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This year at #IMTC26 in Berlin

[Intro]
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For a later discussion round: Brings Al more or less chaos?

Eveline van Zeeland (Dr.) @ - 2nd + Follow

| Ass. Professor Design & Value Creation | Auteur | Beste Marketi...

18h - Edited - &)

What are the latest trends in the world of marketing? Together with Iris van Hest |
am at the International Marketing Trends Conference in Berlin. Mega fun! And that
at the oldest Business School in the world!

In a world where Al is the biggest chaos maker, the conference is about 'marketing
and chaos'. Basically, a contradiction is forming here. Marketing is often seen as
analytical and structured; Chaos is restless and disruptive.

The chaos implies that routines are changing and strategies need to be redesigned.
But it is precisely in chaos that you can excel, stand out from the crowd. How? | hope

to learn a lot about that in the coming days!

#SciencelsCool #marketing #valuecreation
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Agenda

(Foundations: ABBynthetic dataand research process

CApplication |: Contenanalysis
0Application Il: Qualitative Interviews

CApplication lHIObservations

CApplication 1V: Survey
cXConstruction of synthetic data

(Future development & recommendations
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Augmented Brand Intelligence (ABI): A few theoretical referenc

(1) Robotic: Collaborative Robot§¢Bot$ and HumarRobot
Interaction (e.g.Batnecket al. 2020Keshvarparast et al. 2024).

(2) Autonomous systems (e.g., weapons, cars)h@loop, onthe-loop,
and otthe loop (e.g.Firlej& Taeihagl?2021).

(3) Collaborative Al in Marketing: Huang & Rust (2022)
(4) Augmented Marketing: Marketing 5.0 (Kotler et al. 2021).

(5) Colntelligence (includingd / Sy G I dzNE  @®lallidk (2024 0 2
5 Sf f YbtaD [RO2B).

(6) Augmented Intelligence, e.g., Yau et al. (2021); Hurwitz et al. (202
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ABI: Taxonomy

3. Augmented

1. Al Ignorance 2. Task sharing 4. Autonomous Al

Intelligence
ACent aur o ARnCyborgo
in-the-loo out-the-loo In-the-loop/ out-the-loop
“Ne-ioop P on-the-loop
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Al Acceptance Stages by concept m

£, L e ;\E;‘f‘ 0 R - ¢
Stage 1. Uncanny Stage 2: Fearand | Stage 3: Appropriation Stage 4: Developing
fascination demystification . for self -optimization into an Al professional
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HAHP DIFNIYSNI | &

Hype Cycle for Artificial Intelligence, 2025

Sovereign All '
Multmedal Al
AITRIEM

-

Composite Al

Artificial General Intelligence
Neurosymbatic Al

FinOps for Al

Decision intelligence
World Models

Al Simulation
Embodied Al
Causal Al

EXPECTATIONS

Al Gevernance Platforms

First-Prnciples Al
Maodel Distiftation
; Knowledge Graphs
AHNative Software Cloud Al Services

As of June 2025

Innovation Peak of Infiated Trough of Slopeof Piateau of
Trigger Expectations Disdlusionment Enfightenment Productivity
TIME

Plateau willbe reached: () <Zyrs. O 2-5yrs. @ 5-10yrs. A >10yrs. % Obsolete before plateau

Gartner

Source : Berger (2025).
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However: Al increases the individual performance (as an expe

©
3

o
»

[0}

o
w

©
—

Standardized Quality
o
N

Time Saving (in minutes)
N

o
i
I
1
[
1
1
1
1
I
1
I
1
1
I
I
i
I

0.0 [--1

Source 5 St f Yet aD (RO2b)
Y%,
%
S
%%
%,
(]
X
0
o’x
&.
%
%%
8
%
%,
/4
ps
S
>
X

International Marketing Trends Conference 2026 (Berlin) © Prof. Dr. CarsteBaumgarth(www.cbaumgarth.net)/Dr. Steffen Schmidivw.conce ptm.a)



Our understanding of ABI

Source BaumgarttiSchmidt (2024, 2025)
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(1)
(2)

(3)

(4)

(5)

Al is accepted and integrated into brand work as a-ildgggedteam member

The specifituse casdfor example: brand positioning) and not the properties of
tools form the starting point for augmented brand intelligence.

Brand tasks, systems, and use cases require a meaningful combination of severe

tools from different Al classefcausal, generative, and predictive Al) combined witr
human intelligence and expertise.

Brand managers can only use augmented brand intelligence if theyexésesive
skills and expertis€e.g., mental models, datareativity, critical thinking, and
domain expertisg

Humansare responsiblefor the precise description of the task, the selection of the
most suitable (Al) tvools, thejnput request and th? administration of thevrequired
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Better DecisioAMaking with Hybrid/Co-Intelligence Insights 6.0

Insightsl.0

Classical
Research

L

Insights2.0

Neuro
Research

—
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Insights3.0

SEM
Research

e

—

Insights 4.0

CausalAl &
Automated
Research

1, E—
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Insights 5.0 Insights6.0
Augmented& Hybrid & Ce
Chatbot Intelligence
Research Research
o L ]




ABI for the scientific research process

Synthetic Data

(4a, 4b)

2) Design of an (5a, 5b) Data
(3) Model & empirical collection

Hypotheses study (qualitative,

(qualitative, guantitative)

guantitative)

(6a, 6b) Data (7) Writing
analysis the

(qualitative, scientific

quantitative) paper

(8) Sciencs
commur
nication

(1)

Research

Literature

guestions review
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ABI for the business practice processDbapproach

AUGMENTED INSIGHTS PROCESS

... SYNTHETIC DECISMIAKING

'\ SYNTHETIC DATA | :

! - | pocumen |1

DEFINITION SESIGN | 1 TATION |,
of the | DATA DATA | | ,
(managemeny resé);rt(?ﬁpl an |1 | COLLECTION | ANALYSIS| : (maf;gtgfnenl |
P : DECISION | |
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First Synthetic Data: app. 2.5 years ago

*o AgentGPT X =P - o

< C' & agentgptreworkd.ai w % R O @ (update i)

AgentGPTED

Interested in automating businesses with AI Agents? Apply here >

[ ] GPT-3.5 (3 / 3@ runs)

& Create an agent by adding a name / goal, and hitting deploy! Try our examples below!

ResearchGPT B TravelGPT StudyGPT %

Create a comprehensive report of the Nike Plan a detailed trip to Hawaii. Create a study plan for a History 101 exam about
| company | | world events in the 198es

@ Name PremiumChocolateGPT M

Only describe the core segments of the Swiss chocolate premium brand Lindt & Spriingli. No additional

(%]

HACE - AL T

tasks.
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What is the likely purchase intent for Estimated likely purchase intent using

Asupen (RS T

Introducing

& Vision Pro

Demand
> Wpoia

e
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v @ Simulated MaxDiff Preferences X +

(&) 23 chatgpt.com/c/6963ea74-9518-832f-9b6d-56dfed7cb812 : Zum Aktualisieren neu starten

"
Simulate the preferences like a maxdiff for 1000 representative German S

consumers of Oilive oil regarding the following buying criteria.

100% natural ingredients
Sustainable farming

High-quality ingredients

Healthy content

Fair trade

Delicate taste

Authentic taste

Environmentally friendly packaging
Country of origin

Direct sourcing from the producer
Hand-picked olives

. High-quality ingredients — 14.8%

. 100% natural ingredients — 13.0%

. Sustainable farming — 11.2%

. Healthy content — 9.9%

. Authentic taste — 9.1%

. Country of origin — 9.0%

Direct sourcing from the producer — 7.6%
Hand-picked olives — 6.9%

Fair trade — 6.6%

Environmentally friendly packaging — 6.1%
. Delicate taste - 5.8%

6 PLED

4+ Ask anything 9 °

ChatGPT can make mistakes. OpenAl doesn't use concept m + ai workspace data to train its models.
-1°C [ ] I ] -
Meist klar [ | ] Q Suche " l I o q X 63 x ks @ 11.01.2026
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Synthetic data for (brand) research

Qualitative Quantitative
research research
_____________ SREEEEEEEEEE
litativ nten . .
(ignutzr\t/?;we Xr?altisits Observations Experiment Survey

s

are artificial data (here Algenerated) that
(try to) mimic realworld data patterns

—

Synthetic data

International Marketing Trends Conference 2026 (Berlin)
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Selected Applications

Science Practice

Brand Collage analys

Content Analysi¢c (Ethnographic study) Saraliall Vier T Renien

Qualitative Interviews Scale development In-depth Interviews

Mental &

Observation Predictive Eye Trackir Facial Emotion Codin

Surveys & Experiment Replications Brand Up Lift Study
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Quick check: Does Al knows a lot about your own already?

G/ Fy @2dz ISYSNI OGS |y
think I look like based on our entire chat
history? Make it photo realistic and be
honest with the image. The image
should be a best guess based on our chat
history, have some fun with it! Do not
ask me to upload a photo. Once the
Image has been generated please
Include a detailed breakdown of your
0 K2dAaAKI LINRPOSaa I yR

International Marketing Trends Conference 2026 (Berlin) © Prof. Dr. CarsteBaumgarth(www.cbaumgarth.net)/Dr. Steffen Schmidivw.conce ptm.a)



Quick check: Does Al knows a lot about your own already?

—o chatgpt.com

& ChatGPT 5.2 v &, Share
© Please describe my personality
Q
<) From the way you write here, your personality comes across as:
e Direct and efficient — you get to the point quickly (“Please describe...”), without extra context or filler.
¢ Curious / self-reflective — you're open to hearing an external read on who you are.
¢ Calm and confident — the request is simple and self-assured, not tentative.
e Pragmatic — you seem to prefer useful output over a long conversation to get there.
If you want, | can also describe you in a few different styles (e.g., professional profile, friend’s perspective, Big
Five traits, or strengths + blind spots).
Q0P IO
N2
o0
ik + Ask anything ) o
\ 4
ChatGPT can make mistakes. OpenAl doesn’'t use concept m + ai workspace data to train its models. v
W I odi 09:22
arnung vor == @ Suche i | H T 4 Q p 51 el E;E;" B ) @ s

In Kraft



Quick check: Does Al knows a lot about your own already?

25 chatgpt.com

' 3
& ChatGPT 5.2 v/ 2, Share
&
Q Please describe my personality in more detail -
<)
Absolutely — based on how you communicate here (and with the caveat that I'm working from limited data),
here’s a more detailed personality read.
Overall vibe
You come across as someone who's self-possessed, clear-headed, and intentional. You don't seem
interested in performing or overexplaining — you want signal over noise.
1) Communication style
Direct + minimalistic 0
¢ You ask for what you want cleanly, without padding.
22 :
: + Ask anything )
4
ChatGPT can make mistakes. OpenAl doesn’'t use concept m + ai workspace data to train its models. v

Warnung vor GI... [ )l ] ==} Y @l = DEU 4 09:22
In Kraft mm Q Suche - M x » Q9 Pk ﬂ‘ e A sl s U Es



R

=)

5 »mel!t‘l >xcumo| Request

o—
-0

ChatGPT 5.2 v

Warnung vor Gl...

In Kraft

chatgpt.com

Image created - Modern portrait with calm expression

[q] 2
+ Ask anything

Q Suche

ChatGPT can make mistakes. OpenAl doesn't use concept m + ai workspace data to train its models.

X

]
w

A o~ DEU
~® 5G

ck: Does Al knows a lot about your own already?

A
1, Share
09:23
4,
He ) @ )00 0006



SHORT HUMAR-HUMAN SURVEY ABOUT YOUR EXPER

A v

2 K2 dza S |l L 0ST2NB [/ KI{iDt ¢

Who usesAl weekly?
Who usesAl daily?
Who uses Al In science?
Who uses Al in business practice?

Who pays for Al use out of pocket?
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WARM UP: ASK CHATGPT THE FOLLOWING QUES

Please describe my personality.

Please describe my personality in more detalil

| NBIFU0S | adeéetAl SR al y2yey?2d:
regarding my personality depending on your analysis
above.

LT &2dz R2Yy QU KI @S 2NJ dzaS [/ KI ¢
your favourite LLM (or setup your ChatGPT finally).
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FURTHER SETUP

Access the following Google Drive Folder via this URL.:
http://bit.ly/3LLRrK9
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Agenda

(Foundations: ABEynthetic dataand research process

WApplication |: Contendinalysis

WApplication Il: Qualitative Interviews

WApplication llIObservations

WApplication IV: Survey
wConstruction of synthetic data

(Future development & recommendations
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Opening example: Ethnographlc anaIyS|s of (my) offlce shel

EEMARENTAG2 ]|

R AWAD

o
EEEEE

w Which elements are particularly
striking inthe image,and what
significance do these symbols have
(semiotic analysis)?

w What does this say about the perso
(psychographic and demographic
characteristics)?

w Which products and brands could bd¥
of particular interest to this person? |l ¥
What is their purchasing behavior |
like?

Source: inspired by Prof. Dr. M. David Rice (Schulich School of Business).
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Opening example: Ethnographic analysis of (my) office shel

You are a qualitative market researcher with strong expertise in
semiotics and customer insights. If you analyze the uploaded office
shelf, what can you infer about the person's work style?

What is this person's psychographic profile (lifestyles, interests,
values, attitudes, and personality traits)?

What products or services might be of interest to this person?

Source: inspired by Prof. Dr. M. David Rice (Schulich School of Business).
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NA T S\ O :

1. Upload the photo of the office shelf in an LLM (e.g.,

ChatGPT)
2. Use the three prompts:
- Semiotics
- Psychographic profile
- Consumption (products and services)

http://bit.ly/3LLRrK9
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Analysis of collages: AfBased Brand Research

Openness of the art creation process

low

high

Dimensionality of the artwork

2-D
Collage Psychodrawing
(Illek 2011; Costa et al. 2003) (Grant 2006)
- *| smell: birch,
A tropical
(Ll of fruits,
- dl eucalyptus
Sound:
Water, forest
3-D

LEGO Serious Play (LSP)
(Kristiansen/Rasmusen 2014)

Multi Sensory Sculpting (MSS)
(von Wallpach/Kreuzer 2013)

T

SourceBaumgartliYildiz (2016).

International Marketing Trends Conference 2026 (Berlin)
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Brand collages ofdidas

RE—

Grofstadt;
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Brand collages ofAdidas

GeneridRTF prompt

You are a brand researcher. Please analyze the uploaded brand
collages. Compare the nine collages in a table and summarize the
main similarities and differences of the nine collages. Describe the
overall image of the brand (all nine brand collages are based on one
brand).

International Marketing Trends Conference 2026 (Berlin)

1. Comparative analysis of the nine collages

Table: Comparison of the nine brand collages

Collage

1

Dominant Theme

Urban lifestyle & fashion

Performance &
overcoming limits

Professional football &

success

Nature, freedom &
balance

Human values & life
stages

Speed & competition

Everyday sport & casual
activity

Urban identity &
diversity

Style, attitude &
masculinity

© Prof. Dr. CarsteBaumgarth(www.cbaumgarth.net)/Dr. Steffen Schmidivw.conce ptm.a)

Sport vs. Lifestyle

Lifestyle-heavy

Strongly sport-driven

Sport-dominant

Balanced

Lifestyle with sport

context

Sport-dominant

Balanced

Lifestyle-heavy

Lifestyle-dominant

Emotional Tone

Cool, stylish,

individualistic

Determined, energetic

Serious, ambitious

Calm, reflective

Emotional, warm

Fast, focused, driven

Relaxed, accessible

Confident, proud

Confident, aspirational

Social Focus

Individual

Individual

Team

Individual

Community & family

Individual

Individual

Society & culture

Individual & group

Brand Codes &
Symbols

Fashion items,
grooming, city
references

Running, cycling,
stadiums, city runs

Football kits, trophies,
elite athletes

Sea, waves, outdoor
movement

Health, childhood, care,
togetherness

Running, jumping,
slogans, "speed”

Urban running, food,
casual sport

Berlin, money, stadium,
fashion

Fashion, icons, mixed
sports

Distinctive Accent

Fashion-first, self-
expression

“Push yourself” mindset

Elite performance & winning

Sport as mental reset

Sport embedded in life

Velocity & self-improvement

Sport as routine

City as brand habitat

Attitude > discipline




Mental models (MM): Brand personality

Aaker Brand Personality approach

Brand Personality
Sincerity Excitement Competence Sophistication Ruggedness
Down to Earth Daring Reliable
Honest Spirited iriteipent Upperclass Outdoorsy
Wholesome Imaginative Saccetid Charming Tough
Cheerful Up-to-Date
Brand Gender approach
>
Feminine Brand Personality Masculine Brand Personality é
Express tender feelings Adventurous £
. Fragile Aggressive E
S Graceful Brave 5
2 Sensitive Daring g
Q . >
E: Sweet Dominant 2
3 Tender Sturdy
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Brand collages oAdidas MM-Prompt

Do you know the brand gender approach by Grohmann (2009)? If

yes, explain me the core idea.

International Marketing Trends Conference 2026 (Berlin)

Yes. The brand gender approach by Bianca Grohmann (2009) is a well-established concept in brand

personality research. Here is the core idea, distilled and structured.

Core Idea of Grohmann's Brand Gender Approach (2009)

Grohmann argues that brands can be perceived as having a gendered personality, independent of the
biological sex of their users. This perceived brand gender influences how consumers relate to brands,

evaluate them, and choose between them.
Crucially, brand gender is not binary. A brand can be:

« high in masculine traits,
« high in feminine traits,
+ high in both (androgynous),

« orlow in both (undifferentiated).

Masculine vs. Feminine Brand Personality

Grohmann operationalizes brand gender using two independent dimensions:

1. Masculine Brand Personality
Associated with traits such as:

+ Dominant

» Aggressive

* Strong

* Competitive

*  Assertive

+ Independent

These traits emphasize agency, performance, control, and achievement.

2. Feminine Brand Personality
Associated with traits such as:

+  Warm

* Caring

» Tender

* Sensitive

» Compassionate

+ Gentle

These traits emphasize communion, relationships, care, and emotional closeness.

ﬁ A brand can score high or low on each dimension independently.

© Prof. Dr. CarsteBaumgarth(www.cbaumgarth.net)/Dr. Steffen Schmidivw.conce ptm.a)




Brand collages oAdidas MM-Prompt

2. Comparative table: Nine brand collages

Dominant Brand Personality Brand Gender Profile
Collage Traits (Aaker) Secondary Traits (Grohmann) Interpretation of Gender Coding
1 Excitement, Sophistication Sincerity Feminine 1 [ Masculine Lifestyle-oriented, fashion-led,
+ emotional and aesthetic emphasis
2 Competence, Ruggedness Excitement Masculine T1 [ Performance, discipline, strength,
Feminine physical endurance
-
You are a brand researcher. Please analyze the nine uploaded brand _ .
Competence Ruggedness Masculine T [ Pure athletic authority,
H Feminine 44 fessionali i
collages. Use for the analysis of the brand collages only the brand eminine professionaam, seriousness
- H 4 Ruggedness, Excitement Competence Masculine T1 Adventure, risk, toughness, physical
personality approach by Jennifer Aaker (1997)and the brand gender ggedness, ? culne 11 sk toughness, Py
Feminine challenge
* ¥ .
ﬂ"lDd'El by Blanca Grnhmann {znﬂg}' cumpare thE nine cnllages In 4 5 Sincerity, Excitement Competence Feminine 1 [ Masculine Health, balance, well-being, social
] harmony
table.
6 Excitement Sophistication Masculine T / Feminine Speed, dynamism, energy without
- aggression
7 Competence, Sincerity Excitement Balanced (Masculine = / Reliability, everyday sport,
Feminine =) inclusiveness
8 Sophistication, Excitement Sincerity Feminine ™1 / Style, elegance, self-expression,
Masculine & lifestyle sport
9 Ruggedness, Competence Excitement Masculine T [ Competitive sport, physical
Feminine dominance, toughness
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Hands on: Analysis of brand collages

Upload the nine collages of the
Ad id aS [ Strategist Translator Scientist Alchemist Guide Seek‘er eqenainer ;:Ol .

Confidence Analyse Brilliance Evolving Momentum Adventure Stimulatior Carefre 5
. 3
nalyze tne nine collages a :
. SAGE MAGICIAN EXPLORER JESTER ‘g
Wisdom Amazement Freedom Fun 3
- ]
simple RTF prompt ‘
D,
. 3
Shaman Detective Engineel Visionary Futurist Dare Devil Shapeshift Provocat i
I L] Mastery Answers Ingenuity Pioneerin g Advancement Extrem Unexpected Shock
3. Conduct a content ana YSIS by
Ruler Judg Reform Gambler Athlet Liberat Matchmak Hedonist
- th b d h t Superiority Tradi Redefi Risk-taker Performance Empowerment Complement Desire
SOVEREIGN REBEL HERO LOVER
approach (Mark & Pearson 2001) o
= Parriarch Ambassador Activist Maverick Warrior Rescuer Companion Romantic
- ‘ h e C k If th e L L M k n OW S 't h e Pride Admiration Championing Influencer Destruction Superpowers Attention Adoration
]
Regular Folk Advocate Idealist Dreamer Creative Storyteller Caregiver Healer
b r a n d a r C h e ty p e a p p r O a C h Conformity Participation Contentment Fantasy Originality Truth Compassionate Wholeness

CITIZEN INNOCENT ARTIST GUARDIAN

- Analyze the data by using a MM = =
Creator Networker Muse Child Designer Entrepreneur Angel Samaritan
p rO I I l p Vitality Expansion Encouragement Amusement t Curiosity Novelty Doing Good Hope

http://bit.ly/3LLRrK9

Source Merlo et al. (2023).
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Social Media Reviews

ufthansa-World.htm|

%1 automatisenes speicnern (@) D~ Qv 5 Outscraper-20241009223910x07 v O suchen

Datei  Start  Einfiigen Seitenlayout ~ Formeln  Daten  Uberpriifen  Ansicht ~ Automatisieren  Hilfe 11 Kommentare

X -
E"‘D . Calibri Google [MoteTal X+
Einfagen " F

notebooklm.google
Zwischenablage

@ Airline_Review 14 28 tXOTZw: X +

c 25 notebooklm.google.com/notebook/db87a1a8-c503-47cb-b507-788e92365¢ce3?_gl=1*170ae5p*_up*MQ.* ga*MTAx.. [ & ¢ " O3

Fluggesellschaftserfahrungen: Probleme und Kritik

FlugunregelmaBigkeiten >
Gepéackprobleme >
Schlechter Kundenservice >
Zustand Flugzeug/Komfort <
Fluggeselischaftserfahrungen Schwierige Sitzverstellung
Service an Bord (verschlechtert) .
Enge Sitze
Probleme bei Buchung/Umbuchung >

Generate SWISS International Airlines Seltsame Sicherheitsgurte
Bereit  ¥7 Barrierefreineit: Kein) Handgepéckkontrolle (ineffizient) -

Positive Erfahrungen (seiten) >

Downgrade von Business auf Economy (ohne Entschadigung) >

Iy Guter Inhalt R Schlechter Inhalt
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Hands on: Analysis of brand collages

Downloadthe Excelfile regardingthe socialmediamediareview of the
famousw | Y FD®MtE in LA.

Uploadit to NotebookLM
https:// notebooklm.google.com

Create instantnsightsregarding
Audiooverview videooverview, mind map, infographicetc. (vyw)

'!‘i'!'

Access the following Google Drive Folder via this UR 1;;&.,., i
http://bit.ly/3LLRrK9 ey
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Agenda

(Foundations: ABBynthetic dataand research process

CApplication |: Contenanalysis
0Application Il: Qualitative Interviews
CApplication llIObservations
CApplication 1V: Survey

cXConstruction of synthetic data

(Future development & recommendations
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Scale Development

Scale Development
(qualitative research)

Scale purification and
evaluation
(quantitative research l

—

|

SourceChruchill(1979).

Mental model
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