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Absztrakt

A mesterséges intelligencia megkérddjelezhetetlen intenzitassal terjed, s alapjaiban keretezi at szakmai- és
maganéletiink kiilonb6z6 aspektusait. Az MI-alapu eszkozok hasznalata a marketingkommunikéacio teriiletén is
egyre meghatarozobb, kivalt a digitalis reklamtartalmak eldallitasaban. Jelen tanulmany a technologia eziranyu
alkalmazasanak korlatait torekszik feltarni, azonositva a szakemberek és az MI altal eldallitott grafikus tartalmak
kozotti hatékonysag-kiilonbségeket. Kutatdsunk tovabba kiterjed annak vizsgalatara is, hogy az MI-generalt
digitalis tartalmak milyen hatast gyakorolnak a fogyasztok bizalmara, dontéshozatali folyamataira, illetve végso
soron hogyan tdmogatjak a vallalatok penetracios céljainak elérését az ergonomikus irodaszékek piacan. A kutatas
soran kombinalt modszertant alkalmaztunk, a fogyasztok explicit vizsgalatara egy kérddives felmérés formajaban
keriilt sor, mig az implicit, tudatalatti attitlidok feltarasanak céljaval szemkameras vizsgalatot végeztiink, melyet
egy implicit asszociacids teszttel egészitettiink ki. A neuromarketing-vizsgalat stimulusait egy elére meghatarozott
brief alapjan valos szakemberek (grafikusok) altal eléallitott, illetve az MI altal generalt vizudlis anyagok
jelentették. A kutatas eredményei a fogyasztdi magatartds mélyebb megértésének eldsegitése mellett gyakorlati
iranymutatdsul is szolgalnak a wvallalatok szdmara, s tamogatjdk az MI-alapi marketingkommunikacid
hatékonysaganak novelését, illetve a piaci penetracios célok elérését is.
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Abstract

In the past few years, the world has experienced the intense diffusion of artificial intelligence and its ability to
reshape various aspects of our lives — both on professional and private grounds. The application of Al is becoming
increasingly prominent in the field of marketing communication, particularly in digital advertising and content
creation. This study aims to explore the limitations of such applications by identifying efficiency differences
between graphic content produced by professionals and that generated by Al. Furthermore, our research
investigates the impact of Al-generated digital content on consumer trust and decision-making processes, and
ultimately, how it supports companies in achieving their market penetration objectives within the ergonomic office
chair sector. A mixed-method research design was employed: explicit consumer responses were captured through
a questionnaire-based survey, while implicit, subconscious attitudes were assessed via eye-tracking technology
complemented by an implicit association test. The stimuli used in the neuromarketing investigation comprised
visual materials created either by professional graphic designers or generated by Al, based on a predefined brief.
In addition to contributing to a deeper understanding of consumer behaviour, the findings offer practical guidance
for companies, supporting the enhancement of Al-based marketing communication and the attainment of market
penetration goals.
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