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This year at #IMTC26 in Berlin



International Marketing Trends Conference 2026 (Berlin) © Prof. Dr. Carsten Baumgarth (www.cbaumgarth.net)/Dr. Steffen Schmidt (www.conceptm.ai)

For a later discussion round: Brings AI more or less chaos? 
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Agenda

• Foundations: ABI, Synthetic data, and research process

• Application I: Content analysis

• Application II: Qualitative Interviews

• Application III: Observations

• Application IV: Survey

• Construction of synthetic data

• Future development  & recommendations
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(1) Robotic: Collaborative Robots (CoBots) and Human-Robot-
Interaction (e.g., Batneck et al. 2020; Keshvarparast et al. 2024).

(2) Autonomous systems (e.g., weapons, cars): in-the-loop, on-the- loop, 
and of-the loop (e.g., Firlej & Taeihagh 2021).

(3) Collaborative AI in Marketing: Huang & Rust (2022)

(4) Augmented Marketing: Marketing 5.0 (Kotler et al. 2021).

(5) Co-Intelligence (including: “Centaur” vs. “Cyborg”): Mollick (2024), 
Dell‘Acqua et al. (2023).

(6) Augmented Intelligence, e.g., Yau et al. (2021); Hurwitz et al. (2021).

Augmented Brand Intelligence (ABI): A few theoretical references 
points ...
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HI HI HIAI AIAI

1. AI Ignorance 2. Task sharing
3. Augmented 

Intelligence
4. Autonomous AI

in-the-loop out-the-loop
in-the-loop/
on-the-loop

out-the-loop

“Centaur” “Cyborg”

ABI: Taxonomy
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AI Acceptance Stages by concept m

Stage 2: Fear and 

demystification

Stage 1: Uncanny

fascination

Stage 3: Appropriation 

for self-optimization

Stage 4: Developing 

into an AI professional



International Marketing Trends Conference 2026 (Berlin) © Prof. Dr. Carsten Baumgarth (www.cbaumgarth.net)/Dr. Steffen Schmidt (www.conceptm.ai)

2025 Gartner Hype Cycle: “Don’t cry”
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However: AI increases the individual performance (as an expert) 
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(1) AI is accepted and integrated into brand work as a fully-fledged team member.

(2) The specific use case (for example: brand positioning) and not the properties of 
tools form the starting point for augmented brand intelligence.

(3) Brand tasks, systems, and use cases require a meaningful combination of several 
tools from different AI classes (causal, generative, and predictive AI) combined with 
human intelligence and expertise.

(4) Brand managers can only use augmented brand intelligence if they have extensive 
skills and expertise (e.g., mental models, data, creativity, critical thinking, and 
domain expertise).

(5) Humans are responsible for the precise description of the task, the selection of the 
most suitable (AI) tools, the input request and the administration of the required 
data, and the interpretation and critical reflection of the AI results (“in-the-loop”).
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Our understanding of ABI
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Better Decision-Making with Hybrid-/Co-Intelligence Insights 6.0

Insights 3.0

SEM
Research

Insights 4.0

Causal AI & 
Automated

Research

Insights 5.0

Augmented & 
Chatbot

Research

Insights 2.0

Neuro
Research

Insights 1.0

Classical
Research

30%

70%

40%
50%

60%

80%

Insights 6.0

Hybrid & Co-
Intelligence

Research
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(1) 
Research 
questions

(2) 
Literature 

review

(3) Model & 
Hypotheses

(4a, 4b) 
Design of an 

empirical 
study 

(qualitative, 
quantitative)

(5a, 5b) Data 
collection 

(qualitative, 
quantitative)

(6a, 6b) Data 
analysis 

(qualitative, 
quantitative)

(7) Writing 
the 

scientific 
paper

(8) Science 
commu-
nication

ABI for the scientific research process

Synthetic Data
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ABI for the business practice process: 5-D approach

DEFINITION
of the

(management)
problem

DATA 
COLLECTION 

DESIGN 
of the

research plan

DATA 
ANALYSIS

DOCUMEN-
TATION
for the

(management)
DECISION

SYNTHETIC DATA

SYNTHETIC DECISION-MAKING

AUGMENTED INSIGHTS PROCESS
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First Synthetic Data: app. 2.5 years ago
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First Synthetic Data: app. 2.5 years ago
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First Synthetic Data: app. 2.5 years ago
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Synthetic data for (brand) research

Qualitative 
research

Quantitative 
research

Observations
Qualitative
interview

Content 
Analysis

Synthetic data 
are artificial data (here AI-generated) that 

(try to) mimic real-world data patterns

Experiment Survey
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Selected Applications

Science Practice

Content Analysis (Ethnographic study)
Brand Collage analysis
Social Media Reviews

Qualitative Interviews Scale development In-depth Interviews

Observation Predictive Eye Tracking
Mental & 

Facial Emotion Coding

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

“Can you generate an image what you 
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 
thought process and information used.”
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Quick check: Does AI knows a lot about your own already?
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Quick check: Does AI knows a lot about your own already?
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SHORT HUMAN-2-HUMAN SURVEY ABOUT YOUR EXPERIENCE

Who used AI before ChatGPT’s public launch?

Who uses AI weekly?

Who uses AI daily?

Who uses AI in science?

Who uses AI in business practice?

Who pays for AI use out of pocket?
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WARM UP: ASK CHATGPT THE FOLLOWING QUESTION

Please describe my personality.

Please describe my personality in more detail

Create a stylized “anonymous” portrait of myself 
regarding my personality depending on your analysis 

above.

If you don’t have or use ChatGPT: Apply the questions to 
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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• Which elements are particularly 
striking in the image, and what 
significance do these symbols have 
(semiotic analysis)?

• What does this say about the person 
(psychographic and demographic 
characteristics)?

• Which products and brands could be 
of particular interest to this person? 
What is their purchasing behavior 
like?
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Opening example: Ethnographic analysis of (my) office shelf
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Opening example: Ethnographic analysis of (my) office shelf
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Hands on: Analyze Carsten’s personality

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)

10 Min
IN

 A
C

T
IO

N

Access the following Google Drive Folder via this URL:
http://bit.ly/3LLRrK9
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Analysis of collages: Art-Based Brand Research
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Brand collages of Adidas
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Generic RTF prompt

Brand collages of Adidas
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Mental models (MM): Brand personality
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Brand collages of Adidas: MM-Prompt



International Marketing Trends Conference 2026 (Berlin) © Prof. Dr. Carsten Baumgarth (www.cbaumgarth.net)/Dr. Steffen Schmidt (www.conceptm.ai)

Brand collages of Adidas: MM-Prompt
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Hands on: Analysis of brand collages
10 Min

IN
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C
T
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N

1. Upload the nine collages of the 
Adidas.

2. Analyze the nine collages by a 
simple RTF prompt.

3. Conduct a content analysis by 
using the brand archetype 
approach (Mark & Pearson 2001)

- Check, if the LLM knows the 
brand archetype approach

- Analyze the data by using a MM-
RTF prompt
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Access the following Google Drive Folder via this URL:
http://bit.ly/3LLRrK9
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Social Media Reviews
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Hands on: Analysis of brand collages
10 Min
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Download the Excel file regarding the social media media review of the
famous Randy’s Donuts in LA.

Upload it to NotebookLM:
https://notebooklm.google.com

Create instant insights regarding:
Audio overview, video overview, mind map, infographic etc. (wyw)

Access the following Google Drive Folder via this URL:
http://bit.ly/3LLRrK9
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Scale Development
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Scale Development
(qualitative research)

Scale purification and 
evaluation

(quantitative research)

Mental model
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Scale Development: Example ”Conscientious brand”  
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Scale Development: Example ”Conscientious brand”  

Dimension Factor / Attribute Description Example Brand

1. Belief System

(Transformative purpose & 
guiding beliefs)

Organisational

Openness

Transparency in communication and 

willingness to engage with diverse 
stakeholders.

Patagonia – openly shares 

supply chain and 
sustainability data.

Stakeholder Fairness
Commitment to treating all stakeholder 

groups (employees, suppliers, customers, 
communities) equitably.

Ben & Jerry’s – advocates for 

social justice and fair trade.

Temporal 

Responsibility

Long-term orientation, ensuring today’s 

decisions consider future generations.

Interface (carpet 

manufacturer with “Climate 
Take Back” initiative).

Transformative 

Purpose

Clear higher-order mission beyond profit, 

aimed at societal transformation.

Tesla – mission to accelerate 

the world’s transition to 
sustainable energy.

2. Transformative Practices

(Economic, environmental, 
and social transformation)

Moral Integrity
Ethical consistency between what the 

brand promises and how it behaves in 
practice.

The Body Shop – long history 

of cruelty-free products and 
ethical sourcing.

3. Impact Measures (System 

of KPIs)

Measures of Social & 

Environmental Impact

Systematic tracking and reporting of 

ecological footprint, diversity, and social 
progress.

Unilever – publishes annual 

Sustainable Living Plan with 
impact data.

Independent 

Certifications

External validation of conscientious 

practices (e.g., B Corp, Fair Trade, ISO).

Allbirds – certified B Corp 

with transparent impact 
reporting.
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Scale Development: Example ”Conscientious brand”  

Dimension 1: Organisational Openness
1.We openly share relevant information with our stakeholders.
2.We actively invite feedback and dialogue from stakeholders.
3.We communicate transparently about both successes and failures.
4.We are receptive to diverse perspectives when making decisions.
5.We ensure that our internal and external communication is consistent and truthful.

Dimension 2: Stakeholder Fairness
1.We treat all stakeholder groups with equal respect and fairness.
2.We prioritize the well-being of employees, suppliers, customers, and communities equally.
3.We avoid practices that exploit or disadvantage stakeholders.
4.We engage in fair negotiations with partners and suppliers.
5.We make decisions that balance different stakeholder interests fairly.

Dimension 3: Temporal Responsibility
1.We consider the long-term effects of our decisions.
2.We invest in initiatives that create benefits for future generations.
3.We deliberately avoid short-term gains that could harm long-term sustainability.
4.We plan our strategies with a multi-generational perspective in mind.
5.We strive to leave a positive legacy for society and the environment.

Dimension 4: Transformative Purpose
1.We have a clear higher-order mission beyond financial profit.
2.We pursue goals that contribute to positive societal change.
3.We regularly communicate our transformative purpose internally and externally.
4.We align our strategies with our broader mission to create shared value.
5.We inspire our employees and stakeholders with a clear sense of purpose.

Dimension 5: Moral Integrity
1.We act consistently with our stated values.
2.We ensure that our business practices match our promises.
3.We uphold high ethical standards in all operations.
4.We avoid compromises that would undermine our moral principles.
5.We are committed to acting responsibly even when it is not profitable.

Dimension 6: Measures of Social & Environmental Impact
1.We systematically track our environmental footprint.
2.We measure our contribution to social progress (e.g., diversity, inclusion).
3.We publish our social and environmental performance regularly.
4.We use clear and reliable metrics to evaluate our impact.
5.We continuously improve based on the results of our impact measures.

Dimension 7: Independent Certifications
1.We actively pursue independent certifications to validate our practices.
2.We maintain compliance with recognized international sustainability standards.
3.We see third-party certifications as important signals of credibility.
4.We regularly seek external audits to verify our practices.
5.We integrate certification requirements into our daily operations.
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Scale Development: Example ”Conscientious brand”  
Organisational Openness

1. We openly communicate relevant information to our stakeholders.

2. We invite and consider feedback from diverse stakeholder groups.

3. We ensure consistency and transparency in our communication.

Stakeholder Fairness

1. We treat all stakeholder groups with equal respect and fairness.

2. We balance the interests of employees, suppliers, customers, and communities.

3. We avoid practices that exploit or disadvantage stakeholders.

Temporal Responsibility

1. We consider the long-term consequences of our decisions.

2. We invest in initiatives that benefit future generations.

3. We avoid short-term gains that could harm long-term sustainability.

Transformative Purpose

1. We have a clear mission that goes beyond financial profit.

2. We align our strategies with a broader purpose to create shared value.

3. We inspire employees and stakeholders with our transformative purpose.

5. Moral Integrity

1. We act consistently with our stated values.

2. We uphold high ethical standards in all operations.

3. We are committed to acting responsibly even when it is not profitable.

6. Measures of Social & Environmental Impact

1. We systematically track our environmental and social performance.

2. We publish reliable data on our social and environmental impact.

3. We use clear metrics to improve our performance continuously.

7. Independent Certifications

1. We actively pursue independent certifications to validate our practices.

2. We comply with recognized international sustainability standards.

3. We seek external audits to verify our conscientious practices.
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Scale Development: Example ”Conscientious brand”  
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Scale Development: Example ”Conscientious brand”  

Further information about AI-based scale development: 
Russell-Lasalandra et al (2024); Hoffmann et al. (2024).
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Expert & In-depth Interviews
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Expert & In-depth Interviews
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Expert & In-depth Interviews
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Expert & In-depth Interviews
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Expert & In-depth Interviews
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Expert & In-depth Interviews

AI RESEARCH DIRECTOR

AI MODERATOR AI CONSUMER(S)
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Expert & In-depth Interviews

Step 3: Conducting

100 synthetic AI interviews

in 60 minutes
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Expert & In-depth Interviews

Presence (82)

• The car is shot close-up 

with clear visible details

• It takes up a large part 

of the display and 

avoids distractions

• Gaze fixations 

(heatmap) mostly land 

on the car—not the 

back-ground

Suburban Family 

Style (85)

• Neutral colours 
and chrome

• Strong sense 

of practicality, 
reward, and 
suburban 

lifestyle
• Visuals reflect 

a balanced mix 

of space, 
function, and 
success

Aggressiveness (78)

• Bold grille, angular headlights, and 

low-angle shot add power
• Car looks dominant and confident 
• Presence is strong, but not overly 

intimidating

Spaciousness (72)

• Tall height and large ground 

clearance indicate spaciousness
• However rear end and flank not 

clearly visible –Size of passenger 

space not readable
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Expert & In-depth Interviews

Optimization for more spaciousness
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Predictive Eye Tracking

Human-based Eye Tracking 
(Tobii X120)

AI-based Eye Tracking 
(Expoze.io)
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Mental Activation: Visual Activation 

First ATTENTION, then INTENTION

Attention is the first step to engaging customers.

If customers don’t see your checkout button,brand, 
or key message, your initiative is lost.

Nobody will act on a button that is not seen, they 
will not react to it, and they certainly won’t 

remember your brand or important message.
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Mental Activation: Visual Activation 

Eye Tracking 
Data Base

Machine 
Learning

With a database based on well over 
12.000 participants, one of the 
largest single databases of high-
quality eye-tracking data is used. 
This is a critical element in training 
machine learning models.

The predictive Attention AI solution 
has trained over 30 different 
machine learning models, each 
models running for weeks to 
months. The winning model 
predicts eye-tracking with over 90% 
to 95% accuracy.
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Mental Activation: Visual Activation 

Eye Tracking

Predictive Attention

Eye Tracking

Predictive Attention

Eye Tracking

Predictive Attention
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Mental Activation: Visual Activation 

Ad 
01

Ad 
02

Ad 
03

Ad 
04
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Mental Activation: Visual Activation 
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Mental Activation: Semantic Activation 

AI

Heineken | Cheers to all

Cheers to whatever you ordered!
 
Enjoying an aperitif with some colleagues, eating out at the weekend or heading to a bar 
on Saturday night? 
On these occasions, we’ve all experienced being served the wrong order, at least once.
 
Sometimes people assume who ordered what, based on labels associated with the 
drinks, but at Heineken we believe that drinks have no gender, starting with our beer!
 
We’re curious to know about you. Has this ever happened to you? Comment below!
 
 
Click here for more https://www.youtube.com/user/heineken
  
Follow Heineken on Instagram:https://www.instagram.com/heineken/
Follow Heineken on Twitter: https://twitter.com/Heineken
 
#Cheerstoall #Heineken

Reveal the (learned) 
associations about a 

brand/product/service/object 
etc. in consumer’s memory 

http://www.youtube.com/watch?v=dD6r53DWxwk
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Mental Activation: Semantic Activation 
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Mental Activation: Semantic Activation 

From millions of sentences like:
«Energy used to achieve success»
«Achieving energy efficiency»

Scientific validation:
Predicting implicit associations - Wettler et al. 
(2015), Caliskan et al. (2017), Hoffmann et al. 
(2018)
Segment specific emotions Li et al. (2017), Richie 
et al. (2018)

Associations
What consumers think

Sentiments
What consumers feel

Consumers give emotional 
responses to words in a 
survey

Emotional patterns are 
extrapolated to all 
associations, using 
machine learning
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Mental Activation: Semantic Activation 

Source (1): https://neuroflash.com/blog/how-implicit-associations-drive-brand-equity-and-market-share
Source (2): https://neuroflash.com/blog/how-implicit-associations-drive-brand-equity-and-market-share-2
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Mental Activation: Semantic Activation 
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Mental Activation: Semantic Activation 
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Mental Activation: Semantic Activation 
• T-Systems: Social media post optimization

Same Image
Happy

Emotions

dependent

reliable

efficient

competent

The AI predicted a +30% higher 
impact on emotions and 
associations of this post

+30%

extrovert

Before Post After Post

Goal: Optimizing LinkedIn & Twitter posts
Impact: Up to +86% Engagement, +84% Clicks, +40% Reach

Source: www.neuroflash.com
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Mental Activation: Affective/Emotional Activation 
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Mental Activation: Affective/Emotional Activation 
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• Foundations: ABI, Synthetic data, and research process

• Application I: Content analysis

• Application II: Qualitative Interviews

• Application III: Observations

• Application IV: Survey

• Construction of synthetic data

• Future development  & recommendations
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Sampling for large-scale surveys in brand research

Representative Sample Student sample Online (Access) Panel Click worker platform Synthetic data

Time since the 1930s (1936: first 
issue of the Journal of 

Marketing)

Since the 1970s since 1995 since the start of 2000

Main 

techniques & 
tools

Simple Random selection, 
Quota sampling

Course credits as incentives, 
paid students (per tsk or 

lottery)

Qualtrics, 
Dynata

Prolific, Amazon MTurk Overall; 
Digital twins (demographics, full 

profils)

Examples of 

„important“ and 
“typical” papers

Aaker (1997) (17,500+ 
citations)

Aaker/Keller (1990) (7,000+ 
citations)

Fuchs et al. (2015) (500+ 
citations)

Kim & Srivastava (2024) 
(17 citations)

Li et al .(2024) 
(160+ citations)

Methodological 

papers

Peterson (2001); 
Ashraf & Merunka (2017)

Peer et. al. (2022); 
Moss et a. (2023)

Behrend et al. (2011); 
Edgar et al. (2016); 
Porter et al. (2019)

Sarstedt et al. (2024); 
Peng et al. (2025)

Main pro‘s • Statistical inferences
• reputation in the science 

community (“gold 
standard”)

• Cost-effective
• High homogeneity 

(important for 
experiments)

• Sample diversity and size
• International target 

groups

• Cost-effective
• Fast and flexible
• Large potential of different 

target groups

• Cost-effective
• Very fast and flexible
• Broad coverage of different 

“populations”

Main con‘s • Non-Response-Bias
• High costs
• Missing database and/or 

defects of the sampling 
frame

• High consumer 
heterogeneity

• Low external validity 
(“generalizability”)

• Reduction to student-
relevant stimuli and 
topics

• Overestimation of effect 
sizes

• High costs
• Panel bias
• ”Black box” for the 

researcher

• Over-surveying
• Panel bias
• “professional respondents”
• Low external validity

• Low acceptance (some journals 
(still) prohibit the use of 
synthetic data) 

• Missing quality standards
• Low level of reproducibility
• Coverage of some research 

topics (in the training data)
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Digital twins
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Replications: Example “Brand Heritage”
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Replications: AI-REP – Fake data
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Replications: AI-REP
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Further information about AI-based replications: Yeykelis et al. (2024).
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Reps: β-version by neuroflash.com (not publicly available y
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Hands on: Neuroflash
10 Min

IN
 A

C
T

IO
N

Access the following Google Drive Folder via this URL:
http://bit.ly/3LLRrK9
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Building blocks of synthetic data

Mental model of 
human behavior 

Data LLM
Connection of AI 

with data

In-context learning

RAG model

Fine tuning
(e.g., CENTAUR – Binz et al. 2025)

ChatGPT

Gemini

Claude

...

Secondary data
(e.g., )

Quantitative data
(e.g., surveys )

Qualitative data
(e.g., focus groups)

...

Simple Role

Demographic profile

Psychographic profile

Context specific models Automatization 
(e.g., n8n)
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Platforms: AITest.ch
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Platforms: Symar.ai (former: OpinioAI)



International Marketing Trends Conference 2026 (Berlin) © Prof. Dr. Carsten Baumgarth (www.cbaumgarth.net)/Dr. Steffen Schmidt (www.conceptm.ai)

Platforms: Symar.ai (former: OpinioAI)
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Platforms: Viewpoints.ai
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Future development

• Publication of evidence-based studies by AI-based reflections

• (Merge of) Qualitative(-Quantitative) Research on Scale

• Further development of synthetic data platforms (higher usability, 
flexibility, “standards”, quality evaluation etc.)

• Development of AI panels with digital twins (updates regularly by 
classical questionnaires, pay-by-use)

• AI usage for individual preference analysis

• From insights to impact to implementation

• Insights managers will become the new marketing manager and/or 
the marketing manager will become the new insights manager



International Marketing Trends Conference 2026 (Berlin) © Prof. Dr. Carsten Baumgarth (www.cbaumgarth.net)/Dr. Steffen Schmidt (www.conceptm.ai)

AI usage for individual preference analysis
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AI usage for individual preference analysis
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AI usage for individual preference analysis
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3-I: From Insights to Impact to Implementation

AI-based
qualitative insights

AI-based
quantitative insights

AI-based
storyboard inspiration

AI-based
video & sound generation
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3-I: From Insights to Impact to Implementation
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Twin 

ensemble
Moodboard/Collage

In
sigh
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Storyboard Social Media Spot
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3-I: From Insights to Impact to Implementation
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Final recommendations

• Test it for several use cases

• “Garbage in – garbage out” (e.g., questionnaire, weak or missing 
mental models)

• Check the AI guidelines of your target journals (fast changes are 
possible)

• Validation (repetition, replication with different LLMs, and 
validation by human data) is essential
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Journal policy: e.g. JPBM (emerald)
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https://cbaumgarth.net/en/
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Some AI tools & Links
AITest: www.AITest.ch

AI tools for research: Stapleton, A.: Academic AI tools, https://www.youtube.com/@DrAndyStapleton
ChatGPT: https://chatgpt.com/

Claude: https://claude.ai/l

Neuroflash: www.neuroflash.com

Perpelxity: https://www.perplexity.ai/

Symar: www.symar.ai

Viewpoints: www.viewpoints.ai

https://www.youtube.com/@DrAndyStapleton
http://www.viewpoints.ai/
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