important
tools?

o What are the uses of Generative Al in the field of marketing?

o What are the lessonslearned and best practices thatother startups can extractfrom the experience
of Copy.ai?

Study Objectives

This study aims to highlight the roleplayed by Generative Artificial Intelligence (GenAl) in
enhancing Marketing Decision Support Systems (MDSS) within startups. This isachieved by
analyzing the operationalmechanism of Generative Al applications, with a specific focus on the
experience of Copy.ai, and how itisutilized to generatecreative and optimized marketing content.
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In addition, the study aims to assess the extent to which this type of technology (such as
Copy.ai) helps businesses overcome obstacles such as resource limits, the requirement for rapid
market reaction, and marketing content creation.

Significanceof the study

This study's theoretical significance stems from its ability to bridge the research gap in terms
of practical mechanisms for incorporating Generative Al into startup marketing tactics.
Furthermore, it provides a theoretical framework for examining real-world opportunities and
challenges.

The practical significance comes from presenting a specific practical model through the
analysis of the Copy.ai case study. This approach provides concrete tips for entrepreneurs on how to
use these technologies to improve the accuracy and efficiency of their marketing decisions.

Study Methodology

The study used a descriptive-analytical technique (or descriptive research design) to better
comprehend the theoretical framework of Marketing Decision Support Systems, Generative
Artificial Intelligence, and its marketing applications. This method was also utilized to present,
assess, and compare earlier studies to current research. In addition, the case study technique was
used to analyze Copy.ai as a paradigm in this field.

I. Theoretical Framework and LiteratureReview

The theoretical framework included essential ideas such as Marketing Decision Support
Systems (MDSS), Generative Artificial Intelligence (GenAl), and their applications in marketing, as
well as a review of the most significant publications on the subject.

1. Marketing Decision Support Systems (MDSS) and Their Types

When addressing marketing decisions, one must provide the required facts for marketing
managers. This data comes from a variety of sources, both external (competitors, customers, and
technology) and internal (production and shipping costs). Marketing Information Systems (MIS)
manages and processes this data in order to provide the firm with a competitive advantage.

According to Little, a variety of elements, including competitive pressure, the presence of
multiple objectives, uncertainty, environmental effect, and information gaps, all have an impact on
marketing decision-making processes, adding to their complexity.( Matsatsinis& Siskos, 2003, p.
28) . However, research in the field of marketing and management science has led to the formation
of a variety of marketing modelsaimed at supportingdecision-makers in theirattempt to define and
understand the situation.
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In thiscontext, Imamagicdefines a "Decision Support System" (DSS) as "an information
system designed to support the business and organizational decision-making process. System uses a
database documents, storedknowledge, and builtmodels and procedures to display thedifferentviews
of the requested information. ( Dulcic , Pavlic, & Silic, 2012, p. 1565)"A system
isconsideredsuccessfulwhenitis simple in design, strong in performance, adaptable to changes,
functionallyintegrated, easy to use, and provides a comfortable and intuitive user interface.

Licker, looks to Decision Support Systems (DSS) as "interactive computerizedsystemsthat
help the decision-maker use data and models to solve unstructured (unprogrammed) problems"(Saad
Ghalib, 2009, p. 107), meaning new and non-recurringproblems.

A Decision Support System can beused to improve the quality of the information uponwhich
the decisionisbased. The system presents a number of alternative solutions instead of a single,
simple solution, whichhelpsdecision-makersdeeplyunderstand the nature of the problems and
consequentlyimprovetheirdecisions ( Foivos & Kiritsis, 2022).

It isnoteworthythat Marketing Decision Support Systems (MDSS) are composed of the same
components as regularDSSs. The core essential features of an MDSS are similar to those of a DSS;
however, theirdifference lies in the method of obtainingprimary information, as primary information
in MDSS istypicallyobtainedthrough market surveys ( Matsatsinis & Siskos, Intelligent Support
Systems For Marketing Decisions, 2003, p. 114).

In thiscontext, Little defined a Marketing Decision Support System as "a coordinated set of
data, systems, tools and techniques withsupporting software and hardware by which an
organizationgathers and interprets relevant information from business and environment and turnsit
into a basis for marketing action" ( Figueroa-Perez & al, 2019, p. 762).

Generally, the coreideaunderlying Decision Support Systems is to buildsystemsthatprovide the
end-user withusefultools for data analysis usingmodels and databases, and for presenting possible
solutions to the problems at hand(Saad Ghalib, 2009, p. 108).

Decision Support Systems (DSS) are primarilydistinguished into threefundamental types

based on theirlevel of intervention in the decision-making process:( Fernando, 2022, pp. 13-18)
o Passive DSS:Thesesystemsefficientlycollect and organize information but do not offerany
suggestions or decisionsbased on the aggregated information.
o Active DSS: Thesesystemscollect and process information to generate solutions and strategies.
o Cooperative DSS:Thesesystemsgather and analyze data and, throughhuman interaction, refine
the solutions to obtain the best strategiesbased on applications.

Decision Support Systems (DSS) are alsocategorised as various types which are described as
below(Kumar, 2020, pp. 186-187):

o Data-Driven DSSfocusesprimarily on the process of collecting Big Data as the initial step,
subsequentlyprocessing the aggregated information to support decision-making within a
limitedtimeframe. The typicaltargetusers for this system include managers, employees, suppliers,
and service teams.
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o Communication-Driven DSSiscentered on supporting group tasks and collaboration among
multiple individuals. It aims to facilitate joint work to developsuperiorstrategies, oftenrelying on
web-based technologies or a client-server model to enable this collective effort.

e Document-Driven = DSSconcentrates on  the  management and  retrieval  of
knowledgeextractedfromunstructured documents. It systematicallysearches document repositories—
whichmayincludetexts, databases, and spreadsheets—to identify information thatis relevant to a
specific, defined user group.

* Model-Driven DSS emphasizes quantitative analysis using preset parameters and models.
Crucially, this type does not require a significant amount of data and performs critical analytical
duties. Its intended users are usually managers and staff who deal directly with the company.

* The Knowledge-Driven DSS leverages knowledge bases to provide advice and recommendations.
It can recommend specific activities or assist in the selection of appropriate products and services by
imitating problem-solving abilities, ensuring broad coverage for users across the enterprise.

It is worth noting in this context that the modern collaboration between Multi-Criteria Analysis
(MCA), Decision Support Systems (DSS), and Artificial Intelligence (Al) in the marketing domain
has resulted in particularly significant strategic marketing decisions, namely those related to new
product development and market penetration strategies.

It isworthnotingthat the first applications of Al in marketing appearedin 1986, with the
publishing of works by "Shufry and Chapin, Rangaravani, Burke, Eliashberg, and Wind." These
research initiatives focused on both a purelyscientific direction and marketing decision support,
which has now been expanded.( Matsatsinis & Siskos, Intelligent Support Systems For Marketing
Decisions, 2003, p. 06).

2. Generative Artificial Intelligence and Its Applications in Marketing

The termArtificial Intelligence (Al) iscomposed of two parts: the first is "Intelligence," which
expresses the capacity for understanding and thinking, and the second is "Artificial," whichrefers to
somethingsynthetic ~ or  non-natural. Al  can  bedefined as: the study of
intellectualcapabilitiesusingcomputationalmodels, focusing on how to simulatehumanthinking
((Zazal & Ja'lab, 2025, pp. 139-140).

Artificial Intelligence isalsodefined as a set of
computerizedsystemsthatperformtaskstypicallyassociatedwithhumans. Al reaches or surpasses
human-level intelligence, achievinghuman-like levels of perception, reasoning, interaction, and
learning(Rios-Campos & others, 2024, p. 956) .
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Generative Artificial Intelligence, however, is a "type of machine learning capable of generating
data in various formats and adapting to new tasksinstantly, by following simple text instructions"

(Rezazadeh & others, 2025, p. 01).

Generative Artificial Intelligence, or its abbreviation (GenAl), refers to Al technologies that
focus on learning the patterns and representationmethodsfound in training data, with the goal of
generating new and innovative content in various types, including: texts, images, audio and visual
clips, programming codes, and even simulations .((SDAIA), 2025, p. 12)

Based on the previousdefinitions, Generative Artificial Intelligence (GenAl) can bedefined as
an advancedtechnologynestedunder machine learning and deeplearning. It learns patterns from
training data to generate new and innovative content (such as texts, images, and audio) thatissimilar

to the original but not an identical copy, based on simple text prompts.

Generative Artificial Intelligence (GenAl) contributes to enhancing operationalefficiency,
productivity, decision-making, and the development of innovative solutions, in addition to
addressingvarious challenges. Thesebenefits can besummarized as follows(Digital Government

Authority, 2025, p. 03) :

o Software Solution Development: Create reusable code and automate debugging to reduce
development time.

o Reduced operational costs: by automating repetitive processes, reallocating resources, and
cutting manual labor expenses.

o Improved productivity and operational efficiency: by automating routine tasks and providing
quick access to relevant information across multiple data sets. This reduces time spent on repetitive
tasks and optimizes resource utilization, resulting in streamlined workflows.

o Enhanced Decision Activation and Making:Providing instant access to sensitive data for legal
teams and intelligence operations in the governmentalsector, for instance.

o SimplifiedBeneficiary = Experience:Offeringseamlessexperiencesthrough  the  real-time
automation of virtual support solutions, ensuring service availability to the beneficiary 24/7.

e Fostering Innovation:Activating an environment and incubator for innovation by generating
new ideas, analyzing comprehensive data sets to identifyemerging trends, and proposing innovative
policies.

Furthermore, Generative Al applications and models help to accelerate the pace of software
development and raise its efficiency by increasing the speed of developers' task performance.
According to a study by McKinsey, GenAl affects time reduction at varying percentages based on
the task type and complexitylevel. For example, the time required for writing code can bereduced by
a range between 35% and 45%, whereas the duration for
performinghighlycomplexprogrammingtaskswillbereduced by a percentage reachinglessthan
10%((SDAIA), 2025, p. 67)
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As for the functional areas thatutilize Generative Artificial Intelligence (GenAl) the most, a
study by McKinsey &Companyclarifiedthat marketing and sales, product and service development,
and information technology (IT) are the sectorswith the highest adoption of
thistechnology((SDAIA), 2025, p. 42).

There are lots of applications of Generative Artificial Intelligence (GenAl), the mostprominent
of whichinclude:

e ChatGPT: This 1is a chatbotprimarilybased on Al technology, capable of
understandingnaturalhumanlanguages and generatingaccuratewrittentext in a human-like manner.
The program is the latestchatbotproduced by OpenAl. It has been trained on variouslanguages and
fundamentally relies on Deep Learning technology to betterunderstandtexts and answer questions. It
can beutilizedacrossdifferentfieldssuch as learning and education, consulting and technical support,
translation, marketing, and advertising(Office of the Minister of State for Al, 2023, p. 13).

e DALL-E 2: An Al system developed by OpenAl (the samecompanythatdevelopedChatGPT) for
creatingrealistic images and artwork. The DALL-E 2 system helpsideaownersform images and
drawings of their concepts based on a written descriptive text prompt entered by the user.

o Jasper: An automated assistant built on Al technologies thataims to create content specifically
for organizations and enrichtheir content with unique features. Thesefeaturesincludesearching for
images, generatingtextresponses, and proposingideas in a coordinatedmannerthatalignswith the
user'srequirements and theirworkplace.

o Synthesia: This platform isdistinguished by its ability to createrealisticvisual content (video) of a
virtual persona fromwritten script content within minutes. The user must create an account, enter the
required scenario to benarrated by the virtual persona, and the Al-powered Synthesia platform
willgenerate the visual content).(Office of the Minister of State for Al, 2023, pp. 66-68).

e Midjourney: A Generative Al platform thatcreates images based on a textual description, similar
to OpenAl's DALL-E program. Notably, Midjourney has becomewidelyused by television
programs, magazines, newspapers, and organizations (Office of the Minister of State for Al, 2023,
p. 62).

3. Current Uses of Generative Artificial Intelligence in Marketing
The following examples show how Generative Artificial Intelligence (GenAl) is being used in
marketing today(Company & McKinsey , 2023, November 17):

o Personalizing marketing campaigns: For example, the craft business Michaels uses GenAl as
part of their strategy to increase consumer engagement through more personalized and iterative
interactions with its customers. The organization created a platform for content production and
decision-making to aid in the development of marketing texts and a better understanding of how
different client segments react to varied messages. Michaels increased personalization from 20% to
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95% of their email marketing. This increased the click-through rate for text messaging campaigns by
41% and email campaigns by 25%.

e Analyzing Unstructured Customer Data: For example, the personalstyling service Stitch Fix
employs Al to assist designers in interpretingcustomer feedback and
providingproductrecommendations. Similarly, Instacart uses Al to offercustomersrecipes and meal
planning ideas, as well as to create shopping lists.

o Automating Operations: In one case, a direct-to-consumer (DTC) retailer uses Al to help
resolvecustomer tickets, such as receivingorders or repairrequests. By using Al to automate process
steps (like retrieving information from the system, makingnecessary changes, and responding to
customers in the brand'svoice), the companywitnessed a reduction in the first-response time by over
80% and a decrease in the average ticket resolution time by four minutes. Furthermore, the use of Al
afforded the company'scustomer support team more time to focus on high-levelcustomer
interactions.

o IdentifyingOpportunities and Generatingldeas: Marketers use Generative Al to
analyzecompetitormovements, assess consumer sentiment, and test new productopportunities. For
example, Mattel utilizes Al in the development of its Hot Wheelsproducts to generate four times the
number of product concept images compared to previously, which inspires new features and
designs.

4. LiteratureReview and Comparisonwith the Current Study
e PreviousStudies

- Heba Bouchoucha's (2015) study, "The Role of Marketing Information Systems in
Marketing Decision-Making and Supporting the Control Process within the Marketing
Function," published in the Journal of Economic and Financial Research, aimed to identify the role
of the Marketing Information System (MIS) in supporting decision-making, formulating high-
quality marketing decisions, and contributing to effective marketing. The study concluded that the
MIS effectively contributes to marketing-related decision-making and that a marketing manager's
decision-making is heavily dependent on the data and information provided by the Management
Information System (MIS) in general and the Marketing Information System in particular. Finally,
the study recommended that this method be developed further.

- Baya and Kennouni's 2021 study, "Electronic Marketing and its Role in the Development
of Startups," published in the Journal of Economic Growth and Entrepreneurship (JEGE), examines
the impact of electronic marketing on startup growth and success. The study concluded that it is
critical for startups to use electronic marketing technology, given its significance in providing these
firms with the competencies and skills required for rapid market response. As a result, the
entrepreneurs' capacities grow, and their organizations gain a competitive advantage.

- J. Francisco Figueroa-Perez et al.'s (2019) study, "The Use of Marketing Decision Support
Systems for New Product Design: A Review," published in the International Journal of
Computational Intelligence Systems, reviewed current research on MDSS for new product design.
This was accomplished through a thorough literature assessment of works published between 1998
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and 2018, employing formal conceptual analysis. Out of 375 total publications, 61 met the inclusion
criteria and were classified into various dimensions, including MDSS types, decision support,
distributed decision support, and the consideration of consumer satisfaction and the distributed
environment. The research concluded that desktop and model-based systems are the generally
accepted types of MDSS for new product design. However, the study found that crucial aspects of
this decision-making process, such as distributed decision support and consumer satisfaction, are
rarely incorporated into the MDSS created thus far.

- T. Senthil Kumar's (2020) study, "Data Mining Based Marketing Decision Support System
Using Hybrid Machine Learning Algorithm," published in the Journal of Artificial Intelligence
and Capsule Networks, proposed a data mining-based DSS that uses a decision tree and an Artificial
Neural Network to estimate an organization are marketing strategies. The research dilemma
stemmed from the finding that the majority of earlier DSS research used traditional statistical
models, with very few studies using machine learning methods. As a result, the proposed model was
developed as a hybrid strategy to provide effective decision support in the marketing domain, since
it improves organizational performance through reality analysis while also reducing the
responsibilities of strategic analysis and planning through an effective data mining technique. The
proposed hybrid model was used in a manufacturing company to help them make marketing
decisions while also taking into account internal concerns within the company and its marketing
department. By comparing the experimental findings to a typical DSS based on the Hidden Markov
Model and the Support Vector Machine, it was discovered that the proposed model achieved better
classification results, making it suitable for research in a variety of domains. The researcher
proposed expanding this research in the future by including optimization models to improve
evaluation performance.

o Commentary on of PreviousStudies and Comparisonwith the Current Research

The previous research can be considered as a historical evolution of marketing decision support
systems, ranging from traditional Marketing Information Systems (MIS) to more advanced Al-based
Decision Support Systems. This setting emphasizes the position of the current study as an advanced
link in this technological advancement.

Bouchoucha (2015) examined the strategic function of MIS as a requirement for supporting
high-quality decisions. The current study expands on this notion by moving from MIS as a broad
concept to an advanced intelligent tool (Generative Al), which takes decision assistance to an
unprecedented level.

The research by Baya and Kennouni (2021) identified the specific importance of electronic
marketing for startups. The current study adopts this critical context (resource-constrained startups)
and presents the optimal solution: Generative Al. GenAl can compensate for the lack of human
resources and expertise and can be considered one of the most advanced electronic marketing tools.
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Crucially, the current research examines how GenAl can enhance a startup's ability to make
marketing decisions intelligently and rapidly.

Furthermore, the study by Figueroa-Perez et al. (2019) revealed that most DSSs were
traditional (desktop and model-based) and neglected vital factors like consumer satisfaction in
design. The current study directly addresses this shortcoming; Generative Al tackles consumer
satisfaction by simulating customer language and generating personalized content.

Kumar's (2020) study marks the previous apex of development in machine learning (Decision
Trees, Neural Networks). The main distinction is that Kumar's methodology is largely for
"classification" and predictive analysis using existing data. In contrast, Generative Al in the current
study not only analyzes but also generates new content (texts, images, and tactics) from scratch,
indicating a qualitative shift from analysis to automated creation.

As a result, the present research does more than just apply new technology to an old problem;
rather, it fundamentally changes the way marketing decision support works, indicating a shift from
"data analysis" (Kumar, 2020) to "creative solution generation" (present research). This is
especially evident in the choice of Copy.ai as a case study, as it provides practical evidence of how
startups can capitalize on this technological leap to gain a competitive advantage—a goal requested
by Baya and Kennouni (2021) but without identifying the optimal mechanism, which the current
study now precisely defines.

II. Case Study: Analyzing the Experience of Copy.ai

Before we begin this part, it should be emphasized that Copy.ai is an Al platform that began as
a startup and is now fast developing into a top company in its industry. It should also be mentioned
that the information about Copy.ai was gathered from the platform's official primary sources (its
official blog and marketing content) as well as credible secondary sites covering technology news.
Wherever feasible, each source has been linked directly.

1. Introduction to Copy.ai

Copy.ai is a Generative Artificial Intelligence (GenAl) platform that automates and creates
marketing and textual content. It has expanded beyond simply text production into a full platform
for process automation for marketing and sales teams.(Copy.ai, 2025).

Copy.ai was formed in 2020 by Paul Yacoubian (CEO) and Chris Lu (CTO). The firm formally
debuted in early 2021, leveraging the growth in Generative Al tools, notably Large Language
Models (LLMs), such as OpenAl's GPT-3 (Copy.ai, 2025)

2. Analyzing the Role of Generative Al in Supporting Marketing Decisions at Copy.ai
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Copy.ai is used as an analytical model not only because it is a prominent provider of Generative
Al tools, but also because it serves as a real case study demonstrating how these tools may be used
in self-marketing and decision-making. This gives valuable, applicable information that other firms
might use as they consider implementing this potential technology.

Copy.ai offers a comprehensive Al-powered solution for marketing teams. Its proprietary Go-
to-Market (GTM) Al Platform transforms the way organizations approach content creation,
Account-Based Marketing (ABM), and demandgeneration—to name a few—by codifying the entire
marketing methodology and convertingit into Al-drivenprocesses. Copy.ai facilitates workflows,
reducescosts, and enhances the effectiveness of marketing efforts across all channels. This Al-reliant
strategy enables marketing teams to createhighlypersonalized and data-
drivencampaignsthatresonatewithtarget audiences, leading to increased engagement and revenue
growthwithoutrequiring extensive Al expertise from the client organizations' teams(Copy.ai, 2025).

In thiscontext, the companyannounced a 480% revenue increase up to 2024,
showcasingacceleratedgrowth, with its total annualrecurring revenue exceeding 20% for four
consecutivemonths. The companyinitiallygainedwidespread recognition as a self-service
textgenerationtool, used by over 17 million people, beforetransitioning into an enterprise SaaS
solution (a model for delivering software online, where the customersubscribes to and uses the
service withoutneeding to installit on theirdevices) for automatingcomplex workflows, a shift
enabled by GPT-4 unlocking new capabilities in generative Al workloads.

In the samevein, Roman Oulni (Head of Global Digital Experience at Lenovo) indicatedthat
Copy.ai played a hugerole in changing how their team develops marketing content. By automating
workflows thattypicallytookweeks and costthousands of dollars throughagencies, Copy.ai saved
them up to $16 million in 2024 alone(Copy.ai, 2025).

By using Copy.ai, organizations can leverage the following decision support functions:

o Content Creation Decision Support:UsingCopy.ai's Al-powered content creationcapabilities,
content marketing efforts can bestreamlined, achievingmeaningful engagement with the target
audience. This encompasseseverythingfrom research and strategy development to creation,
promotion, and distribution, ensuringalignmentwith organizational goals and delivering value
witheveryappearance.

o Customer Targeting Decision Support (Account-Based Marketing - ABM): By analyzing
vastamounts of data, Copy.ai enables the alignment of ABM campaignswith C-level initiatives to
create high-impact messaging. It alsohelps in developing proactive and tailoredcampaigns.

o Advertising Campaign Decision Support (DemandGeneration and Campaign Execution):
Copy.ai relieves the marketing team of routine and repetitiveworkloads and facilitates the execution
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of high-impact demandgenerationstrategies. This isachieved by automatingdeep research within
campaigns and creatingsummaries, and easilyconvertingthis research into high-performingcampaign
assets(Copy.ai, 2025).

e Brand Voice Decision Support:Copy.ai's Brand Voice featureallows for the integration of an
organization's brand identity into Al-generated content, ensuringconsistencyacross all marketing
channels. Users can manuallydefine brand voices and evencreate multiple, distinct voices for
differentauthors or target audiences (Copy.ai, 2025).

3. Generative Al Tools used by Copy.ai to support its Marketing Decisions

Copy.ai adopts the philosophy of "EatYourOwn Dog Food" (or "EatYourOwn Food"),
meaningitextensively uses its owninternaltoolsalongside a suite of other Al tools to support its
marketing decisions. While its coreproductis the Copy.ai Platform, thesetoolsspecifically comprise
the following:

o Primary Generative AI Model: OpenAl's GPT-4: This model isconsidered the backbone of
the Copy.ai platform, used to access the latest and mostpowerfultextgenerationcapabilities.

o OtherAuxiliary Tools: The companyutilizes a collection of advancedmodels and directs the task
to the best model for execution, ensuring the highest possible quality of outputs. Amongthese are:

- Midjourney& DALL-E:Used to generateinitial visual assets or createvisualideas for use in
marketing campaigns and social media.

- Al-Powered Data Analysis Engines:Such as ChatGPT, to extract insights from marketing
data faster, including analyzing campaign performance or identifying trends.

It isalsoworthnotingthat Copy.ai leverages the following internalfunctionalities:

o Workflows: The marketing team utilizes Workflows to collectively automate content creation.
For example, they can input a general topic and generatedozens of blog titles, detailedoutlines,
content sections, and social media captions within minutes.

o InfraChat: This is an internaltoolthatallows the team to querytheirinternaldatabases and
documents. The marketing team uses it to get quick answers regarding performance data, brand
strategy, or product-specific information

Conclusion

This study has revealed the pivotal role played by Generative Artificial Intelligence (GenAl),
moving beyond merely being a content creation tool to becoming an integrated and effective
Marketing Decision Support System (MDSS), especially for startups facing resource challenges and
the risks of an ambiguous market environment. The analysis, exemplified by the case of Copy.ai,
confirms that adopting GenAl technologies not only enhances operational efficiency and marketing
creativity but also directly contributes to driving the growth of these organizations. Nevertheless, the
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success of these systems is contingent upon the strategic integration of the technology within human
processes, emphasizing that human expertise, auditing, and editing remain crucial factors for
ensuring the quality and credibility of the resulting marketing content and decisions.

Key Findings
The study highlighted a set of key findings, most notably:

e GenAl represents a transformation from merely a text generation utility to an integrated system
for marketing decision-making support, providing startups with rapid and optimized insights and
strategies.

e GenAl directly contributes to increasing the operational efficiency of startups and reducing
reliance on traditional resources, which positively impacts the achievement of sustainable growth in
competitive market environments.

e Success in employing GenAl technologies, as embodied by the Copy.ai experience, depends on
the strategic and systematic integration of these tools within the daily workflows of the marketing
department, rather than using them as isolated instruments.

e Human expertise and skills remain a crucial and necessary element for ensuring the quality and
credibility of the content, and for maintaining its alignment with the organization's corporate identity
and values.

Recommendations
In light of these findings, the study puts forth the following recommendations:

o Startups must gradually adopt GenAl tools in formulating marketing strategies and analyzing
data, along with training teams on the optimal use of these technologies.

e Focus must be placed on deploying these tools in areas of time-saving, automatic campaign
optimization, and content personalization for the target audience.

o Further studies should be conducted on the criteria for measuring the impact of GenAl on
marketing returns, and the scope of research should be expanded to include sectors beyond the
digital one.

o Future field studies are proposed, involving in-depth interviews with marketing teams, or a
comparative study between several tools.
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