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Abstract Generative AI (GenAI) technology is evoking both excitement and fear
about its potential impact across a host of industriesdincluding advertising, where
it is expected to have a significant disruptive effect. This article utilizes the
paradox lens to explore the implications of text-to-text GenAI in the form of
ChatGPT for the advertising industry. Drawing on 48 interviews with advertising pro-
fessionals, we identify three operational paradoxes that are associated with con-
ducting research, creativity, efficiency, and one psychological paradox related to
work identity. To gain a competitive advantage, we urge practitioners to adopt a
confrontation-based coping strategy to navigate these paradoxes. This can be mobi-
lized via an ambidexterity or contingency paradox management approach. We
outline specific tactics in this article.
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1. The new era of advertising

Generative artificial intelligence (GenAI) is a
powerful technology capable of almost instanta-
neously generating new text, images, audio, pro-
gramming codes, and synthetic data from prompts
(Lawton, 2023; Loten, 2023). This capability gives
rise to novel opportunities and challenges for ad-
vertisers (Cellerin, 2023; Muliyil, 2023). Indeed,
many large companies (e.g., Google, Amazon,
Meta, and Microsoft) have announced plans to
adopt GenAI in their advertising practices
(Dischler, 2023; Haggin, 2023; Meta, 2023;
Omnicom Group, 2023). Globally, the GenAI mar-
ket is anticipated to reach more than $109 billion
by 2030, with a compound annual growth rate of
34.6% between 2023e2030 (Grand View Research,
2023), suggesting GenAI is here to stay.

ChatGPT (Chat Generative Pretrained Trans-
former), the most well-known GenAI technology, is
an AI-enabled chatbot that generates text from
users’ prompts and significantly outperforms older
generations of chatbots in terms of its ability to
converse in natural language.1 Text-to-text GenAI
tools such as ChatGPT are trained using large vol-
umes of text data from varying sources, including
webpages, books, and conversations (Haluza &
Jungwirth, 2023). The ChatGPT app reached 100
million monthly users only 2 months after its
release in November 2022, becoming “the fastest-
growing consumer application in history” (Hu,
2023). Due to its ability to produce large volumes
of quality text quickly and efficiently, ChatGPT has
drawn strong interest from advertisers. However,
opinions on its ability to disrupt the industry are
mixed, with some arguing it will have a colossal
impact on advertising and marketing jobs (Fischer,
2023; Kulp, 2023), while others argue it is merely
“a word changer, not a world changer” (Clugston,
2023). Although ChatGPT has attracted a mass of
advertising industry hype, systematic research
providing an understanding of its application from
those most impacted (i.e., advertisers) is lacking.
Through a paradoxical lens, we investigate
the opportunities and challenges that
ChatGPTdand similar text-to-text GenAI applica-
tionsdprovide the advertising industry from the
voices of advertisers themselves.

Technologies are often argued to be paradoxical
(Gebauer et al., 2020; Mick & Fournier, 1998;
Sirkka & Lang, 2005), meaning they contain “con-
tradictory yet interrelated elementsdelements
1 For a review of chatbot evolution, see Kietzmann and Park
(2024).
that seem logical in isolation but absurd and irra-
tional when appearing simultaneously” (Lewis,
2000, p. 760). For example, technological prod-
ucts can foster independence but lead to depen-
dence, give feelings of intelligence alongside
feelings of ignorance, and unite people yet simul-
taneously lead to isolation (Mick & Fournier, 1998).
Due to their paradoxical nature, new technologies
can present both opportunities and challenges for
organizations and individual practitioners (Berthon
et al., 2024; Ferraro et al., 2024). Left unat-
tended, paradoxes can threaten a firm’s perform-
ancedor even its survivaldbut addressing
paradoxes effectively may result in competitive
advantage (Pedersen, 2023). To gain a competitive
advantage from GenAI, advertisers must be aware
of its paradoxes and how to navigate them to
harness the opportunities and mitigate the chal-
lenges. In this article, we present four non-
mutually exclusive paradoxes of text-to-text GenAI
(Figure 1), which denote categories of contradic-
tion. Three paradoxes reflect operational issues
with the final paradox being psychological in na-
ture, pertaining to practitioners’ role identities.
These paradoxes were derived from 48 interviews
with professionals involved in brand communica-
tion across a range of industries, with 54% being
male and 46% being female. These paradoxes
clearly emerged in data as conflicts that needed
navigation from these practitioners. The pro-
fessionals sampled were from 13 different coun-
tries, aged 24 to 57 years, and their industry
experience varied, ranging from 2 to 30 years. Our
sample ranged in their knowledge and experience
with text-to-text GenAI, some having not used the
technology with only a basic knowledge of the
tool, whereas others had an expert understanding
and a wealth of usage experience. As we aim to
uncover paradoxes linked to adoption through the
perceptions of professionals, high- and low-
expertise responses provide important insights
for a holistic understanding of the phenomenon.
Participant quotes are provided below under
pseudonyms.
2. Paradoxes

2.1. Paradox 1: Research facilitation vs.
research obstruction

Text-to-text GenAI was identified to facilitate
research, assisting with searching, retrieving,
analyzing, organizing, and summarizing data. The
speed with which it can access and process
extensive amounts of data supersedes human



Fig. 1. Text-to-text GenAI paradoxes
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ability. Due to its ability to identify and extrapo-
late patterns within extremely large datasets
(Campbell et al., 2020; Jarrahi et al., 2023), text-
to-text GenAI was deemed by the sampled adver-
tising executives to be useful for identifying mar-
ket trends and customers’ needs (see also Cui
et al., 2024). It was also perceived that text-to-
text GenAI not only outperforms humans’ ability
in information retrieval and analysis but also that
of traditional search engines (e.g., Google) due to
its specificity. Unlike conventional search engines,
GenAI can produce detailed and tailored answers
to the user’s requests, eliminating the need for
manual analysis and summarization. Maja exem-
plars this sentiment below:

I think analyzing data is going to be mass-
ive.organizing data, researching. There is a
world of information online. Like [on] Goo-
gle, you could just go through pages and
pages and pages all day. And there’s so much
information we’re not aware of. And I think
ChatGPT is going to be really useful to find
exactly what we’re looking for.

Another research-related application of GenAI is to
help with benchmarking and budgeting. Some in-
terviewees found ChatGPT helpful in identifying
rough estimates of various advertising costs. This
was particularly useful when approximating or
estimating a novel project and benchmarking
these costs against other campaigns. For example,
Frank asked ChatGPT: “How much should I spend in
US dollars per month to reach 90% of people with
advertising in Indonesia?” and was satisfied with
the ballpark answer based on known public
information sources (e.g., Marketer). Sundberg
and Holmström (2024) provide further discussion
of how GenAI contributes to firms’ research
agendas.

While the above supports GenAI as a facilitator
for research, it can also be viewed as an
obstructor. This is because it can produce inaccu-
rate or inadequate quality responses due to
outdated or limited data the AI is trained upon.
This calls into question a firm’s choice of GenAI
applications, as not all apps are equal in terms of
capability, functionality, and cost. For example,
the latest free version of ChatGPT has been
trained on data that was available in September
2021 and lacks knowledge of events that have
subsequently occurred (OpenAI, 2023). However,
paid premium versions such as ChatGPT Plus have
access to real-time data online (Ortiz, 2023). Some
participants expressed a preference for Jasper AI
becausedin addition to Google Search Data Inte-
grationdit can be trained to produce content
aligned with a brand’s voice (Brown, 2023; Ross,
2023).

Another obstruction raised is the validity of the
information that the GenAI applications draw
from. Practitioners are concerned that answers
may be based on unreliable web sources and
datasets, hence Jonathan’s statement below:

A huge majority of the information online is
actually incorrect. So, how does it know
what’s correct and not correct? It’s not a
human. We could look at a web page, or how
something is written, and from our own un-
derstanding of something, know whether it’s
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correct or incorrect. ChatGPT doesn’t
necessarily have that ability.

This validity concern extends to the tendency of AI
to hallucinate, either by inventing content that
may sound plausible (e.g., statistics) but is factu-
ally incorrect or by generating fictitious source
references (Haluza & Jungwirth, 2023). However,
it should be noted that AI developers are taking
steps toward resolving these issues. As such, hal-
lucinations that fit with the agenda of branded
content (e.g., a hard-hitting statistic) could
contribute to so-called work bullshit. This occurs
when employees disregard the inaccuracy or fal-
sity of communications that are efficacious in
promoting their desired agenda (McCarthy et al.,
2020). The problem of chatbot hallucination and
the subsequent botshit is more extensively dis-
cussed in the present issue by Hannigan et al.
(2024).

Overall, GenAI represents a paradox for
research. On one hand, its combined scope, speed,
and ability to tailor answers are perceived to be
better than traditional search engines, thereby
reducing the need for human intervention. Yet
simultaneously, it can obstruct researchers by
creating extra work (e.g., fact-checking) and un-
certainty that slows down research generation.
2.2. Paradox 2: Creativity vs. sameness

Creativity is often considered a mission of the
advertising industrydits raison d’être. (Koslow
et al., 2003). Creative content is key to brand
communication success in drawing attention,
standing out, and becoming memorable (Lehnert
et al., 2013; Smith et al., 2007). However, gener-
ating creative ideas can be challenging, especially
under time constraints. GenAI was seen to aid in
producing creative content by being a source of
inspiration, a collaborator to bounce ideas off, a
repository of successful cases, a tool for over-
coming writer’s block, and a means for quick
ideation on how to approach a specific task (e.g.,
how to implement a campaign brief). Robert
commented on the potential for efficiency at the
ideation stage of the promotion process:

I use ChatGPT to generate ideas, to brain-
storm at the initial stage when I want to
promote a product.Previously, if I wanted to
brainstorm, I might need 10 people sitting
around a table and still not come up with a
good idea. With the chatbot, I can spend a
few minutes and it will give me some good
ideas to pick from.
While GenAI can help make a brand stand out, it
can also intensify the problem of advertising
sameness. This is based on the knowledge that
GenAI derives its answers from a limited set of
training data, which interviewees asserted would
likely hinder its ability to generate truly novel
ideas and result in merely perpetuating the same
old content that already exists. Kate stated:

It just regurgitates stuff that it can find on
the web. It doesn’t have any opinions. It’s
just going to give you the best-fit model
answer to anything that you ask it.Market-
ing is supposed to be about difference and
USPs, not silver bullets.

This can aggravate the existing problem of insti-
tutional isomorphism (i.e., the notion that
advertising campaigns produced by different
agencies can have similarities because advertising
professionals undergo similar training, are influ-
enced by the same award ceremonies, and often
switch between agencies, causing knowledge and
experience exchanges across agency boundaries;
Demsar et al., 2021). Some practitioners adopted
GenAI to support creative endeavors, as a form of
antimodel (i.e., a benchmark to test the novelty
and innovativeness of ideas). Frank shared his
example:

[I ask ChatGPT] to come up with a tagline for
the new [anonymous name brand] shoes and
see what it actually comes up with. And if any
of my lines are the same as what ChatGPT
comes up with, I’m throwing them in the bin,
and I’m coming up with something else. You
know, I’m a human. As a good copywriter, I
would want to make something that stands
out better than what ChatGPT can write.

To summarize the paradox, GenAI is viewed as
both supportive of creative endeavors to help
brands stand out and as a curator of similardor
the samedcontent as the crowd. Ultimately, it is
prudent to view GenAI as a source of indirect
inspiration. In other words, rather than directly
adopting the ideas in the output, practitioners
should use the tool as a prompt for unique and
creative ideas, or as a creativity benchmark to
ensure that ideas are different from those gener-
ated by the GenAI tool. On broader reflection, this
paradox highlights the tension between the ne-
cessity of new ideas and the dependence on the
old ideas used to train AI. If GenAI largely re-
gurgitates the past, then practitioners, industries,
and even society as a whole may well be stuck in a
form of idea/culture time-warpdor AI-enabled
Groundhog Day. Beyond causing sameness in
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content creation, GenAI may also contribute to
sustaining outdated ideas and cultural biases
(Abdelhalim et al., 2024), thereby hindering pro-
gressive societal change.

2.3. Paradox 3: Efficiency vs. inefficiency

It was clear that the sample viewed GenAI as a
powerful tool to improve efficiency in their work
by partially or fully automating some routine tasks,
thereby freeing resources for more important and
rewarding work. Among the discussed routine
tasks, the most mentioned was content genera-
tion. In the age of content-hungry consumers and
search engine optimization algorithms, tools that
create instant, engaging, and informative text are,
unsurprisingly, hugely appealing. Based on the in-
terviews, three approaches to GenAI-enabled
content generation were identified: (1) prompt-
based, (2) template-based, and (3) data-based. In
the prompt-based approach, practitioners give the
AI a detailed prompt that describes the content
they need using clear instructions (e.g., blog,
informal, funny, with subtitles). The template-
based approach requires a template to be sub-
mitted and used to frame further similar iterations
produced by the AI. Lastly, the data-based
approach involves feeding the AI data (e.g., a
market research report) and asking it to produce
content based on it (e.g., summary, blog). Laylah
provides an example:

I do all blogs on my own, and writing a blog
for me takes too much time.So, I’ll just be
like ‘Can you write me an SEO-worthy blog
with good titles and subtitles about com-
pound interest for investors who are just
starting?’ And you know, it writes your whole
thing.Also, I had transcriptions from master
classes that were filmed, and I asked
ChatGPT to write like a whole article sum-
marizing the transcription.

Beyond content creation, practitioners highlighted
that AI can be used to increase efficiency in other
tedious tasks, such as creating spreadsheets, pay-
per-click (PPC) headlines and description lines,
contracts, emails, social media messages, pro-
gramming codes, invoice templates, product
copywriting, structured query language (SQL)
commands, and AB tests. These efficiency-related
benefits were hailed by some to be particularly
important for smaller organizations that may be
light on capital and resources.

While the efficiencies associated with GenAI
were clear, it was also apparent that adopting the
tool may cause inefficiencies. These inefficiencies
manifested as either direct or indirect. Direct in-
efficiencies are those associated with the short-
comings of GenAI outputs. For example,
incorrectly worded content or hallucinated infor-
mation require human intervention to resolve,
which may cancel out the efficiencies gained.

Indirect inefficiencies, on the other hand, are
not immediately linked to AI outputs themselves
but rather to the broader consequences of GenAI
use. First, participants feared problems related
to intellectual property and data security, as they
could not be certain that protected or sensitive
information fed into the AI would not be exposed
to others. Indeed, some companies have already
fallen victim to this. At Samsung, there have been
three separate instances of employees acciden-
tally leaking sensitive data to ChatGPT (Mauran,
2023). In this vein, Sarah was worried: “If we
leaked all of this information [through ChatGPT]
about like customers or consumers.then it’s
going to be a PR disaster.” Second, participants
were concerned with the potential reputational
damage associated with communicating incorrect
facts presented by the AI. For example, CNET’s
attempt to publish GenAI-written articles attrac-
ted considerable negative attention in the media
when it was discovered that the published arti-
cles contained errors (Farhi, 2023). Third, prac-
titioners argued that using GenAI for content
creation could result in compromised effective-
ness of brand communications due to the
perceived lack of effort on the part of the
advertising organization, which could lead to
penalization from consumers or search engine
rankings. Indeed, Open AI, Google, and Meta have
already made a commitment to watermark AI
content (Bartz & Hu, 2023). As such, it will be
even easier for consumers and search engines to
identify artificially generated content. Together,
these indirect issues highlight perceived in-
efficiencies of GenAI, as using the tool could cost
companies significant time and money to rectify
issues that would likely not have happened if the
AI was not adopted.

In sum, GenAI can increase efficiency by
reducing the time and money necessary for routine
tasks, which frees advertisers to focus on more
complex, value-added jobs. However, it simulta-
neously creates resource inefficiency due to its
inability to do tasks without supervision, and the
potential for needing resources to rectify possible
issues stemming from its use (e.g., reputational
damage, repair). Therefore, a cautious approach is
required in navigating this paradox.
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2.4. Paradox 4: Superiority vs. inferiority

The three aforementioned paradoxes are opera-
tional paradoxes based on contradictory implica-
tions of GenAI for advertising practice. Here, we
present an emergent psychological paradox asso-
ciated with practitioners’ work identity. More
specifically, the paradox is linked to how adver-
tisers identify with GenAI. Our sample acknowl-
edged that GenAI is changing the nature of
advertising work, the day-to-day responsibilities,
and the general roles of advertising practitioners.
In grappling with this transitioning landscape,
participants exposed conflicted sentiments.

Participants felt that they were inferior to
GenAIda belief founded on the technology’s
innate ability to carry out work quicker and at a
larger scope than humans.2 This perception resul-
ted in the fear of being replaced by GenAI, which
concerns not only individual advertising practi-
tioners but also advertising agencies as a whole.
Participants believed that automation could lead
to more work being carried out in-house by brands
(vs. agencies)dan already growing trend (ANA,
2023).

It was evident that this perceived inferiority led
practitioners to call into question their identities
and roles as advertisers. In this vein, advertisers
questioned their usefulness to their firms and their
identity as content creators given that the AI
would be doing the heavy lifting. This aligns with
recent media commentary that AI is eroding ad-
vertisers’ work identity (Brower, 2023), fueling
concerns among practitioners regarding their
employment and future roles in the advertising
process. Some participants suggested that the
automation of marketing communications would
result in a less attractive work environment, as
GenAI commoditizes their work, which reduces
their role to mere managers of these tools. These
fears reflect automation anxiety that has been
present since the 18th century when Luddites and
others expressed resistance to technological
innovation and automation of tasks (Frey, 2019).
Kate reflects on work-identity tension related to
the perceived inferiority of advertisers in com-
parison to GenAI:

I think that people who’ve gone to the
expense and effort of studying marketing
want a more fulfilling job than just driving
the chatbot. And I would hate to see the
kinds of young people.being reduced to the
2 As discussed at an operational level in the paradoxes in
Section 2.
kinds of roles where that’s all they’re doing
day in and day out. Because at least when
they have to write the content themselves,
they have to think about itdthey learn
something from doing it. They learn how to
write effectively, how to elicit a response,
how to express the benefits that the company
has to offer, how to construct a call to action,
and so on and so forth. And so, I think one of
the potential downsides is that it commodi-
tizes marketing even more, and makes it a
less attractive environment to work in you
know if all we’re doing is driving these
machines.

While advertisers saw themselves as inferior, they
also somewhat believed they were superior. First,
it was acknowledged that although AI may be fast
and broad in scope, it requires humans to check
and sign off its work, as it cannot be trusted.3

Second, for AI to function well, it is completely
reliant upon quality prompts and further probing.
Without this, it is unlikely to provide instant
quality answers to complex questions or produce
high-quality, ready-to-use content. Third, humans
have superior emotional intelligence, and con-
sumers’ reactions to a message largely depend on
its emotional tone. While AI-enabled tools become
increasingly better at mimicking and recognizing
human emotions, they are still unable to under-
stand nuanced emotions, feelings, and percep-
tions. Lastly, marketing communications operate
within a context (e.g., the branding, tone, and
positioning of the company, consumer trends,
competition, partnerships, and the market
climate). Because GenAI is unable to carefully
weigh in on important contextual factors, adver-
tisers maintained that they were a step ahead.
Aligned with this, William complained that
ChatGPT’s content is “very salesy in your face, so
you need to add that kind of like twist to it to make
it actually a bit more [of] an inconspicuous form of
marketing.”

Overall, advertisers perceive themselves to be
simultaneously inferior and superior to GenAI. This
gives rise to complexity and tension for their work
identity (i.e., what their role and value are) and
uncertainty about their future employment and
need for certain advertising organizations (e.g.,
agencies). One participant pondered whether the
new commercial reality renders advertisers as
mere “machine supervisors.” This psychological
paradox aligned with Cannon’s (1996, p. 110)
3 This is reminiscent of the operational limitations discussed in
previous sections.
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assertion that “paradoxes emerge when beliefs or
assumptions fail to keep up with external
changes.” Here, GenAI represents a critical and
relatively sudden external change, producing a
paradox by challenging the well-established be-
liefs and assumptions of advertisers. In Section 3,
we outline how practitioners can cope and thrive
with these paradoxes.
3. Navigating the paradoxes

In an era of business-related paradoxes that span
organizational demands (Pina e Cunha et al.,
2023), GenAI contributes to the paradoxical na-
ture of contemporary business practice. Here, we
identified four paradoxes. Taken together, these
paradoxes demonstrate that GenAI holds both
promises and perils for the advertising industry. To
gain a competitive advantage, advertisers must
not only equip themselves with the knowledge of
these paradoxes but also the means to navigate
them (Pedersen, 2023). The question therefore
becomes “What should advertisers do to tackle
each paradox?”

3.1. Confrontation coping strategy

To deal with the tension, anxiety, and stress that
accompanies technology paradoxes, individuals
typically enact one of two broad coping strat-
egiesdlike common threat responses such as fight
or flight (Jarvenpaa & Lang, 2005; Mick & Fournier,
1998). First, an avoidance strategy (to flee) aims to
minimize interaction with technology to avoid
negative issues associated with it. The second, a
confrontation strategy (to fight), requires direct
negotiation and interaction with the technology to
unravel the paradox head-on and best harness the
opportunities it affords. Our interviews reflected
that advertisers are rather split in their choice to
avoid or confront the issue of AI. Adopting an
avoidance strategy in response to GenAI is under-
standable, given the perceptions of its complex
nature and worrisome media speculation that it
will take jobs (see Frey, 2019). However, we urge
practitioners to move away from this knee-jerk
reaction as it will not stop the GenAI bandwagon
and will only result in them missing or getting run
over by it. Instead, we advise advertisers to
embrace GenAI and invest time and effort in
learning about its features and scope to confront
the paradoxes that exist. Indeed, confronting
technology paradoxes may facilitate better
adjustment compared to avoidance (Mick &
Fournier, 1998).
The question then becomes “How should the
paradoxes be confronted?” Drawing on paradox
management styles within the literature (Clegg
et al., 2002), we offer two approaches for con-
fronting GenAI paradoxes in the advertising in-
dustry: contingency and ambidexterity.

3.1.1. Contingency approach
A contingency approach involves choosing the right
mix of opposites in each paradox (e.g., foregoing
some flexibility to obtain more standardization;
Pina e Cunha et al., 2023). This approach is
commonly applied when both poles of a paradox
present some benefits, forcing decision-makers to
find a compromise. However, we suggest that this
approach is also suitable for addressing the para-
doxes in which the poles of a paradox represent
clear advantages (e.g., research facilitation) and
disadvantages (e.g., research obstruction), as is
the case with the identified operational paradoxes
1, 2, and 3. In such paradoxes, the right mix of
opposites entails harnessing and maximizing the
positive features of each while exercising caution
to minimize negative features. By doing this,
practitioners can remove the tension between the
opposites and thereby “solve” the paradox (Clegg
et al., 2002).

Specific contingency tactics can include finding
the optimal point of GenAI adoption for a partic-
ular organization, as not all organizations are the
same. Practitioners need to decide on what would
be the appropriate frequency, intensity, and
complexity of GenAI use for their organization.
The higher the level of GenAI adoption, the more
advantages and associated risks the organization
will experience. Both need to be carefully evalu-
ated against the organization’s needs, priorities,
and capabilities.

Another tacticdnecessary for maximizing the
positive features while minimizing the negative
features of each paradoxdis staying up-to-date
with the rapid development of GenAI. This may
require allocating time or creating a role to track
GenAI capabilities, limitations, and development
forecasts. Investing in workforce development by
organizing GenAI education events or one-on-one
training is critical for educating employees on how
to get the most from GenAI while being mindful of
the pitfalls.

Within this education agenda, we encourage a
specific focus on training prompt generation,
acknowledging that text-to-text GenAI outputs are
only as good as the prompts they respond to. Broad
advice on prompt engineering includes three sug-
gestions. First, be very specific to achieve greater
facilitation of research in Paradox 1 (e.g., “Provide
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a 600-word summary of trends in purchasing for X
including yearly spend changes. Suggest sources
that can be used to produce this type of sum-
mary”). Second, provide detailed context by giving
AI as much information as appropriate (e.g., ex-
amples of creative campaigns for your brand,
including an understanding of how your brand is
unique). This can help GenAI produce content that
is more unique for your brand, reducing the po-
tential for sameness in Paradox 2. Third, clarify
your objectives by aligning prompts with the
overarching goal (e.g., “To promote X, highlight its
best features”). Getting outputs that closely align
with the goal helps promote efficiency positively
shifting the balance with regard to Paradox 3. For
further tips on prompt engineering, see Dowling
(2023) and Victor (2023). A further discussion on
how practitioners can construct effective AI
prompts and validate responses is presented by
Robertson et al. (2024).

An additional contingency approach tactic is to
actively seek collaborations and partnerships to
Table 1. A summary of text-to-text GenAI paradoxes
access resources, knowledge, and expertise in the
area of GenAI, as it can lead to greater opportu-
nities for gaining valuable insights. This could
include consulting with specialists on AI-related
legal, safety, and technical issues.

Beyond developing GenAI knowledge, organi-
zations need to continuously explore innovative
ways to deploy GenAI and remain flexible, which
will allow advancement in GenAI to be quickly
harnessed. Tasks that are not possible or are
ineffective with GenAI today may become
possible and effective in 6 months’ time. There-
fore, organizations may want to set GenAI as a
recurring item on the agenda of strategic meet-
ings and put protocols in place to quickly mobilize
the technology in line with monitored trends or
developments.

Furthermore, to reduce the risks associated with
the use of GenAI, organizations can set clear regu-
lations and guidelines on how GenAI should be used
within their organizations. They can also invest in
in-house developed or co-developed text-to-text
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GenAI, or paid versions of publicly available text-to-
text GenAI applications for superior output.

3.1.2. Ambidexterity approach
Unlike the contingency approach that typically
requires prioritizing one pole of a paradox over
another, an ambidexterity (synthesis) approach
suggests synthesizing both poles. In other words,
the thesis and antithesis of a paradox are merged
to form a synthesis (Pina e Cunha et al., 2023).
Such ambidexterity can offer synergy and
competitive advantage if contradictory tensions
are turned into complementarities (Pina e Cunha
et al., 2023). However, this approach is not
appropriate for the operational paradoxes (1, 2,
and 3) because they lack synergistic potential due
to the direct tensions between their positive and
negative poles. Instead, we advise adopting this
approach when navigating the psychological, su-
periority vs. inferiority paradox (Paradox 4).

As is evident, practitioners and GenAI have
different strengths and weaknesses. Instead of
advertising practitioners asking themselves
whether they are better than GenAI, or if GenAI is
better than them at doing their job, a more fruitful
approach could be asking how the practitioners
themselves can collaborate with GenAI to do their
job more effectively. Among the tactics that can
address the superiorityeinferiority paradox, one
could be to promote the paradoxical mindset
among employees by encouraging them to identify
opportunities for value co-creation and empha-
sizing the importance and benefits of the syner-
getic approach. Another tactic can be helping
employees develop their existing skills as well as
new proficiencies in GenAI (e.g., prompt engi-
neering), thereby reducing feelings of inadequacy
and reluctance to adopt GenAI tools. It is also
advisable to reconsider work task allocation be-
tween practitioners and GenAI tools to achieve
higher synergy. For example, managers could
identify tasks that align with employee strengths
and delegate other tasks to GenAI, which enhances
self-efficacy. They can isolate GenAI-appropriate
tasks such as routine or repetitive ones and
liberate staff to focus on more satisfactory and
meaningful tasks to improve employee work
satisfaction.
4. Final thoughts

In this article, we have identified four paradoxes of
text-to-text GenAI in the advertising industryd
which we suggest should confront rather than
ignore AI. We have also suggested two paradox
management approaches and corresponding
actionable tactics. The paradoxes, overall coping
strategy, management approaches, and tactics are
summarized in Table 1. While our recommenda-
tions are most applicable for professionals working
within marketing communications, the identified
paradoxes and their implications likely resonate
with other sectors that employ GenAI to support
quick text outputs, searches, idea generation, and
research (e.g., legal, entertainment, academia).
Drawing on this discussion, we conclude with three
key takeaways for managers operating across
different contexts. First, consider whether our
identified paradoxes strike a chord with the
adoption of GenAI in their industry and take stock
of other potential paradoxes that exist. Second,
choose a broad paradox management approach
(contingency or ambidexterity) to confront each
paradox. Third, develop tactics that are right for
your industry to mobilize each paradox manage-
ment approach.
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