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Abstract: The article asks and answers how entrepreneurs can use generative artificial intelli-
gence (GenAl) in their marketing information processes. The study is motivated by two factors.
Firstly, the success of ChatGPT, developed by OpenAl, has attracted considerable attention from
the media and various academic discourses. Secondly, the implications of this technology have
been a subject of much discussion. The present paper aims to provide a comprehensive overview of
the influence of GenAl on marketing processes in organisations undertaken by entrepreneurs. The
development of the study was informed by academic sources and extensive literature research, and
complemented by a survey conducted among Peruvian entrepreneurs residing in Germany. The ar-
ticle elucidates the rationales and utilisation of applications in marketing information processes,
alongside impediments and competencies involved. The results of the study indicate that Peruvian
entrepreneurs in Germany primarily utilise GenAl for efficiency purposes, exploration of new
business models, and identification of opportunities. It is predominantly focused on creative and
planning tasks, including the generation of ideas. Key constraints relate to quality and accuracy,
as well as capability gaps, while competencies are generally strong, confidence in data analysis is
a limiting factor in overall readiness.
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INTRODUCTION

Since November 2022, the concept of generative Artificial Intelligence (GenAl) has dominated
discourse in the media, the economy, and politics (Bolz 2024). The release of ChatGPT by OpenAl
has had a considerable impact on the field of marketing (Chui et al., 2023). A survey conducted by
the trade association BITKOM revealed that 41% of companies in Germany are currently utilizing
artificial intelligence (AI), with a further 48% planning and discussing its use (BITKOM, 2026).
It is evident that the subject has a wide range of applications, which have been shown to increase
efficiency, quality, and support innovation (Dahm and Neuhaus 2025).

A study conducted by SAS in 2024 found that approximately 74% of marketers consider it to be
a pivotal factor in achieving success in marketing. Furthermore, the survey revealed that for 82% of
respondents, the primary benefit identified was the reduction in time spent on repetitive tasks. Fur-
thermore, GenAl has been demonstrated to facilitate the identification of business models, enable
data-driven decision-making, and identify market opportunities (Kusetogullari et al. 2025).

A significant challenge is the selection of an appropriate tool, given the wide range of op-
tions available, with around 50,000 GenAl tools currently in operation (There’s an Al for That,
2026). Furthermore, 61% of marketers report data protection as a problem, followed by 44% who
mention GenAl-related competencies (SAS 2024). The integration of human competencies with
the technical capabilities of GenAl has been demonstrated to enhance efficiency and innovation
processes (Wecke 2024). In order to achieve the optimal utilization of GenAl, it is essential to
cultivate the relevant competencies (Scarpa et al. 2024).

GenAl has the potential to support diaspora entrepreneurs in their marketing activities, al-
though it is important to acknowledge the challenges that must be overcome to achieve this. This
will be the focal point of the following analyses.
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It should be noted that some of the findings presented in this article were first developed in
the author’s Master’s thesis. Instead of reproducing the original work, the article employs a more
focused and independently developed academic analysis to offer insights that build upon these
foundations.

RESEARCH METHODOLOGY

The methodological approach of this publication is a comprehensive literature review and
survey. The focus of this study will be on Peruvian diaspora entrepreneurs in Germany. The em-
phasis of this study is on the understanding of the function of GenAl in marketing activities and
information processes. The analysis draws on academic books and peer-reviewed journal articles.
A selection of practitioner-oriented reports and online publications were also included. In addition
to the literature review, a survey was conducted with eleven Peruvian entrepreneurs residing in
Germany. The collection of data was facilitated by the distribution of a questionnaire, which was
executed using survey software. This approach was found to be beneficial for subsequent data
analysis, thereby facilitating the organization and evaluation of the study. The resulting dataset
was analyzed using descriptive statistics once the respondents had completed the questionnaire.
Firstly, the analysis investigates the role and areas of application of GenAl in marketing-related
information processes. This was followed by an examination of the barriers to usage and the key
competencies required for GenAl in these processes. DeepL. Write was used for language correc-
tion and stylistic improvement; the intellectual content remains the author’s own.

The present study combines evidence from scientific literature, target-group publications and
the entrepreneur survey, thereby providing a comprehensive understanding of the contemporary
challenges facing diaspora entrepreneurs. This synthesis places particular emphasis on the Peruvi-
an diaspora in Germany.

This paper builds on the methodological basis established in the author’s master’s thesis,
which involved devising and implementing an exploratory research design. This paper revisits,
condenses and further develops selected parts of that work.

RESULTS

Peruvian diaspora entrepreneurship in Germany

The concept of entrepreneurship is characterized by the utilization of available resources, the
identification of business opportunities, and the role of the entrepreneur (Fust et al. 2019). The task
of entrepreneurs is to transform ideas into products and to discover new markets (Kriedel 2017).
In order to achieve success, it is essential that they possess competencies in the areas of ideas and
opportunities, have access to resources, and are active (European Union 2018).

Research indicates that people from a diaspora are highly motivated to engage in entrepre-
neurial activities (Rana and Nipa 2019). The members of these communities are a minority in the
host country and frequently report feelings of rejection and marginalization. They express a strong
sense of obligation to support their home country and indicate a desire to return in the future (Co-
hen 2008).

Diaspora entrepreneurs have been shown to possess a high level of proficiency in the identi-
fication of commercial opportunities, coupled with the advantage of a robust network of connec-
tions with individuals within their respective diaspora communities. Furthermore, they have been
found to possess a high level of cultural competence (Freiling 2019). In addition, they possess a
strong desire to establish their own entrepreneurial activities (Rana and Nipa 2019) and are ca-
pable of identifying and filling market gaps through the implementation of innovative business
models (Vanore 2018).

In the absence of statistical data, it is only possible to estimate the number of Peruvian diaspo-
ra entrepreneurs in Germany. In Germany, the entrepreneurial population constitutes approximate-
ly 3% of the total population (Statistisches Bundesamt 2026). Applying this rate to the estimated
30,000-strong Peruvian diaspora in Germany (Statistisches Bundesamt 2023), it is estimated that
there are 900 Peruvian diaspora entrepreneurs in Germany.
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Areas of application of GenAl in marketing-related information processes

Digitalization has a profound impact on organizational processes, necessitating the presence
of both prepared managers and well-structured organizations. A combination of human and tech-
nological capabilities is required. As Krcmar (2015) argues, the management of information pro-
cesses 1s dependent on both skill and cultural factors.

Marketing can be defined as the process of meeting customer expectations when an enterprise
creates value for a product that is offered (Kotler et al. 2007). It is widely regarded as the predom-
inant concept in this field (Bruhn 2019). Consequently, enterprises are obliged to carry out six
specific tasks. Firstly, the analysis of the current situation is undertaken, followed by the definition
of long-term company objectives. Thirdly, a strategy must be deduced, followed by operational
planning of product, price, place and promotion. In the fifth instance, the planned content must be
executed and finally controlled (Meffert et al. 2024).

GenAl, a part of AL, has developed into a tool capable of processing a variety of data simulta-
neously and generating new content (Wecke 2024a). GenAl is set to transform marketing-related
information systems, with the potential to significantly enhance operational efficiency and perfor-
mance (Rubera et al. 2025). As illustrated in Figure 1, GenAl has the potential to be employed
across a variety of tasks. The utilization is recommended for research and strategy tasks, including
market research and the development of buyer personas. It is followed by products, the utilisation
of which as a tool for the generation of ideas and the facilitation of the creation of visual media,
including but not limited to photography, text, and video. In the context of facilitating the infor-
mation process with clients, GenAl has the capacity to personalize email campaigns and provide
recommendations. Moreover, it facilitates the measurement of the performance of information
processes for marketing campaigns. Finally, it enables marketing operations, such as the prepara-
tion of content for social media (Wecke 2024a).

Marketing tasks

Performance

Client management management

Research and strategy Proanet Marketing operations

Fig. 1. Use of GenAl for marketing tasks (Ehrsam, 2025)

As demonstrated in Figure 2, the vast majority of Peruvian entrepreneurs residing in Germany
adopt GenAl primarily to achieve efficiency gains, such as optimizing workflows and reducing the
time spent on manual tasks. Further factors include the exploration of novel business models and
the identification of market opportunities. Conversely, the broader potential of GenAl in terms of
its ability to enhance data-driven decision-making is considered to be of lesser significance. It is
interesting to note that no mention is made of innovation, quality assurance, or any other factors
that might be considered relevant (Ehrsam 2025).
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Reasons for using GenAl
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Fig. 2. Reasons for GenAI adoption among Peruvian entrepreneurs in Germany (Ehrsam, 2025)

The findings suggest that Peruvian diaspora entrepreneurs in Germany acknowledge the po-
tential of GenAl in a range of marketing domains. As shown in Figure 3, idea generation represents
the primary use case, whereas pattern identification is perceived as less relevant (Ehrsam 2025).

Areas of application for marketing tasks
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Fig. 3. Areas of GenAl use in marketing tasks among Peruvian entrepreneurs
in Germany (Ehrsam, 2025)

As illustrated in Figure 4, the study also examined the key barriers to the utilization of GenAl.
The most significant challenges experienced by participants are those related to quality concerns
and limited access to suitable tools. This is in contrast to the few diaspora entrepreneurs who con-

sider low personal and cultural resistance to be a significant challenge (Ehrsam 2025).
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Barriers to GenAl
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Fig. 4. Barriers to GenAl adoption among Peruvian entrepreneurs in Germany (Ehrsam, 2025)

Concerning the key competencies of diaspora entrepreneurs, Figure 5 demonstrates that 91%
of respondents expressed a favorable opinion of their fundamental understanding of GenAl. Fur-
thermore, an equal proportion of respondents stated that they utilize GenAl in a responsible man-
ner, thereby signifying a commendable level of awareness concerning ethical and accountable
practices. The level is almost equivalent, with 90% of the thinking being of a strategic nature.

In the domain of creative endeavors, a significant proportion of the participants have ex-
pressed high levels of satisfaction with their capabilities in the production of visual, textual, and
video content, with 82% rating their proficiency in these domains as either good or very good.
Furthermore, a substantial percentage of the participants, amounting to 82%, have also articulated
a positive stance on continuous development and adaptability in the face of technological change.
Furthermore, 81% of diaspora entrepreneurs evaluate their communication competence as strong,
and 81% demonstrate a high level of confidence in understanding target groups.

With regard to the utilization of digital tools, 73% of participants expressed a high degree of
confidence in their ability to competently operate them. Conversely, opinions regarding analytical
abilities are more varied. A mere 54% of entrepreneurs rate their competence in analyzing data as
good or very good (Ehrsam 2025).
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Key competencies for GenAl

10009
80%
64%

60% 55% 15% 5504 5504,

o 4*% 459, 27% 45%

79 0

10% > 27% 6% ;

. 2794 1%

18% 8% 3% 18% 3%
20% 9% 9% 9% %
0oD? oohval (0% 0% 0% 0% O% Oop 0 00/0 0
0%
S &
‘\"‘ 1 \., ”} = > ~
,\\\b\ & ‘\S‘"\ N &8 _i@’v \c? & S
; & 2 B
& &N & 3 & & & o
\bc‘ c‘o C> \.\6 FS'\ g A ,.\C(\ -{}\ ha
o 3 e
& & & ' \‘a"" & --Z.C-'\ .o &7
A s & &\\ e & \}\ o
< P & Ly o o
& A ¥ ol
o ] o
& ) =
&F S 3
&
Every good Mgood neither good nor low low ®nocomptencies

Fig. 5. Key competencies for GenAl among Peruvian entrepreneurs in Germany (Ehrsam, 2025).

DISCUSSION

With respect to the underlying motivations for adopting GenAl, 64% of Peruvian diaspora
entrepreneurs identify efficiency gains as the dominant factor, thereby corroborating the findings
of Dahm and Neuhaus (2025). The study’s findings underscore the efficacy of GenAl in enhanc-
ing both routine process execution and the handling of complex tasks. However, a discrepancy
becomes apparent in the domain of innovation. While Dahm and Neuhaus (2025) emphasize the
role of Al in enabling innovation, particularly in the development of new products and business
models, Peruvian diaspora entrepreneurs in Germany do not primarily perceive GenAl as an in-
novation driver. While its relevance for business model development and market identification is
acknowledged, this perception remains comparatively weaker.

Conversely, diaspora entrepreneurs evidently recognize the value of GenAl in the generation
of ideas. This observation is consistent with the findings of BVDW (2025), which indicate that
88% of marketing agencies employ GenAl in ideation processes.

Concurrently, salient barriers persist, notably concerns regarding output quality and restricted
access to appropriate tools. These results align with the findings of Hiirtgen et al. (2024), who have
identified significant concerns regarding the reliability and accuracy of Al-generated content.

From a capability perspective, the effective management of marketing-related information
processes requires a combination of competencies, including technological literacy, strategic
thinking, creative capabilities, data analytical skills, and a continuous learning orientation (Wecke
2024b). While Peruvian diaspora entrepreneurs demonstrate notable competencies in most of these
domains, deficiencies persist in data analytical capabilities.

CONCLUSIONS

Individuals belonging to diaspora communities frequently exhibit a strong propensity to en-
gage in entrepreneurial endeavors and demonstrate an aptitude for identifying business opportu-
nities. Within the domain of marketing-related information systems, the integration of GenAl is
anticipated to effect a transformation in processes, thereby engendering substantial performance
enhancements. The potential applications of GenAl are extensive, encompassing domains such as
research and strategy, product management, customer management, performance management,
and marketing operations.
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The Peruvian diaspora entrepreneurs in Germany is estimated to comprise approximately
30,000 individuals, of whom it is estimated that 900 are entrepreneurs. Their marketing activities
are increasingly influenced by technological change and innovation, particularly driven by GenAl.
The analysis yielded four key findings:

1. The primary motivation for Peruvian diaspora in Germany to adopt GenAl is efficiency
gains.

2. The predominant application of GenAl is in the domain of idea generation.

3. The primary obstacles pertain to concerns regarding output quality and constrained access
to appropriate tools.

4. With regard to competencies, Peruvian diaspora in Germany demonstrate a solid founda-
tional understanding, use GenAl responsibly, and apply it for strategic purposes.
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I'EHEPATUBEH M3KYCTBEH UHTEJIEKT B IPEATIPUEMAYECKHUTE
NHOOPMAIIMOHHU IMMPOLECH: YITPABJIEHUE HA MAPKETUHI'OBATA
NHOOPMALIMA CPEA NPEAIIPUEMAYUTE OT IUACITIOPATA

Peztome: Cmamuama pasenedicoa Kak npeonpuemaiume mMo2am 0a U3NON36am 2eHepamueer UsKyCmeeH
unmenexkm (GenAl) 6 ceoume mapkemuneosu ungopmayuonnu npoyecu. Mzciedsanemo e MOMusupano om
napacmeawomo snumanue kom ChatGPT na OpenAl u wiupoxume Ouckycuu OmHOCHO nHocieduyume om
ma3zu mexuonozus. Llenma e da ce npedcmasu npezneo na enusanuemo na GenAl 6vpxy mapkemunzogume
npoyecu 6 npeonpuemayecka cpeoa. Ilpoyusanemo ce 6asupa na axademuuna Jumepamypa u amkema
cpeo nepyaucku npeonpuemayu 6 Iepmanus. Ananusupanu ca mMomueume 3a U3noaseawe, odoracmume
Ha npunodicenue, KaKmo u cevbp3anume ¢ mosa bapuepu u komnemenyuu. Pesyimamume noxazeam, ue
GenAl ce usnonzea ocnoeno 3a noguwiasane na eghpekmusenocmma, paspabomeane Ha busnec mooenu u
udenmughuyupamne Ha vamodcHocmu. OCHOSHUME NPULONCEHUA CA 68 MEOPUECKU U NAAHOSU 3a0adi,
ocobeno 6 cenepupanemo Ha uoeu. Ocpanuyenusma ca c6bp3anu ¢ Ka4ecmseomo, moyHOCmma u Juncama
Ha onpeodenenu ymeHus. Bvnpeku obwjo cunnume KOMREMEHYUU, 02PanuU4eHomo 0oeepue 6 aHaiu3a Ha
OaHHU 0CMABA KAIOHU0BO NPEOUIBUKAMENCINGO.

Kniouoeu Oymu: unpopmayuonnu npoyecu; npeonpuemaiecmeo;, MAapKemuH208a UHDOPMayus;
eenepamueen uzkycmeern unmenexm (GenAl); nepyancka ouacnopa
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