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Agentic Al is reshaping digital marketing by enabling systems to plan, adapt, and The findings indicate that agentic Al-generated messaging
personalize communication in real time. (Davenport et al., 2020). This technology is et significantly outperformed traditional one-size-fits-all
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particularly relevant for faith-informed consumer segments, whose values, identity marketing messaging among faith-influenced audiences.
expressions, and decision-making processes are guided by deeply held beliefs, yet remain

underexplored in marketing research. ﬁ | INITITAL ENGAGMENT RATE

 Approximately 84% of the global population identifying with a religion, thus beliefs play e T — For faith-based users, Agentic Al
a significant role in shaping how individuals perceive marketing messages and brand Il ‘ e marketing messages ,drove higher initial
communication (Campbell, 2013) (Vitell, 2009). ( MEASURE ENGAGEMENT enaaaement than traditional static
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perceive trust, authenticity, and value alignment is critical. O s % | I e
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goal-oriented Al systems capable of delivering personalized experiences at scale. y A e,
(Davenport et al., 2020; Huang & Rust, 2021). S e WESSAGE PROGESSING BY PLATFORY

ANALYZE CLICK-THROUGH
AND ENGAGEMENT RATES

Faith-based users were more likely to

Aim: This study examines whether agentic Al-generated messaging can enhance read, understand, and cognitively
engagement, perceived value alignment, and trust more effectively than traditional —— —— engage with the revised messaging than
approaches when targeting faith-influenced audiences. The intention is to guide marketers s with the traditional static version.

in engaging these segments ethically and effectively, by bridging advanced Al capabilities The study employs a controlled experimental design to evaluate e T raceonc_ s

with marketing practices and offering a roadmap for campaigns that are technologically whether agentic Al-generated brand messaging leads to higher

sophisticated and culturally sensitive. behavioral engagement and stronger perceived value alignment PERCEIVED VALUE ALIGNMENT

compared to traditional marketing copy among religion-influenced
audiences. Comparative testing (A/B), the research emphasizes

The Al-revised messaging more closely

Appl'OaCh observable user behavior rather than relying solely on self-reported aligned with the va!qes of fa|th -based
. users then the traditional static
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agentic Al pipeline, utilizing a layered reasoning approach to .
TRUST CONSUMER CULTURAL continuously adapt and optimize messaging. This distinguishes it from Conclusions
FORMATION IDENTITY CONGRUENCE SIGNALING traditional generative Al systems, which rely on static prompt Agentic Al enhances brand-consumer alignment through
Trust in marketing Consumer identity Cultural congruence Signaling theory suggests completion. dynamic, personalized, value-driven messaging. It doesn't
contexts builds through  theory posits that research posits that that communication signals just capture attention; it improves how messages are
consistency, perceived individuals make persuasion strengthens intent, credibility, and shared The system is executed through Make.com, an automation platform processed and how meaningful they feel to the audience.
ignmentof mtent  with heir sef.concept. with reciprents cuttural Kirmani & Ra, 2000). that integrates Al processing with social media and analytics tools. Recommendations
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Delgado-Ballester, (Escalas, 2004). framework (Aaker et al., Agentic Al messaging | : | : value aligned messaging that reflects consumer identity
2004). 2001). operates as a signaling to improve performance over time. while ensuring ethical and culturally sensitive
For religion-influenced mechanism detecting communication.
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language that signals (Delener, 1990; Essoo stewardship, reduces information . .
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