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Abstract 

 
The emergence of generative artificial intelligence has become highly relevant globally, given the many 
benefits provided by applications such as ChatGPT. However, there is little evidence on small and medium-
sized enterprises' perceptions of the potential use and impacts of generative artificial intelligence. In this 
study, 17 semi-structured interviews were conducted with SME owners in Chile and Peru. Therefore, we were 
able to understand the perceptions of entrepreneurs about the possibilities offered using generative artificial 
intelligence tools for the marketing strategies of their organizations. This study extends the literature on 
generative artificial intelligence and SME marketing. 
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1. Introduction 
 
One of the main challenges to ensure the survival of small and medium-sized enterprises (SMEs) is 
linked to the definition of effective marketing strategies (Walsh and Lipinski, 2009). Some of the 
reasons for the complexity of this challenge include the presence of limited resources (Arokiasamy 
and Ismail, 2009; Durst and Gerstlberger, 2020), as well as the lack of subject matter expertise (Wang, 
2016). The presence of these expertise and co-knowledge gaps has a negative impact on business 
outcomes (Van Scheers, 2011). Therefore, identifying their target audience is a complex task (Cant et 
al., 2016), and if they also perceive little support from the public sector (Gopaul and Manley, 2015), 
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defining marketing strategies appropriately is a relevant challenge for the survival of these 
companies. 

Moreover, the choice of effective channels is a challenging task for SMEs, where options such as 
social media (Chatterjee and Kar, 2020), paid advertising, SEO (Jadhav et al., 2023), content 
marketing, or networking (Gilmore et al., 2001) are some of the possibilities that companies should 
explore to reach their target audience. However, this decision must be aligned to the characteristics 
of each industry (Reijonen, 2010), so the selection of techno-logical tools for SMEs is a relevant issue 
for future performance, even more so when challenges such as internationalization may appear in the 
short and medium term (Bianchi et al., 2017). 

A challenge for companies is to adapt to trends continuously and quickly, leveraging their 
strategies on disruptive technologies such as artificial intelligence (Basri, 2020; Kumar et al., 2022), 
the Internet of Things (Abazi, 2016), or blockchain (Lanzini et al., 2021) for the improvement of SME 
performance. 

Addressing this challenge requires a strategic approach, where resources must be prioritized to 
focus on their target market, while adopting flexible and adaptable strategies to the needs of the 
environment, in line with changing market dynamics (Cosenz and Bivona, 2021; Beckett and 
Chapman, 2018). To this end, the use of digital tools is an appropriate route to maximize the impact 
of marketing strategies, considering the growing role of information and communication 
technologies in the consumer behavior of SMEs (Bocconcelli et al., 2018). 

Financial constraints have an impact on innovation, so tools such as ChatGPT could provide a 
space to generate innovation without threatening the budgets of small and medium-sized enterprises 
(Madrid-Guijarro et al., 2016). In this way, studying the perceptions and potential impacts that 
generative artificial intelligence can have on SMEs' marketing strategies is very useful to contribute to 
generate evidence around decision-making processes to increase the competitiveness of SMEs. 

 
2. Theoretical Framework and Contextualization 
 
The adoption of new technologies by individuals and organizations has been extensively studied 
through various models and theories. These frameworks provide valuable insights into how small and 
medium-sized enterprises (SMEs) can integrate generative artificial intelligence (AI) into their 
marketing strategies. By grounding the study in these well-established theories, we can better 
understand the factors influencing the adoption and effective use of generative AI in the SME 
context.  
 
2.1 Technology Acceptance Model (TAM) 
 
Proposed by Davis (1989), is one of the most widely recognized models explaining technology 
adoption. According to TAM, the intention to use a technology is influenced primarily by perceived 
usefulness and perceived ease of use. Subsequent extensions, such as TAM 2 (Venkatesh and Davis, 
2000) and TAM 3 (Venkatesh and Bala, 2008), introduced additional variables like social influence 
and facilitating conditions. In the context of SMEs, understanding how perceived usefulness and ease 
of use of generative AI influence its adoption is crucial for devising effective marketing strategies 
 
2.2 Innovation Diffusion Theory (IDT) 
 
Rogers' (2003) Innovation Diffusion Theory (IDT) provides a comprehensive framework for analyzing 
how innovations are adopted within a social system. The theory highlights key factors that affect 
adoption, including relative advantage, compatibility, complexity, trialability, and visibility. For 
SMEs, the relative advantage of generative AI over traditional marketing methods, its compatibility 
with existing practices, and its visibility in the market are particularly significant. By examining these 
factors, we can assess how well generative AI integrates into the marketing landscape of SMEs and 
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predict its potential for widespread adoption. 
 
2.3 Unified Theory of Acceptance and Use of Technology (UTAUT) 
 
Developed by Venkatesh et al. (2003), synthesizes elements from eight previous models to explain 
technology acceptance. UTAUT identifies four key determinants of intention and use: performance 
expectancy, effort expectancy, social influence, and facilitating conditions. Applying UTAUT to the 
SME sector helps us understand how these factors shape the adoption and utilization of generative AI 
in marketing, considering the unique characteristics of small and medium-sized businesses. 
 
2.4 Technology-Organization-Environment (TOE) Framework 
 
Proposed by Tornatzky et al. (1990), posits that technology adoption is influenced by technological, 
organizational, and environmental contexts. For SMEs, this framework is particularly useful in 
understanding how internal factors (such as technological infrastructure and organizational 
readiness) and external factors (like market conditions and competitive pressure) impact the 
adoption of generative AI. This perspective allows us to identify the specific conditions under which 
SMEs are more likely to embrace this transformative technology. 
 
2.5 Resource-Based View (RBV) 
 
Articulated by Barney (1991), emphasizes that firms achieve competitive advantage by acquiring and 
managing resources that are valuable, rare, inimitable, and non-substitutable. Generative AI, when 
strategically leveraged, can serve as such a resource, offering SMEs enhanced marketing capabilities 
and a distinct competitive edge. By applying the RBV framework, we can evaluate how effectively 
SMEs are using generative AI to sustain and enhance their market position. 
 
2.6 Contextualization: The Role of Generative AI in SME Marketing 
 
Research has consistently shown that the strategic use of technology can significantly enhance the 
performance of SMEs. However, these businesses often face unique challenges, including resource 
constraints and limited access to expertise (Beck and Demirguc-Kunt, 2006; Robertson, 2003). These 
limitations can affect their ability to fully leverage the potential of innovative technologies like 
generative AI in their marketing efforts (Carson, 1985; Gilmore and Carson, 2018). 

SMEs that successfully integrate AI into their marketing strategies stand to benefit from 
improved decision-making and more efficient marketing practices (Martínez-López and Casillas, 
2013; Saura et al., 2021). The use of AI in marketing is gaining momentum, with applications ranging 
from market research and content creation to personalized customer engagement and campaign 
optimization (Huang and Rust, 2021; Chintalapati and Pandey, 2022). 

In the Peruvian context, SMEs are increasingly adopting AI technologies, including chatbots for 
customer service and data-driven marketing automation tools, to enhance their online presence and 
customer experience (Gestión, 2024). However, the successful adoption of AI in marketing requires 
overcoming internal and external barriers, such as technological readiness and market conditions 
(Denicolai et al., 2021; Chen et al., 2022). 

Understanding the theoretical frameworks that underpin technology adoption and the specific 
challenges faced by SMEs is essential for effectively integrating generative AI into marketing 
strategies. By doing so, SMEs can not only improve their competitive positioning but also ensure their 
long-term survival in a rapidly evolving market landscape. 
 
 
 



E-ISSN 2281-4612 
ISSN 2281-3993        

Academic Journal of Interdisciplinary Studies 
www.richtmann.org 

Vol 13 No 5 
September 2024 

 

 241

3. Methods 
  
To contribute to knowledge on the subject, the study follows a multiple-case exploratory approach 
(Yin, 2018). For this purpose, we worked with a qualitative approach, where the technique used was a 
semi-structured interview with 17 owners of small and medium-sized companies in Peru and Chile, to 
maintain a conversational style (Adams, 2015), where they were asked about their perceptions 
regarding the use of generative artificial intelligence in the framework of their marketing strategies. 
For the selection of the participants, a convenience sampling was used, based on a database of 
entrepreneurs who have participated in training activities for entrepreneurs organized by a business 
school. A noteworthy element of the sample is that all the entrepreneurs have had some degree of 
exposure to generative artificial intelligence tools, so they are aware of the possibilities and 
limitations of this disruptive technology. The interview guideline was designed with reference to the 
work of Cheng and Jiang (2022), Verma et al. (2021), Haefner et al. (2021), and Achmat and Brown 
(2019). 
 
3.1 Data Collection 
 
Understanding SMEs' perceptions around the adoption of generative artificial intelligence in 
marketing is fundamental to assess how these tools can help business competitiveness (Kim and Seo, 
2023; Rawashdeh et al., 2023). Therefore, this paper aims to explore these perceptions to contribute to 
public policy proposals in countries in the region, based on the case of Italy, which temporarily 
blocked access to ChatGPT in April 2023 (Kreitmeir and Raschky, 2023). Having different data sources 
enhances the implications of qualitative research (O'Connor and Joffe, 2020). To this end, 17 semi-
structured interviews were conducted with business owners from different economic sectors in Chile 
and Peru, in the cities of Antofagasta, Santiago, Arequipa and Lima. For this purpose, a convenience 
sampling of the interviewees was developed to ensure the richness of the findings (Piekkari et al., 
2009). Table 1 shows the information of the interviewees, including information such as their 
location, age, economic sector of their company and duration of the interview. A pilot study was 
conducted with 3 respondents from Lima, Peru, as part of a pre-test for the interview guideline. 
 
3.2 Data Analysis 
 
To analyze the collected material, a thematic (source) analysis was developed. For this purpose, 
Google Cloud Speech-to-Text was used to obtain 198 pages with 82,116 words. The coding work was 
carried out with Atlas.ti software. Since the line of research on applications of generative artificial 
intelligence in marketing is a new topic (Peres et al., 2023; Korzynski et al., 2023), the focus of the 
analysis was on the identification of causal mechanisms (Parameswaran et al., 2020). The objectivity, 
reliability and validity of qualitative data analysis depends critically on the skills and knowledge of 
the researchers (Bengtsson, 2016). 

To ensure objectivity in the analysis among the different team members, coding on the same 
material was compared to have inter-coder reliability, in line with MacPhail et al. (2016). Similarly, 
the intra-coder analysis tool was applied to increase the reliability of the study (Krippendorff, 2004). 
 
Table 1. Detailed list of interviewees. 
 

Code Industry/sector Age Duration 
Lima, Peru 
PER01  Finance 37 22:21 
PER02  Education 35 24:51 
PER03  Education 41 26:15 
PER04  Tourism 43 19:53 
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Code Industry/sector Age Duration 
Lima, Peru 
PER05  ICT 34 24:18 
PER06  ICT 31 22:43 
Arequipa, Peru 
PER07 ICT 32 29:54 
PER08  Education 33 23:37 
PER09  Finance 49 18:21 
Santiago, Chile 
CHL01 Finance 41 25:38 
CHL02 Education 38 22:31 
CHL03 Mining 39 22:49 
CHL04 ICT 29 21:44 
CHL05 ICT 34 27:43 
Antofagasta, Chile 
CHL06 Mining 45 23:49 
CHL07 ICT 28 22:13 
CHL08 Finance 38 19:36 

 
4. Results 
 
The analysis identified categories that can influence the use of generative artificial intelligence tools 
as part of SMEs' marketing strategies. Therefore, after the application of structured interviews with 
owners of small and medium-sized enterprises in Peru and Chile, the most important findings are 
presented. 
 
4.1 Policy 
 
4.1.1 Regulation 
 
The government often exhibits bureaucratic inefficiencies and tends to be slow in adopting new 
technologies, frequently aiming to emulate strategies implemented by more developed regions like 
the United States or the European Union. [PER02, PER07]. Weak regulation can be a barrier to the 
adoption of new technologies by SMEs [CHL03]. The government does not have a clear strategy to 
disseminate the possible risks and benefits that are implicit in the use of artificial intelligence, as so 
far there is no known public dissemination campaign aimed at informing about these tools [CHL08, 
PER09]. There is no knowledge of the legal barriers that may exist in the use of artificial intelligence 
at the business level [PER01], as well as the possible damages that could be generated at the labor 
level [PER05, CHL07]. The role of the state in artificial intelligence is not very visible [PER08]. 
 
4.1.2 Infrastructure 
 
It is important that governments can ensure continuous access to the Internet, as entrepreneurs in 
geographically remote areas can lag even further behind than in larger cities [PER03, PER08]. There 
are segments of digital entrepreneurs who depend on stable Internet access to be able to market their 
services [CHL05]. If the state does not speed up procurement and public tendering processes for 
telecommunications networks in remote areas of the country, it is the most vulnerable entrepreneurs 
who will suffer the most [PER01, PER04]. 
 
4.1.3 Leadership 
 
The role of political leaders in this area is perceived as non-existent or invisible by entrepreneurs 
[CHL02, PER04, PER07]. There is no agenda at government or congressional level in relation to the 
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impact that artificial intelligence can have on people [CHL04, CHL07]. It is acknowledged that there 
are technical bodies that could lead this agenda, but so far, they have not deployed a direct message 
towards the use and impacts of artificial intelligence [PER02, CHL05]. 
 
4.2 Business 
 
4.2.1 Competitiveness 
 
The use of artificial intelligence can be highly beneficial for SMEs because it can enable some 
marketing tasks to be performed at a lower cost [PER06, PER09, CHL01]. This impact may be even 
more important for smaller companies, which often experience financing problems [CHL04, PER08]. 
However, these advantages will be more pronounced for SMEs that are quicker to incorporate 
artificial intelligence into their marketing strategies [PER05, CHL07], as within a time span most 
competitors will probably also have incorporated artificial intelligence into advertising or sales 
activities [CHL02, PER04], so that "the field will be level" for all [CHL08]. 
 
4.2.2 Technology adoption 
 
While SMEs can benefit from incorporating new technologies into their processes (Wielicki and 
Arendt, 2010), the adoption of technological tools can be slow in SMEs if organizations view this 
adoption as a complex process (Hashim, 2007), lack sufficient confidence in senior management 
about the potential benefits (Chouki et al., 2020) or have knowledge or connectivity barriers 
(Athapaththu and Nishantha, 2018). Nevertheless, the adoption of artificial intelligence by SMEs is 
seen as easy to implement as various applications are open access [CHL01, PER02, PER05]. 
Additionally, there are different instances of dissemination on the Web that facilitate the use of 
technological tools, where platforms such as YouTube or Facebook stand out, which through guided 
explanations allow easy adoption [CHL04, PER06]. Entrepreneurs see artificial intelligence as a tool 
that can generate value for their processes, so they are aware that they must spend time learning how 
to use it to extract the greatest possible value [PER04, CHL06]. One of the barriers to adoption that 
some of the entrepreneurs identified was that some of them work in English or produce better results 
in English than in Spanish [PER03, PER07, CHL03, CHL05]. Even so, the expected level of adoption is 
much higher compared to other disruptive technologies such as Virtual Reality or Blockchain, where 
a high level of expectation was generated, but did not materialize in concrete manifestations for 
companies, especially for small ones [PER05, CHL05]. 
 
4.2.3 Knowledge of artificial intelligence 
 
Task automation is something that has already been done with tools such as WhatsApp Business or 
Facebook Marketplace, to answer messages to potential customers [PER03, CHL06]. However, such 
tools are limited because they can sometimes respond to things that do not match what customers 
are looking for [PER04, CHL05]. Nowadays, there are many business applications that claim to be 
based on artificial intelligence, but it is not clear whether this is really the case or whether they are 
just doing it to attract new customers [PER01]. On the other hand, some of the office applications 
they use already have some artificial intelligence component built in, such as Office 365 [PER01, 
CHL07]. 
 
4.2.4 Use of artificial intelligence tools 
 
In the interviews, it could be seen that all the interviewees have used at least one generative artificial 
intelligence tool, where ChatGPT was the predominant application, with 15 entrepreneurs making use 
of it. Other tools stated by the entrepreneurs in the interviews were Midjourney, Bing, Microsoft 365 
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Copilot, Tome AI, Notion AI and Bard (Google). However, when delving deeper into the level of use 
of these generative artificial intelligences, the responses varied. For example, some focused on the 
creation of images for their graphic and advertising content [PER02, PER03, CHL03], while others 
used them for the design of written content and the writing of messages to clients [PER01, PER07, 
CHL08]. Another line of usage was oriented towards exploring possible business ideas and 
conducting market research [PER04, PER06, CHL04, CHL07]. Most of the interviewees agreed that 
the use of these tools considerably reduced work times compared to traditional design tools not 
mediated by artificial intelligences. However, it is important to highlight that the results obtained 
with these tools depend largely on the quality of the prompts provided to ChatGPT or other 
applications [CHL01, PER09], as sometimes the creations are of poor quality, such as incorrect images 
or inappropriate emails. In this regard, only two entrepreneurs stated that they used paid services to 
improve the performance of generative artificial intelligence [CHL04, PER05], stating that the main 
motivation for this expenditure was to be able to access unlimited and faster content. These findings 
suggest that the level of penetration of artificial intelligence tools is in its infancy. 
 
4.3 Society 
 
4.3.1 Impact on the labor market 
 
The introduction of generative artificial intelligence in marketing strategies may have a negative 
impact on creative workers, such as designers, advertisers or marketing professionals [CHL03, PER07, 
PER08]. The costs of creative jobs could be reduced in the long run using these tools, affecting the 
employability of these professional profiles [PER01, CHL02, CHL05]. All routine marketing tasks will 
eventually be displaced by artificial intelligence [CHL04, PER06] (Poba-Nzaou et al., 2021). However, 
some of these creative workers will be able to maintain their employability if they are able to adapt 
quickly to these changes and maximize their value proposition by using generative artificial 
intelligence to their own advantage [PER02, CHL04]. The learning curve to master prompts is not 
necessarily fast and takes time, so creative workers may have a temporary advantage [CHL01]. 
 
4.3.2 Impact on Education 
 
The education system is being greatly impacted by the introduction of tools such as ChatGPT, at all 
levels (primary, secondary and university). The way of learning will change [CHL01, CHL07, PER02, 
PER08]. It is possible that some university careers will become extinct [CHL04, PER05], but also the 
introduction of new technologies allows other careers to emerge [CHL02, PER03]. This phenomenon 
will also influence the characteristics of the consumer of the future, who will be much more informed 
and have higher demands than today's consumer [PER04, CHL06]. A topic that is becoming 
increasingly relevant is ethics, which is very important so that there is no abuse in the use of 
disruptive technologies [PER05, CHL06]. 
 
5. Comparative Analysis 
 
The comparative analysis of perceptions on the adoption of generative artificial intelligence in SMEs 
in Chile and Peru reveals significant differences in the business context and expectations of 
government support. In Chile, entrepreneurs tend to show a greater willingness to experiment with 
new technologies, driven by a more favourable environment in terms of technological infrastructure 
and access to resources. This contrasts with Peru, where resource and know-how constraints are 
more pronounced, which may hinder the adoption of innovative tools. In addition, public policies in 
Chile have started to explicitly address the regulation and promotion of the use of artificial 
intelligence, while in Peru the approach is still incipient, reflecting a difference in institutional 
readiness to support SMEs in the integration of these technologies. 
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The competitive pressures faced by SMEs in the two countries also vary. Chilean entrepreneurs, 
being more exposed to a globalised market, tend to adjust their marketing strategies more quickly to 
incorporate generative artificial intelligence, while in Peru, resistance to change may be more notable 
due to economic uncertainty and lack of clear incentives. This contrast in adoption and perception 
dynamics not only enriches the discussion on artificial intelligence in the Latin American context, but 
also provides a framework for future research on how cultural and economic differences may 
influence the adoption of disruptive technologies in SMEs. 
 
6. Discussion 
 
Through a thematic analysis of the interviews, several key patterns emerged that reflect both the 
opportunities and challenges faced by SMEs in adopting generative artificial intelligence (AI) for their 
marketing strategies. Three primary themes were identified: (1) the perception of AI as a tool for 
enhancing operational efficiency; (2) concerns regarding the lack of digital competencies within the 
companies; and (3) uncertainty surrounding the financial investment in technology. These findings 
illustrate that the implementation of AI is not only diverse but is also deeply influenced by SMEs' 
perception of value, technological readiness, and financial concerns. 

The findings of the study can be further analyzed by considering the models and theories on 
technology adoption reviewed in the theoretical framework. From the perspective of the Technology 
Acceptance Model (TAM), it is evident that SMEs perceive the usefulness of generative AI in their 
marketing strategies, particularly in improving efficiency and reducing costs. This is consistent with 
the definition of "perceived usefulness" as "the degree to which a person believes that the use of a 
particular system would improve his or her job performance" (Davis, 1989, p.320). However, 
perceived ease of use varies, depending on the prior knowledge of companies about these tools. 

Applying the Unified Theory of Acceptance and Use of Technology (UTAUT), performance 
expectancy in terms of improving business competitiveness appears to be the main driver of the 
intention to adopt generative AI. This aligns with the finding that "performance expectancy has been 
a robust predictor of intention in both voluntary and deployment environments" (Venkatesh et al., 
2003, p.467). However, the effort expectancy associated with mastering the prompts and fully 
utilizing the functionalities may act as a barrier. Additionally, enabling conditions, such as internet 
access, devices, and financial resources, are unevenly distributed among the SMEs interviewed. 

From the perspective of the Diffusion of Innovations Theory (IDT), factors such as relative 
advantage, compatibility, and testability positively influenced the initial adoption of generative AI by 
the SMEs in the study. This aligns with the notion that "the adoption rate of an innovation depends 
on whether it is perceived as better than the idea it replaces" (Rogers, 2003, p.15). However, the 
complexity of achieving high-quality results remains a significant challenge. 

In terms of the Technology-Organization-Environment (TOE) framework, the technological 
context, particularly the availability of free tools and online guides, facilitated the adoption of AI, 
supporting the idea that "adoption-prone organizations innovate by having appropriate existing 
enabling technologies" (Tornatzky and Fleischer, 1990, p.156). However, organizational constraints, 
such as limited resources and technical knowledge, pose significant challenges for many SMEs. The 
external business environment also plays a crucial role in influencing adoption. 

The literature on generative AI is still in its early stages. However, a growing number of studies 
are identifying potential application areas for this disruptive technology in SME marketing strategies 
(Miller, 2023). Moreover, approaching this topic from an international perspective enhances our 
understanding of the budgetary constraints faced by SMEs across different regions (Madrid-Guijarro 
et al., 2016). This allows for the identification of strategic similarities in various contexts. 
Additionally, this study provides insights into the most promising domains for the adoption of 
generative AI in SME marketing strategies, contributing to a broader approach focused on the use of 
disruptive technologies to enhance business competitiveness (Basri, 2020; Hansen and Bogh, 2021; 
Kumar et al., 2022; Lanzini et al., 2021). Therefore, insights from SME marketing and applied AI 
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literature should be integrated into the conceptualization of generative AI's application in SME 
marketing. 

The findings confirm that the use of generative AI tools yields results comparable to those 
reported in the literature (Chintalapati and Pandey, 2022), where marketing outputs are generated 
faster and at a lower cost. This increased efficiency in SME resource utilization can have far-reaching 
economic implications (Maksimov et al., 2017). 

Furthermore, the study identified that entrepreneurs are willing to adjust their marketing 
strategies to incorporate generative AI, which is consistent with the notion that SMEs, facing 
significant survival pressures, are more likely to experiment and innovate (Cosenz and Bivona, 2021). 

In terms of implications for academia, this study provides valuable insights into the challenges 
associated with technology adoption (Bianchi et al., 2017), particularly in the context of disruptive 
technologies like AI in SMEs from two Latin American countries, highlighting opportunities and 
challenges for enhancing business competitiveness. 

Regarding potential implications for public policy, this study sheds light on the expectations of 
entrepreneurs in Peru and Chile regarding government support for SMEs' economic development 
(Gopaul and Manley, 2015). This suggests that public policy design should explicitly address 
regulation and promote the correct use of AI to strengthen business competitiveness. 
 
7. Conclusions 
 
In this study, a binational perspective was used to explore the perceptions of Chilean and Peruvian 
entrepreneurs regarding the use of generative artificial intelligence tools in marketing strategies. The 
main contribution of this article focuses on the role of generative artificial intelligence in the 
marketing strategies of SMEs, to show the spaces that exist to contribute to a better use of resources 
by companies. In this way, it contributes to the theory related to the issue of artificial intelligence 
adoption in SMEs (Bhalerao et al., 2022). The integration of artificial intelligence in business 
strategies is still a nascent field of study (Carvalho and Ivanov, 2023), so this study contributes to 
generate evidence for theory in this area. In this way, entrepreneurs, public decision-makers, as well 
as other stakeholders will be able to facilitate conditions for increasing the competitiveness of SME-
SMEs and thus create sustainable economic growth. 
 
7.1 Practical Implications 
 
The study's findings reveal important practical implications for small and medium-sized enterprise 
(SME) owners, policy makers and technology developers in emerging economies such as Peru and Chile. 
For SME owners, integrating generative artificial intelligence into marketing strategies can offer 
significant cost reductions and efficiency gains by facilitating tasks such as content creation and 
message personalisation. Leveraging these tools can help SMEs compete in a market where, while 
current advantages are notable, rapid adoption by competitors could level the playing field in the near 
future. It is therefore crucial that entrepreneurs not only adopt these technologies early, but also seek to 
maximise their use through continuous training and the exploitation of advanced applications. 

From the perspective of policy makers, the results suggest that regulation and government 
support should be adapted to facilitate the adoption of generative artificial intelligence. The lack of a 
clear strategy and poor infrastructure in remote areas underline the need for public policies that 
promote equity in access to these technologies. In addition, promoting awareness campaigns on the 
benefits and risks of artificial intelligence can help overcome existing barriers and improve adoption 
among SMEs. For technology developers, the focus should be on creating tools that are accessible and 
adaptable to local contexts, providing educational resources and technical support to overcome the 
knowledge and connectivity barriers faced by many SMEs. Together, these strategies can drive more 
effective adoption of generative artificial intelligence, thereby promoting growth and competitiveness 
in emerging economies. 



E-ISSN 2281-4612 
ISSN 2281-3993        

Academic Journal of Interdisciplinary Studies 
www.richtmann.org 

Vol 13 No 5 
September 2024 

 

 247

7.2 Limitations and future research 
 
The development of a study of this caliber provides a significant opportunity to understand the 
dynamics of technology tool adoption in SMEs from an international perspective. However, this study 
has some limitations that need to be considered. For example, the choice of study countries (Chi-le 
and Peru) has an impact on the generalizability of the findings. Similarly, the study only considered 
cities with a high level of human development, so the incorporation of other perspectives is necessary 
(Alabdali et al., 2023; Fanelli, 2021). Furthermore, entrepreneurs' perceptions of the impact of 
generative artificial intelligence on marketing strategies need to be measured in other environments 
with a higher level of business development, in conjunction with other disruptive technologies. Thus, 
it is necessary to analyze how it is possible to integrate the use of artificial intelligence tools with 
other technologies such as the meta-verse in order to develop marketing strategies for specific 
consumer segments (Dwivedi et al., 2023), as well as to study the potential biases that can be 
introduced in SME marketing campaigns and strategies designed based on generative artificial 
intelligence tools (Van Giffen et al., 2022). Additionally, research is needed in larger markets such as 
Brazil, Mexico, Colombia or Argentina. These perspectives will strengthen the possibilities for the 
effective use of generative artificial intelligence in marketing strategies in accordance with the 
characteristics of each country. Due to the exploratory nature of this work, interviews were 
conducted over a specific period, so it is important to collect information in different periods to 
measure the impact of the adoption of this technology on the marketing strategies and performance 
of small and medium-sized enterprises. While qualitative analysis provides valuable insights and 
allows to consolidate a theoretical foundation around the adoption of disruptive technologies in 
SMEs, a quantitative data-driven analysis is required to graph the evidence of the findings. Therefore, 
a further line of research should address the absence of quantitative modelling in the context of the 
adoption of generative artificial intelligence in SMEs. 
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