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ABSTRACT

The role of generative Al (Gen-Al) in the academic research process remains underexplored. This
paper examines how Chatbots might be integrated into academic research, distinguishing this
application from traditional uses of machine learning in marketing research and data analysis.
Using Constructivist Learning Theory (CLT) as a framework, we experiment with queries at different
stages of the research process, including the literature review, research gap identification, theory
alignment, and method selection. The study contributes to understanding how Al can support
academic research in marketing. Responses from ChatGPT, Gemini, Perplexity and Claude are
compared and potential benefits and limitations for marketing scholars discussed.

Introduction

Since the release of ChatGPT by OpenAl in
November 2022, generative artificial intelligence (Gen-
Al or just AI) has seen significant advancements, parti-
cularly in areas relevant to marketing, such as marketing
research, data collection, and analysis (Chui et al., 2023).
The adoption of Al as a research tool in academia has
grown rapidly (Lea, 2020). These developments have
sparked interest among scholars, highlighting AI’s
potential to reshape academic research in marketing.
However, the use of AI Chatbots as tools to guide
research projects and the development of the discipline
has not been sufficiently explored.

Prior research has focused on AI’s potential and risks
for marketing practice, theory relating to practice
(Kumar et al., 2021); and AT’s role in machine learning
and data management (Hair & Sarstedt, 2021), but little
attention has been afforded to how AI might assist
marketing academics in the research process (e.g. Hair
& Sarstedt, 2021 on data; and see Christou, 2023; Dent,
2020; Lévesque et al., 2022 for discussion in other fields).
Specifically, the potential for Al in identifying research
gaps or contributing to theory development in market-
ing has been largely overlooked. While the ethical
dilemmas associated with Al-facilitated research and
data analysis have been debated elsewhere (Bakiner,
2023; Dent, 2020; Dwivedi et al.,, 2023; Hair &
Sarstedt, 2021), we propose testing the proposition
that AI (Chatbots) might not only support but

potentially replace certain aspects of manual, academic-
driven research processes. While such a bold and con-
fronting claim will clearly be anathema to many market-
ing academics, who still view Al as distant from their
work, the rapid growth of Al raises ethical, social, and
practical issues (Bakiner, 2023; Dent, 2020) including
concerns about the reliability of Chatbot-generated con-
tent (Chui et al., 2023).

This study uses a hands-on exploratory approach to
investigate how AI Chatbots and their outputs might be
integrated into the traditional academic research pro-
cess. We employ participatory action research (PAR)
(Ozanne & Saatcioglu, 2008; Whyte et al., 1989) to
combine AI Chatbots and manual, expert intervention
in the research process, from identifying the research
gap to writing an academic paper. Drawing on the tenets
of Constructivist Learning Theory (CLT), this paper
adopts an iterative research approach to using
Chatbots guided by manual selection and decision-
making. The paper contributes to discussion on how
Gen-AlI could be integrated into the academic research
process in marketing, while critically reflecting on AI’s
potential and limitations.

The remainder of the paper discusses the results of
our experimental PAR process, where Al-driven
Chatbots guided by human intervention contribute to
a research paper acceptable for peer review. This
includes identifying a research gap, generating an
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outline, reviewing relevant literature, summarizing key
themes, and suggesting theory and research methodol-
ogy and undertaking independent checks and additional
manual research to validate Chatbot-generated outputs.
Finally, the paper reflects on the integration of AI-
assisted and human-led research, discusses the implica-
tions for researchers, and outlines the study’s
limitations.

The origins of Gen-Al, chatbots and applicability to
marketing

Introduced in the 1960s in the form of Chatbots, Gen-
AT can produce various types of content, including
text, imagery, audio, and synthetic data through sim-
ple user-friendly interfaces. Gen-AI mimics human-
like intelligence, such as logical reasoning, learning,
and problem-solving by developing systems based on
user prompts and information online
(Morandin-Ahuerma, 2022). Al can be categorized
based on cognitive capacity and autonomy and uses
machine learning algorithms and technologies to per-
form  autonomously or  semi-autonomously
(Morandin-Ahuerma, 2022).

AT platforms, including Chatbots, enable computers
to perform human-like tasks, including perception,
knowledge representation, reasoning, problem-solving,
and planning, since they can be trained to find, catalog,
order, and synthesize information, then to answer ques-
tions and make decisions using programmed algorithms
(Dobrev, 2022; Dwivedi et al., 2023; Wu et al., 1986).
Chatbots are software applications that substitute for
live human agents and conduct conversations, using
AT to produce dynamic responses to online client enqui-
ries (Jadhav et al., 2022). They are designed to interact
with users using natural language or text, using Al
algorithms based on user input and stored information
to generate the required responses (Yeung et al., 2023).
They can perform repetitive tasks such as search, pat-
tern recognition, data measurement, collection, analysis,
and transformation (Chintalapati & Pandey, 2021; Hair
& Sarstedt, 2021).

Gen-Al can also proxy some dimensions of “quasi”
intelligence or “thinking” through mechanical problem-
solving, decision-making, natural language understand-
ing, review, summary, and learning from data (Hyder
et al., 2023) and content generation (Agnihotri et al.,
2023; McKinsey & Company, 2022). This functionality
creates an illusion of intelligence that is particularly
intriguing for researchers in marketing. M. H. Huang
and Rust (2021) propose three types of Al applied to
marketing practice, namely: (1) mechanical (e.g. data
collection (J. Huang & Tan, 2023; Hyder et al., 2023;

Robledo et al., 2023); (2) thinking (e.g. data analysis and
linking theory to practice); (3) feeling (e.g. raising con-
cerns around identified themes).

With regard to academic research, however, Gen-Al
might productively support collection, analysis, and
linking of theory to practice, but will only ever produce
replicative research and is unlikely to make a novel
contribution to the field. Thus, in the research process,
it is useful to consider two categories of human intelli-
gence instead: (i) those aspects which AI Chatbots can
simulate convincingly; and (ii) those it cannot. Research
aspects that Chatbots cannot simulate convincingly are
associated with higher level cognitive thinking in aca-
demic research, including true innovation, creation,
critical thinking, and review. Chatbots lack the ability
to reason, think, and make decisions rationally, crea-
tively and humanely using both available information,
expertise, and emotion (i.e. “feeling”) (Zhou, 2021).
Further, the application of human intelligence and cog-
nition - i.e. judgment and comprehension - is still
critical to establish the veracity of Gen-Al output.

Goldstein and Papert (1977) contrast the (computa-
tional) “power-based” strategy of intelligence with that
of the “knowledge-based” approach, where “the pro-
blem solver [whether man or machine] must know
explicitly how to use its knowledge” (p. 86). This con-
trast distinguishes information, intelligence, knowledge,
and wisdom - the first being more in the domain of
technology-driven Al and the latter in the human brain.
Indeed, Gen-AlI research requires programming techni-
ques to simulate intelligence and human thought. This
becomes a question of speed, information processing,
and how knowledge is organized through purposeful
and informed selection and decision-making rather
than intelligence per se (Hof, 2021). Thus, at best, Gen-
Al becomes a sophisticated tool in the individual
researcher’s arsenal, rather than replacing the researcher
altogether (Goldstein & Papert, 1977, p. 87).

Despite the rapid adoption of Gen-Al and Chatbots,
critical commentary on AI's integration into the
research process — beyond the mechanical tasks of data
collection, categorization and analysis, social media ana-
lytics and behavioral marketing research - remains lim-
ited (Agnihotri et al., 2023; Hagen et al., 2020; Hair &
Sarstedt, 2021; and for discussion in the medical and
science fields, see: Haq et al., 2023; J. Huang & Tan,
2023). This paper aims to integrate Al-powered
Chatbots into the higher order thinking aspects of aca-
demic research, such as writing an academic paper;
generating a literature review; identifying a research
gap; linking theory to the research topic; and suggesting
research methodology and design. We also examine
whether AI output reflects “feeling” aspects, such as



the implications of AI for academics. Thus, the paper
explores the effectiveness of Chatbots to perform tasks
requiring knowledge, decision-making and actual intel-
ligence, rather than the more mechanical tasks of data
collection, analysis, and modeling (Hair & Sarstedt,
2021).

Al in the academic research process

In academia, concerns that Al may threaten jobs are
balanced by discussion of its potential to improve per-
formance in search, data analysis, and academic writing
(Chui et al., 2023; Dwivedi et al., 2023; Elhajjar, 2024;
Hair & Sarstedt, 2021; Lea, 2020), thus accelerating the
research process and increasing productivity (Robledo
et al., 2023). The efficiency of these tools in processing
datasets at speed has improved methodologies (Hyder
et al., 2023; Robledo et al., 2023), literature review and
hypothesis generation, enhancing the writing process
and creation of academic content (Eke, 2023; J. Huang
& Tan, 2023; Nature, 2023).

Concerns over the use of Al tools in research focus
on the generation of text that blurs the boundaries
between Al-generated and human-generated content
(Dwivedi et al., 2023; Eke, 2023). As Al tools grow
more sophisticated, detecting Al-generated content in
academic writing in the marketing field becomes more
challenging. While some alternatives, such as the Al text
classifier feature of OpenAl, have been available to
distinguish between human and Al-generated text, the
need for more effective detection tools is evident
(Nature, 2023). As Gen-Al continues to evolve, there
are also growing calls for tools that can provide accurate
references, validate their outputs, and ensure the
research integrity (Bhatia, 2023; Deniz, 2023; Eke, 2023).

This debate has fomented questions about academic
honesty and ethical use of Al, centering on its (mis)use
relating to data (Hair & Sarstedt, 2021). The use of Al
tools has generated concerns not only around transpar-
ency and reliability of Al algorithms, but also data
privacy, academic integrity, and authenticity in market-
ing science (Bakiner, 2023; Hair & Sarstedt, 2021). The
lack of a standardized ethical framework or policy for
the use of AI further underscores the need for guidelines
and interdisciplinary collaboration (Bakiner, 2023).

Although AI is redefining human-machine colla-
boration (Deniz, 2023; Robledo et al., 2023), few stu-
dies have explored integration of Al into the research
process for marketing academics (Dwivedi et al.,
2023). Specifically, how AI might contribute to aca-
demic content at a publishable standard, rather than
simply with greater efficiency (Hair & Sarstedt, 2021).
This paper addresses this issue by exploring AI-
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integration into the research process, using iterative
Chatbot prompts and output. We apply CLT theory to
examine collaborative learning involving both
researcher and Al platforms, then to assess the accu-
racy of Al-generated output.

Constructivist learning theory

This paper adopts a CLT lens to understand the steps
to integrate Al into the research process in marketing.
This theory posits that human learning is constructed
as new knowledge and builds upon the foundations of
previous learning (Bada, 2015). The theory was
adopted by AI researchers at the Massachusetts
Institute of Technology (MIT) in the late 1960s as
a concept of learning without being taught (see Hof,
2021). Learning from a constructivist perspective,
therefore, is conceived as a self-regulated process sti-
mulated by practice and the development of concep-
tual structures through reflection and abstraction (or
thinking) (von Glasersfeld, 1995). Thus, application of
current understanding, observance of new experiences
against prior and emerging knowledge and judgment
all feed into new knowledge construction by the lear-
ner. CLT is often associated with education, teaching,
and learning (Bada, 2015; Dewey, 1916; Goldstein &
Papert, 1977; Hein, 1991) rather than research.
However, as CLT emphasizes learning through actively
building upon and acquiring knowledge, it provides
a point of departure for understanding the co-
dependence of AI and humans in the research process.
Further, since learning is a multistage process, Al
could also progress from simple to more complex
structures in the process of building knowledge.
Indeed, Hof (2021) demonstrates a clear link between
Al and cognitive constructivism, where the learner
actively influences the outcome or output of the tech-
nology. She further argues that technologically gener-
ated artifacts are both “objects of knowledge” and
“agents” that can change our idea of what learning is.
Thus, Al-generated output provides not only an
answer but an alternative view of the question that
feeds into subsequent answers through active human
engagement.

Generative Al can also be described as procedural by
“identifying and formalizing pragmatic knowledge,
namely, knowledge of ‘how’ traditional facts are to be
used” typically within a given domain (Goldstein &
Papert, 1977, p. 87). From a constructivist viewpoint,
according to Hein (1991), there is no such thing as
knowledge “out there” independent of the knower, but
only knowledge constructed as we learn. In terms of the
role of Al in constructing knowledge through research
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in marketing, therefore, we might observe AI as the
repository and organizer of such knowledge in our
attempts as academics to learn as we research.

Studies of CLT reinforce the idea that learning comes
from experience, a process of discovery, transformation,
acquiring and ordering information, checking new
information against old, and revising rules when they
no longer apply. The same process is used in academic
research in the marketing field (and other disciplines),
where Al (as medium) and Al-generated output (as
artifact) can complement the intuition and critical
thinking of the researcher (as learner). Thus, Al sup-
ports research as learning or — as Lea (2020) points out -
“also makes mistakes that are ultimately human-derived
in accordance with the designs and instructions it is
given” (p. 335). Thus, the absence of literature on
using Al in the academic research process — particularly
in marketing - speaks to the need for a better under-
standing of how AI and human interaction might
actively construct learning through the research process
(Lévesque et al., 2022; Stokel-Walker, 2023). This paper
addresses this gap by exploring the process of human-
guided and Al-assisted research through a CLT lens.

Materials and methods

This paper employed the Participatory Action Research
(PAR) method (Ozanne & Saatcioglu, 2008; Whyte
et al.,, 2008). PAR is a collaborative, reflective approach
to research that actively involves all stakeholders, in this
case the authors as academic researchers, in every stage
of the research process (Argyris & Schon, 1989). In the
tradition of Lewin, PAR “involves practitioners as both
subjects and col-]researchers” (Argyris & Schon, 1989,
p- 613). Indeed, viewing AI as a disruptive innovation
(Christensen, 2013), PAR is a valid and promising
method to investigate a radical innovation [such as AI]
since it enables us to study what is a “Quantum” phe-
nomenon, rather than a “Classical [Newtonian]” phe-
nomenon (Ottosson, 2003). Further, this paper is the
first to our knowledge that includes a non-human sub-
ject (i.e. the Chatbot) as a PAR stakeholder, i.e. as a co-
researcher — though not an author, as argued by Thorp
(2023) and codified by the Committee on Publication
Ethics (COPE, 2023).!

The research topic, defined as “integrating Al into
the traditional academic research process in marketing,”
emerged through search using Chatbots and collabora-
tive discussion and refinement of the chat queries or
prompts. An important determinant of output

generated by ChatGPT and other GenAl platforms is
how they are prompted. The researchers adopted an
iterative and reflective approach to queries. This
involved multiple “chats”, “prompts” or “queries”
being posed to elicit better responses. The queries in
the results section (and Appendix I) that follows are
those that were deemed the most useful in terms of
relevant output, and in due course were used across all
Chatbots. In addition, we also assigned the role of an
“experienced marketing professor wanting to publish in
top-tier marketing journals” (henceforth, “with role”).
This role was applied at the beginning of conversations
with different Chatbots to assess the impact on output
provided by specific context.

Chatbot-generated output was used to guide the
research topic, key themes in the literature and method.
The authors were responsible for checking outputs for
accuracy, authenticity, and focus on the topic. Table 1
provides an example of the type of manual cross-
checking undertaken between a human-generated
abstract in a research article and a summary generated
by ChatGPT-4, and shows the extent of similarity, pla-
giarization and paraphrasing by the latter. The reitera-
tive, reflective feedback loop of AI-generated responses,
expert search, discussion, opinion based on experience
and manual review of the literature aligns well with
CLT, which emphasizes knowledge construction
through experience and reflection.

Data collection was based on participant
(researcher/author) observation of the process as it
unfolded, and documentation of any tangible arti-
facts at every stage, including Chatbot-generated out-
put (“responses”), manual checks, reviews, decisions
and selections made to advance the search and opti-
mize the relevancy of responses. As responses were
generated, the authors discussed the relevancy of
each section, then individually and independently
checked accuracy through manual literature search
where appropriate, then joint interpretation and
reflection on implications for the AI-generated and
human-guided research process.

This mix of independent and collaborative analysis
ensured that multiple perspectives shaped the under-
standing of the data and research interventions, impli-
cations, and action plans. Documentation of the
process, findings, and reflections at every stage served
as a record and a learning tool for other academics
seeking to assess the efficacy of Al-assisted research
(see Appendix I). PAR ensured a grounded, holistic
understanding of AI's challenges, opportunities, and

'COPE (2023) states: “Al tools cannot meet the requirements for authorship as they cannot take responsibility for the submitted work . . . [and] cannot assert the
presence or absence of conflicts of interest nor manage copyright and license agreements.”



Table 1. Human-generated abstract and Al-generated summary.
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Human-generated abstract
[VIaci¢ et al. (2021)]

Al-generated summary [ChatGPT-4)
- with original (human) text in bold

An increasing amount of research on Intelligent Systems/Artificial
Intelligence (Al) in marketing has shown that Al is capable of mimicking
humans and performing activities in an “intelligent” manner. Considering
the growing interest in Al among marketing researchers and practitioners,
this review seeks to provide an overview of the trajectory of marketing and
Al research fields. Building upon the review of 164 articles published in
Web of Science and Scopus indexed journals, this article develops

a context-specific research agenda. Our study of selected articles by means

of Multiple Correspondence Analysis (MCA) procedure outlines several
research avenues related to the adoption, use, and acceptance of Al

technology in marketing, the role of data protection and ethics, the role of
institutional support for marketing Al, as well as the revolution of the labor

market and marketers’ competencies.

A growing body of research on Intelligent Systems/Artificial Intelligence

(Al) in marketing demonstrates Al's capability to mimic human
behaviors and execute tasks intelligently. The article addresses the
escalating interest in Al among marketing researchers and
practitioners. The authors have reviewed 164 articles from Web of
Science and Scopus indexed journals to provide an overview of the
trajectory of marketing and Al research fields. Through the use of
Multiple Correspondence Analysis (MCA), the article outlines several
research avenues related to the topic.

Total words: 81
Paraphrased words: 27
Plagiarized words: 54

Also included as plagiarized:
(1) “capable of mimicking” (HU) and “capability to mimic” (Al); and
(“reviewed 164 articles ... Web of Science and Scopus indexed journals.”

Some words were changed, e.g “increasing” (HU) to “growing” (Al);
“shown” (HU) to “demonstrates” (Al); “performing” (HU) to “execute” (Al);
and “growing” (HU) to “escalating” (Al); and “by means of” (HU) to
“through the use of” (Al).

Notes: ChatGPT4 summary total words: 81, paraphrased words: 27, plagiarized words: 54. The summary is highly plagiarized (67% “similarity score” cf. Turnitin

or other plagiarism detection software).

implications in academic research, giving authors
agency in the research process, which is associated
with more sustainable, flexible, and contextually rele-
vant interventions or solutions.

Table 2. Comparison of Gen-Al chatbots.

The Gen-Al Chatbots chosen for this study were
ChatGPT-4, Gemini Advanced, Perplexity Pro, and
Claude 3 Opus (see Table 2). These Chatbots are fre-
quently employed by marketing scholars, with trials

Gen-Al
chatbots Developer Key functionality Academic use
ChatGPT-4 OpenAl —Natural language processing. —Supports creative writing, essays, prompts, code writing,
—Generates, edits, and refines creative and technical writing. and question answering.
—Adapts to user writing styles. —Widely used in research, aiding creative and analytical
—Processes 25,000+ words for long-form content and analysis.  tasks.
Gemini Google —Al-powered information retrieval. —Provides personalized and contextually relevant
Advanced —Explores and analyzes large data sets (up to 1,500 pages). information.
—Supports uploads from Google Drive and devices (Docs, PDFs, —Streamlines information retrieval.
etc.). —Enhances research with customized content.
—Processes and visualizes data.
—Edits and runs Python code snippets.
Perplexity OpenAl + —Conversational interface. —Employed for questioning using reliable sources,
Pro Anthropic ~ —Contextual awareness and “learning” over multiple prompts. assisting research analysis.
—Integrates GPT-4, Claude 3, and Sonar (32k based on Llama 3).
—Supports file uploads (PDFs, CSVs, images).
—Explores file contents with advanced Al models like GPT-4
Omni and Claude 3.
Claude 3 Anthropic —Conversational interface. —Brainstorming and analysis, supports complex document
Opus —Automates tasks. processing.

—Plans and executes complex actions across APls and

databases, interactive coding.

—Supports R&D, research reviews, hypothesis generation, drug

discovery.

—Enhances strategy, advanced chart/graph analysis, financials,

market trends, forecasting.

Sources: https://academiascribes.com/blog/claude-vs-chatgpt-academic-writing; https://www.anthropic.com/news/claude-3-family; https://writingmate.ai/
blog/chat-gpt-gemini-claude; https://gemini.google/advanced/?utm_source=help_center; https://www.perplexity.ai/hub/fag/what-is-perplexity-pro; Imran

& Almusharraf, 2024; McKay (2024); Semrl et al., 2023; Taecharungroj, 2023.
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demonstrating functionalities such as text generation,
question-answering, and analysis (Chatlabs, 2024;
McKay, 2024; Semrl et al., 2023). Despite some simila-
rities, each Chatbot has unique features, enabling
exploration of how their different characteristics impact
the research process and results.>

Results - integration of Al into the academic
research process

Appendix I summarizes the most effective chat queries
posed to the Chatbots, their responses, and the manual
checks, selections, decisions and interventions made by
the researchers. The presentation of results follows the
research process and shows prompts with and without
the role of “professor” as context (see Appendix I for
more detail).

Research objective

The authors tasked the Chatbots to “write an academic
article for the Journal of Marketing Theory and Practice
on making a contribution to research in the era of AL”
However, both ChatGPT-4 and Gemini stated they
could not complete the task due to its length and com-
plexity. Nor were they able to find or review the research
on this topic when prompted. ChatGPT-4 provided
a general 12-step guide to getting started, including
topic-specific selection, references and an abstract
focused on ethics, interdisciplinary collaboration and
limitations of Al in the research process. Although not
marketing-oriented, each step was explained through
1-2 subheadings and bullet points, and a full outline
of a typical academic paper was provided. Responses
from Gemini Advanced were similar. Perplexity Pro and
Claude 3 Opus both produced short articles, including
references.

Each Chatbot’s output diverged from the research
objective. ChatGPT-4 and Gemini Advanced focused
on learning, curriculum and education. Perplexity Pro
and Claude 3 Opus focused on marketing research,
consumer behavior, and marketing practice. The inclu-
sion of a “professor” role in the query improved the
academic style, references, and citations, particularly in
Claude 3 Opus and Gemini Advanced’s responses,
which then focused solely on academic research. While
ChatGPT-4 suggested it could provide valuable insights
and streamline the process, also acknowledged AT’s lim-
itations, including contextual understanding, emerging

topics, quality assessment, interdisciplinary considera-
tions, and subjectivity. It emphasized the need for
human expertise, critical thinking, and domain knowl-
edge in identifying research gaps and reviewing relevant
literature. Given these limitations, we chose to decon-
struct our original research objective into smaller sub-
tasks, namely: identifying key themes, drafting
a literature review, articulating a research gap and pro-
posing a research design.

Key themes

Multiple iterations of queries generated outlines struc-
tured by theme. ChatGPT-4 generated 11 themes (each
with bulleted subpoints), of which seven - enhanced
data analysis and insights, text and data mining for
literature reviews, cross-disciplinary collaboration
through Al ethical considerations and bias in research,
skill enhancement and training, ethical use of AI-
generated content, and reproducibility and transpar-
ency - aligned with our research objective. However,
themes relating to teaching, education, and ethics
did not.

Perplexity Pro also reported these less relevant
aspects, but not as key themes. Perplexity Pro drew on
multiple disciplines, providing links to 27 online aca-
demic and non-academic sources that could be verified.
Gemini Advanced produced nine themes all relevant to
academic research with a focus on how to write the
paper. Claude 3 Opus generated the most relevant
themes focused on application and implications of Al
for academic research but did not cite references.

Our manual checking processes and interventions
are also presented in Appendix I. In summary, themed
outlines were accurate and comprehensive, but only
partially relevant and nonspecific to the marketing dis-
cipline. Limitations were brevity of output, lack of focus
on the topic, discipline and provision of references. To
address these issues, we refined our topic from “market-
ing” (practice) to “academic research in marketing” and
shifted our focus to retrieving and reviewing relevant
literature.

Literature search and retrieval

When asked to “Review research on the role of Al in
academic research in the marketing discipline”, all four
Chatbots focused on marketing research and practice,
although Perplexity Pro and Claude 3 Opus included

2While Chatbots such as ChatGPT are known to produce “extrinsic hallucinations” from its parametric memory (Bang et al.,, 2023, p. 2), the authors have
carefully checked references and output to ensure their authenticity, addressing concerns about potentially fabricated references (Bhattacharyya et al., 2023;

Haq et al., 2023).



academic research as well. All except ChatGPT-4 used
references, although Gemini Advanced’s two references
were omitted when the “professor” role was included in
the query. Claude’s review most closely aligned to aca-
demic standards and expectations and included in-text
citations and a reference list. Manual checking revealed
that six citations pre-dating 2020 referenced real
sources, whereas the seventh reference dated 2021 was
fabricated, including a link to an unrelated article on big
data. Clearly, there are some output reliability issues,
particularly with more recent references.

When tasking the Chatbots to find articles on this
topic, they demonstrated limited functionality to
retrieve or find suitable academic references, even with
the professor role. Perplexity Pro and Claude 3 Opus
were able to provide only two academic references each
that were relevant to our research topic. Given the poor
focus of outputs on research objective and topic, manual
intervention was required to retrieve and review rele-
vant literature.

Al platforms

To source relevant articles, we asked “What AI platforms
would I use to undertake a literature review?” The
Chatbots suggested numerous Al-assisted search
engines, databases and platforms for academic literature
retrieval, analysis, and search (see Appendix I), includ-
ing 25 platforms driven by AL’ After trialing the func-
tionally and results of these platforms, we selected those
used by marketing and management colleagues that
were freely available and accessible in full-text format.
Manual search using Elicit, Google Scholar,
ScienceDirect and reference lists within the most rele-
vant articles provided 18 potentially relevant research
outputs, and after manual review we removed four that
were less relevant to our topic.”

Literature review

The authors experienced mixed success when uploading
the research outputs for the Chatbots to review. While
all platforms produced generic summaries on the topic
of AT’s transformational role in research and literature
reviews, only ChatGPT-4 and Claude 3 Opus could
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access the uploaded research outputs. Claude 3 Opus’s
output (with the professor role applied) produced the
most useful output consisting of a full (albeit brief)
literature review structured by relevant themes and
included cited references but no reference list.

ChatGPT-4 identified 10 themes, of which five were
relevant to our research objective, namely: integration
with traditional research practices, quality of Al-assisted
research, bias and objectivity, collaborative research
with AI and the AI feedback loop. A second iteration
of this process generated a 1,000-word literature review
with five relevant themes: AI in academic writing and
research; ethics of AI authorship; AI and literature
reviews; ethical landscape; and Al beyond academia.
Incomplete references (cited by title only) were pro-
vided. A third iteration produced a review of only 500
words and no new themes, nor did inclusion of the
professor role in the chat query improve the output.
ChatGPT-4 did, however, provide a ~ 1 page summary
of each research output, consisting of two generic sen-
tences populated with information from each research
output for each theme, which were used for the manual
cross-checking process. We noted that research meth-
ods were frequently reported incorrectly by ChatGPT-4.
Although Perplexity Pro and Gemini Advanced were
unable to access the uploaded literature, they still gen-
erated a review outline. Uploading articles individually
by copying them into the chat proved very time-
consuming but - after multiple queries - Gemini
Advanced produced a review with similar themes to
earlier responses (see Appendix I).

Research gap

The authors posed multiple iterative queries to reveal
a research gap. Initially, we simply asked the Chatbots:
“can you identify a research gap?,” with regard to Al in
research by marketing academics. They could not, but
gave suggestions as to how AI might help, including
literature review automation, topic modeling, content
analysis, citation analysis, and comparative analysis.
With the professor role applied, ChatGPT-4 generated
a very specific but not very relevant gap. Focus on
marketing, rather than academic research featured in
other Chatbot responses. Gemini Advanced identified

3Semantic Scholar*; Google Scholar; IBM Watson Discovery* (trial only); Science Direct; Microsoft Academic#; CORE; Colwiz (now Wizdom.ai)*; Refinitiv;
Kopernio (now EndnoteClick, subscription)*; ReadCube Papers (now just “Papers”); Research Rabbit;* SciSpace;* Roam Research; Zotero; Google Bard (now
Gemini);* ChatPDF;* Iris.ai, Scopus;* Knowlit [not found by web search]; Meta;* Rax; Scholarcy;* TLDR papers;* Mendeley; Elicit*. Our checks revealed that only
those 13 platforms marked with asterisks were “Al-powered,” whilst those marked with a # utilized machine learning.

“These outputs related to health (46%, n = 6), business and management studies (31%, n = 4), and various other diverse fields. Four were literature reviews
(Bakiner, 2023; Sallam, 2023; Vlacic et al., 2021; Wagner et al., 2022), four were editorials (Bhatia, 2023; Goto & Katanoda, 2023; Lévesque et al., 2022; Polonsky
& Rotman, 2023), and one each of: a review article (J. Huang & Tan, 2023), a letter to the editor (Ide et al., 2023), a technology column (DuBose & Marshall,
2023), and an opinion paper (Rahimi & Abadi, 2023). The remaining two were general research papers (Cotton et al., 2023; Robledo et al., 2023). Furthermore,
Cotton et al. (2023) focused on Al and assessment rather than academic research.
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gaps on education and learning initially, then with the
role applied, marketing practice and ethics. Perplexity
Pro provided links to many credible academic and
online references and resources but defined the research
gap poorly as: “solutions to ethical and legal challenges of
Al in marketing.” Claude 3 Opus’s output was similarly
poorly defined, with a focus on “consumer trust and
engagement.”

Re-posing the query using the 14 uploaded research
outputs (with minor variations if Chatbots could not
access or “read” them), ChatGPT-4 identified poten-
tially relevant gaps: integration with traditional research
practices, effectiveness in diverse academic disciplines,
training and preparedness in academic institutions,
quality of Al-assisted research, ethical implications in
data handling, bias and objectivity, collaborative
research with AI, economic implications, feedback
loop with Al, and the future of academic publishing
with AL A role-based query identified a narrow gap:
“evaluation of Al-contributed content’s impact on the
academic community’s acceptance and credibility,” and
a short outline. These gaps were useful to refine our
research direction, with the gap of “integration of Al
with traditional research practices” being the closest to
our intended purpose.

Without the professor role, Claude 3 Opus’s themes
were poorly focused. However, with the role, Claude 3
Opus generated several gaps based on the uploaded
research outputs. Surprisingly, reiteration of the query
without the uploaded research outputs generated an
extensive list of highly relevant research gaps, relating
to the impact of Al on research quality, Al authorship
contributions, research agendas, publication trends and,
most significantly, “the lack of a comprehensive frame-
work or set of best practices for integrating Al into the
academic research process.”

The query had to be adapted for Gemini Advanced
and Perplexity Pro as they were unable to access external
files. Gemini Advanced, despite not being able to review
the literature, generated several novel research gaps:
“impact of Al on critical thinking and research indepen-
dence” and “disciplinary variation in AI adoption.” With
the role applied but no uploaded research outputs,
Perplexity Pro generated less relevant gaps, but accu-
rately noted a: “lack of empirical studies on the actual
experiences of marketing academics as they integrate Al
into their research processes.”

Theoretical foundation

When prompted, ChatGPT-4 provided rationale and
one-paragraph summaries for each of the following
theories: CLT, Technology Acceptance Model (TAM),

Unified Acceptance and Use of Technology, Diffusion
of innovations, Activity, Cognitive Load, Sociotechnical
Systems and ethical theories in Al. A role-based query
generated just four theories: CLT, TAM, the Theory of
Planned Behavior, and Diffusion of Innovations. With,
and then without the professor role applied, Gemini
Advanced produced 8 - and then 6 - theories, respec-
tively (although two theories were not relevant), with
Activity Theory being the most relevant. Perplexity Pro
and Claude 3 Opus both reported multiple theories, of
which Innovation Diffusion Theory, Situated Learning
Theory and Human-Computer Interaction Theories
(including Activity Theory) aligned closely to our
research topic.

After independent review and consideration, all
authors chose CLT as the theoretical foundation for
the ideas germinating in the paper. ChatGPT-4 defined
CLT as follows, “this theory suggests that learners con-
struct knowledge based on their experiences” (based on
Paiget, 1970, cited in: Hof, 2021). When applied to the
topic of Al in academic research, CLT can be used to
study: “how AI tools can facilitate or hinder the knowl-
edge construction process.” The rationale behind this
choice of theory was that traditional discipline-specific
research and expertise require constructivist learning
over time. However, the extent to which Chatbots either
substituted for or complemented such learning in the
research process was unclear from our literature review.

We then asked the Chatbots to apply CLT to the use
of AI in academic research. ChatGPT-4 provided
a relevant and balanced review, applying principles of
CLT to key themes. It systematically extracted two key
points (of three lines each) from each research output
we had uploaded previously, the first point consisting of
a summary and the second connecting the content of
each output to CLT (although note that CLT did not
feature in any of the 14 research outputs). Gemini
Advance, Perplexity Pro and Claude 3 Opus produced
similarly focused reviews, placing more emphasis on
learning rather than academic research. Claude 3
Opus’s concluding comment was particularly insightful:
“researchers can approach Al as a tool for actively con-
structing knowledge, rather than a replacement for
human expertise.”

After repeating our manual checking process and
additional search on Google Scholar and Elicit.org, we
uploaded five academic research outputs on CLT
(although only one mentioned AI) and reiterated the
query. ChatGPT-4, both with and without the professor
role applied, focused on themes similar to previous
queries, used an academic writing style, and provided
a skeletal frame on which to develop a paper. However,
the limitations of ChatGPT-4’s output became more



apparent through its brevity (only 370-words), lack of
specific references, and use of vague, nonspecific termi-
nology such as “appears/seems to,” “likely focuses,”
“might/may provide/discuss/address/delve into,” etc.
Responses from the other Chatbots were similarly lim-
ited. Gemini Advanced raised questions around themes
rather than responses, Perplexity Pro focused on learn-
ing rather than research, and Claude 3 Opus only
reviewed a single article.

The authors asked the Chatbots to suggest research
gaps based on their prior responses and the literature
reviews they had already generated.” As shown in
Appendix I, responses were repetitive (similar to “data
saturation”). However, Perplexity Pro did generate
some new and relevant gaps that aligned well with our
research objective.

Implications of Al for research by marketing
academics

We then challenged the Chatbots to revisit all 19 pre-
viously uploaded research outputs (Al and CLT) and to
focus on academic research in marketing to identify
research gaps. ChatGPT-4 identified 11 potential
research gaps but, once again, these were focused on
marketing research rather than academic research in
marketing. We asked ChatGPT-4 to rework the litera-
ture review afresh based on the core themes identified in
an earlier chat. This result was much more focused on
our research intent and included the themes of Al and
academic research, academic writing, literature reviews,
research ethics, and diverse academic disciplines.
However, the review was brief at just 285 words and
included only two references. It did, however, provide
a useful list of research gaps incorporating the CLT
perspective worthy of future research. Asking
ChatGPT-4 to “apply CLT to the literature review,”
generated a 404-word summary with the same headings,
using a CLT lens.

Gemini Advanced provided a “how to” guide to
refine the literature review and key themes, but once
again included irrelevant themes related to marketing
research and education generated earlier. Perplexity Pro
generated themes and responses similar to earlier
queries, adding that Artificial General Intelligence
(AGI) “raises questions about future capabilities [i.e
functionality] of AI in human-like domains,” and a new
theme of understanding AI compatibility with human
rationality. Finally, Claude 3 Opus provided novel,
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highly relevant research gaps including: the impact of
Al on marketing research quality, best practices and
ethical guidelines, role and skills of marketing aca-
demics, bridging theory and practice, infrastructure
and support systems to facilitate ethical integration of
Al into marketing scholarship, risks and mitigation
strategies for unintended bias, privacy breaches, misin-
formation, evolution of epistemology, methodology and
impact on the philosophy of science in marketing.

Research methods

All Chatbots suggested a mixed methods design and
provided a variety of research methods suitable for
studying AI in marketing academic research through
the lens of CLT. Multiple options were provided for
data collection, such as in-depth interviews, focus
groups, participant observations, reflective journals,
and artifact/document analysis. ChatGPT-4’s sugges-
tion that, “ ... action research where the researchers
participate in the process of integrating Al tools into
academic research and then reflect on the learning and
knowledge construction that takes place,” aligned well
with this study.

More specifically, Claude 3 Opus suggested, inter
alia, using PAR for data collection and analysis. As
explained by Perplexity Pro: “[t]hese methods support
the constructivist approach by focusing on the active role
of the researcher in learning from Al integration and by
recognizing the influence of social interactions and con-
text on the construction of knowledge.” Responses to our
query of how to conduct PAR echoed the processes used
in this paper, namely: defining the research goal (topic),
participant selection (ourselves), AI tool selection
(Chatbots, search engines), training and onboarding
(to familiarize ourselves with Al tools), research (this
paper), ongoing support (Al queries and author discus-
sions), data collection (literature, artifacts, observations
and collaborative meetings), and data analysis (patterns,
themes and shifts in participants’ understanding, learn-
ing and knowledge construction processes around Al-
generated output/artifacts) as documented in our
results.

Discussion

Employing PAR (Ozanne & Saatcioglu, 2008; Whyte
et al., 1989), specifically from a Quantum phenomenon
perspective (Ottosson, 2003), this paper examines the

®Research gaps identified were: “Developing a comprehensive framework for Al integration in academic research;” “Investigating the impact of Al on
researchers’ learning and knowledge construction processes;” “Exploring the role of scaffolding and support in Al adoption;” “Examining the situated nature
of Al adoption in different research contexts;” “Investigating the strategies for fostering reflective practice and metacognition in Al adoption;” and “Exploring

the collaborative dimensions of Al adoption in academic research.”
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use of Chatbots in the academic research process.
Specifically, we ask if Al-powered Chatbots can be
applied to simulate human intelligence in terms of the
replicative and iterative processes of writing a research
paper (GPT-3 [Generative Pretrained Transformer]
etal., 2022). Chatbot queries are effective for mechanical
(“contextual”) tasks, as noted in our results but not
those  which involve thinking (“intuition”)
(M. H. Huang & Rust, 2022). Indeed, our observation
that the focus and content of Chatbot responses were
not on academic research and suggested a research gap
that the Chatbots had missed. In other words, it was an
example of where human intelligence (or intuition)
could see past the summarized content provided by
the Chatbots.

On the surface, these Chatbots appear to provide the
passive academic researcher with a compliant and com-
prehensively conversant co-researcher in unlimited
topics of discourse (M. H. Huang & Rust, 2022).
However, as Lea (2020) suggests, “Al both allows and
promotes a misguided perception of [the researcher’s]
ability to handle (and eliminate) complexity” (p. 334).
Hence, marketing scholars should not rely on Chatbots
as coauthors (Polonsky & Rotman, 2023; Stokel-Walker,
2023; Thorp, 2023) because their responses contain
substantial plagiarism and inaccuracies (Bhattacharyya
et al,, 2023; Dehouche, 2021): i.e. fragments of text from
the original abstract are not quoted but presented as the
author’s own work (the author being the Chatbot). CLT
suggests that human learners construct knowledge
based on their experiences (Dewey, 1916; Hein, 1991;
Hof, 2021). When applied to using Chatbots in aca-
demic research in the marketing field, we see that if
human intervention through the integration of critical
thinking and reiteration of steps is thorough, Chatbots
can facilitate the knowledge construction process
(Jadhav et al., 2022). Chatbots actively draw on ideas
from different disciplines, methods and theories that the
researcher might not otherwise consider. In this sense,
and used appropriately, Chatbots, even in their current
form, may contribute by providing both building blocks
and processes for academic researchers to develop
further. However, reliance on Chatbot-generated con-
tent without manual checks and balances could easily
undermine the in-depth understanding and critical
thinking advocated by CLT.

Thus, while Chatbots do not actually think, they can
uncover patterns and themes beyond human capabilities,
and prompt researchers to question the resources pro-
vided and biases in outputs. Such deep reflective engage-
ment with the material, guiding and being guided by Al,
has the potential to enhance the researcher’s understand-
ing and lead to more in-depth exploration of the topic.

Al-powered Chatbots in this context can act as
a collaborative catalyst whose responses nudge the
researcher toward deeper engagement. Responses
improved as researchers made more specific queries,
and the Chatbots became more “familiar” with the topic
by building on prior responses. ChatGPT-4, for example,
was able to “remember” the conversation history and
apply what it had “learnt” to new queries. Hence, Al
does not simply provide content but also interacts with
researchers to become a participant in the construction of
knowledge, suggesting constructivist learning by market-
ing academics and practitioners is occurring in the age of
AT (Bhatia, 2023; Rabby et al., 2021).

However, challenges remain. Prior research reveals
that the debate about Al as a contributor to academic
papers is ongoing (e.g. COPE, 2023; Ide et al., 2023;
Polonsky & Rotman, 2023; Stokel-Walker, 2023;
Thorp, 2023). We find Chatbots do not have access to
real-time external databases, limiting direct literature
search functionality and the ability to produce up-to-
date responses. Chatbots need specific and iterative
prompts to gather and synthesize information to tell
the “story” sought by the researcher. Chatbot responses
are concise, providing themes, questions and tips but
lacking in depth and references. They also demonstrate
limitations in handling query complexity. Where
human or Al-selected literature does not address the
research gap identified very closely, or where Al incor-
rectly interprets terminology, key themes become mis-
aligned or irrelevant. Further, as queries became more
complex, nonspecific language such as “appears/seems
to” or “might/may provide” in Chatbot-generated sum-
maries, increased. Application of pre-selected research
outputs and the marketing professor role to queries did
not consistently improve the focus, context and content
of responses. In contrast, Claude 3 Opus and Gemini
Advanced, despite not being able to review our outputs,
generated several novel and relevant research gaps inde-
pendently. Summaries — and subsequent reviews — dis-
play similarities across queries and Chatbots, without
being replicable. Further, despite multiple iterations, the
Al-generated themes and research gaps were often
recurrent rather than novel and failed to be developed
or refined over time.

Echoing the authors’ own sentiments, ChatGPT-4
did highlight limitations of Al-human collaboration,
stating: “questions arise about the quality and depth of
Al-assisted reviews and whether they can capture the
nuances and interconnected themes inherent in human-
led reviews.” Fundamentally, Chatbots lack human-level
expertise to discern and deconstruct important elements
of academic writing, as well as the critical thinking and
domain knowledge essential to identify and address



research gaps, define the scope and nature of key
themes, and bridge gaps in interdisciplinary research.
Although AI has instant recall from a vast and more
reliable source of memory, machine-based simulation of
human intelligence cannot match the complexity of the
human brain’s cognitive processes and ability to think
laterally and to conceptualize. As identified in prior
research (Eke, 2023; Goldstein & Papert, 1977; Hein,
1991; Hof, 2021; J. Huang & Tan, 2023), Al-human
collaboration, or achieving a balance between Al con-
tribution and human intervention, critical thinking and
decision-making is essential to achieving relevant,
authentic and ethical output.

From the constructivist lens, the value of these
Chatbots lies in their functionality to augment the
human cognitive process. Incorporating CLT reframes
the integration of Al into academic research as an evol-
ving landscape of knowledge construction. Researchers,
through their interactions with Al tools, “are not just
passive recipients of technology’s benefits but active con-
structors of knowledge, shaped by their experiences,
reflections, and the dynamic interplay between human
cognition and artificial intelligence” (ChatGPT-4,
June 23). This is important to the research process
because not only does Al “learn,” but so do researchers.
Developing a constructivist feedback loop between the
researcher and Al suggests a potential transformation of
the researcher’s role. The constructivist paradigm views
the researcher as an active learner who is constructing
new knowledge.

By automating certain aspects of the research pro-
cess, Al tools can enable researchers to engage more
deeply with critical thinking and creative synthesis.
Adopting the role of “guide” through use of interpretive
and evaluative skills to assess the relevance and reliabil-
ity of Al-generated outputs is integral to the quality AI-
assisted research process. In other words, expert evalua-
tion of Al-outputs today provides the foundation for
better outputs in the future. Thus, interactions with Al
chatbots enable researchers to: 1) reassess their role; 2)
guide constructivist learning; and 3) gain deeper
insights into the research process.

Implications for researchers in marketing

There are several implications for researchers in mar-
keting that stem from our work. The first implication
relates to using Al for research whilst maintaining the
purity and transparency of academic endeavors. The
potential for AI to mislead or misconstrue marketing
science, whether by algorithmic bias or misguided
selection of material, emphasizes the necessity for
careful oversight and thorough validation of AI-
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driven results (Hair & Sarstedt, 2021). The danger of
Chatbot-automation of tedious, replicative tasks such
as producing summaries, for example, is that it may
lure marketing academics into a false sense of trust in
the ability of the AI to generate useful and accurate
material (Bhattacharyya et al, 2023; Lea, 2020).
Therefore, the onus is increasingly on academic
researchers in the marketing field not just to utilize
AT tools, but also to understand their underpinnings
and potential pitfalls.

The second implication is that the traditional mar-
keting research paradigm - defined by established
methods and protocols - is being transformed from
transactional to relational. Marketing researchers need
to rethink and reframe existing conventions to accom-
modate Al-driven processes and practices (Dwivedi
et al,, 2023). While AI offers efficiency, integrating it
more meaningfully as co-constructor of the research
process will require more than just superficial adapta-
tion of research techniques. For instance, research
designs and methodologies can integrate Al prompts,
theoretical suggestions and Al-assisted data collection
and analysis, whilst researchers ensure outcomes remain
theoretically sound.

Third, editors of academic journals in the marketing
field, as the gatekeepers of quality scholarly work, may
need to revise their expectations of research that seam-
lessly and transparently incorporates Al Clear disclo-
sure of algorithms, methodologies, prompt strategies
and the potential biases therein should be
a prerequisite. This transparency will be crucial to main-
tain trust in Al-driven research and to distinguish
between genuine scholarly contributions and algorith-
mic outputs. Further, we concur that authors must
remain responsible for the content of their manuscript,
including AI contributions (COPE, 2023).

Fourth, with the rapid evolution of AI technologies,
is the need for researchers to undergo training in the use
of AI tools, techniques, and interpretation in the
research process (Christou, 2023). This training is not
only for achieving proficiency but for critical assessment
of their relevance and validity in the context of specific
research objectives. Such skills are vital for marketing
scholars to remain effective and to ensure that the
results derived from Al interventions are both credible
and valuable. Further, while many research outputs
discuss the effectiveness of ChatGPT-4 and other Al
tools in generating content, analyzing data (Hair &
Sarstedt, 2021) or cementing relationships with consu-
mers through digital technologies (Rabby et al., 2021),
the exploration of tools or methodologies to verify the
authenticity and accuracy of such Al-generated content
is urgently needed.
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Theoretical and practical contributions

The contributions of this paper to extant literature are
twofold. First, it develops our understanding of the use,
limitations and potential contribution of AT (specifically
Chatbots) to the steps of building a research idea,
searching for literature, identifying a gap and theory,
and suggesting alternative methodologies. Through
observation of Chatbot-generated artifacts and manual
checking, the paper demonstrates the limited function-
ality of Chatbots at each step. Further, this process
focuses on the relevance of Al to research in the market-
ing discipline rather than to other disciplines.

Second, the paper builds on research and commentary
on the potential opportunities and misuse of Al in the
marketing field (Eke, 2023) by focusing on the integration
of Chatbots into the process of initiating, shaping, analyz-
ing and reviewing research (Hair & Sarstedt, 2021; Hyder
et al, 2023). We find this very much follows
a constructivist learning approach - by both human and
Al contributors. Ultimately, we conclude that there is no
part of the process where Chatbots can independently
proceed, at least in their current form. Evaluation, sum-
mary, decision-making, validation, verification and
expert development of arguments and theories must be
undertaken by the (human) researcher. This confirms
Chatbots as complementary, constructive, even colla-
borative tools in the academic research process in the
marketing field rather than an independent contributor
(or cheat) (DuBose & Marshall, 2023).

Limitations and future research

Including multiple Chatbots aids understanding of the
potential applications and limitations of these Al-
powered assistants in the academic setting. The Chatbots
used in this research are the most recent versions com-
monly used to assist academic writing (Chatlabs, 2024;
McKay, 2024; Semrl et al., 2023), rather than an exhaustive
list. The authors acknowledge that it might be beneficial to
use a wider range of Al-embedded Chatbots or other Al
tools with functions more specifically aligned to the steps
in the research process, particularly as Gen-Al advances.

During the research process, straightforward lan-
guage and the role of professor were used to prompt
conversations with the Chatbots. Although multiple
iterations of queries for each step of the process were
undertaken, we accept that different prompting techni-
ques could also change the Chatbots™ responses. By
investigating the nuances of how individuals interact
with Chatbots and the impact of various prompting
methods, future studies might further optimize the use
of these Al-powered tools in academic research.

The investigations in this paper are by their nature
exploratory and incomplete, as integration of Chatbots
into the research process continues to evolve. The
authors acknowledge that focus on a more mainstream
topic in marketing where more research has been pub-
lished might have resulted in higher quality, more reli-
able responses. Equally, however, we argue that the
marketing discipline needs more research on emerging
issues such as Al and that, despite the proliferation of
online discussion, the Chatbots were still unable to
identify this specific research gap.

Future research might explore mechanisms or tools
that can swiftly authenticate Chatbot-produced content,
ensuring that it aligns with existing and emerging phe-
nomena, factual rather than hallucinated information and
academic literature. Such research agendas would serve to
reinforce the PAR approach, namely evaluating the effec-
tiveness of each action (step) and learning by academics
using Chatbots. As our current paper has demonstrated,
a human-led, iterative approach is critical to ensuring an
exhaustive search, maintaining academic integrity, clari-
fying the research gap, scope and objectives, and ensuring
that feedback loops based on dubious conclusions do not
become self-reinforcing or deterministic (Lea, 2020).

Concluding comments

This research leads us to revise our initial proposition
that Chatbots might completely supplant the research
process led by marketing academics. While Chatbots
offer speed, efficiency and scope, marketing scholars
must ensure the accuracy and relevance of Al-
generated content, as well as refine their own queries
and interventions (Thorp, 2023). Researchers who
adopt a cyclical and critical approach to integrating
Chatbots into the research process will better position
themselves to identify new challenges and topics of
exploration, actionable methodologies and ultimately,
to extend research and theory. From a CLT lens, such
an approach reinforces the learning that occurs in Al-
assisted research endeavors.

Marketing academics stand at a crossroads. The
intersection of AI with marketing research is more
than just a procedural shift but a horizon-broadening
opportunity that spans disciplines, knowledge and
research skills. Chatbot-generated output may reveal
previously uncharted research questions, themes and
topics in the marketing field. Academics need to con-
sider how to integrate Chatbots within traditional mar-
keting research processes, invest in advanced Al
detection tools, and create an environment fostering
ethical awareness to ensure research integrity (Eke,
2023; Hair & Sarstedt, 2021).
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