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It has been less than ten years since we (could have)
learned that “Attention is all you need” (Vaswani et al.
2017) to enable a gigantic leap in the performance of ma-
chine learning algorithms for analyzing and interpreting
all types of human creative output. Coupled with the in-
creasing availability of data for machine learning — pos-
sibly accelerated through the sharp increase in digital ac-
tivities during the Covid 19 pandemic — this has made al-
gorithms possible that can generate text, visuals, and
sound at a fantastic quality.

Only future generations will be able to honestly tell
whether these new algorithms are nothing more than
“Stochastic Parrots” (Bender et al. 2021) or whether Sam
Altman’s (2025) prediction will be accurate that they are
the stepping stone needed for reaching “Gentle Singular-
ity*. However, it is clear already that the advent of gener-
ative Al strongly affects how firms interact with their
customers. Examples are everywhere:

e The costs of creating highly personalized content have
dramatically decreased — opening paths to something
some of our clever students call “hyper-personaliza-
tion.”

e (Creating creative content for advertising or customer
information can become highly automated — market-
ers becoming content controllers instead of content
creators.

e [nteractions with customers in sales and service pro-
cesses can be delegated to chatbots or video avatars,
providing new flexibility and availability at the cost of
reducing human-to-human interaction.

e New forms of customer co-creation become possible
because customers can experiment with virtual proto-
types much more easily, for instance, by visualizing
changes in the setting of their choice (e.g., testing out
a new look in a Gen Al mirror). Coupled with Al-en-
abled, faster innovation cycles, this can accelerate
product lifecycles and fashions.

In sum, these new possibilities allow firms to improve
their customer relationships. However, these innovations
also raise important questions about trust, privacy, ethics,
and the evolving role of the customer in the marketing
process. Will customers respond to Al content in the
same manner as they respond to “authentic”” human con-
tent? Will relationships become more fragile if human-
to-human interaction is replaced with human-to-bot in-
teraction? Will the importance of brands increase — in a
world where it becomes more challenging to trust mes-
sages?

Therefore, this special issue of Marketing ZFP: Journal
of Research and Management (https://rsw.beck.de/zeitsc
hriften/marketing) invites submissions that explore ques-
tions surrounding firm-customer relationships in the age
of generative Al It is open to a broad set of topics em-
bracing diverse perspectives on B2B or B2C relation-
ships, reflecting the opportunities and challenges of this
technological revolution.

We ask authors interested in contributing to this special
issue to do so in the form of a registered report (e.g., Bri-
ker and Gerpott 2024). Registered reports are a publish-
ing format in which the study protocol — including re-
search questions, hypotheses, and methods — is peer-re-
viewed and accepted “in principle” before data collection
begins. In doing so, we believe that such a process en-
sures that publication is based on the rigor of the method-
ology rather than the results, reducing publication bias.
Initial evidence suggests that registered reports may be
effective in this regard (Soderberg et al. 2021).

Specifically, when submitting such a registered report
to Marketing ZFP, we ask authors to adhere to the
guidelines for registered reports developed for the “Na-
ture” journals (“Registered Reports Nature Human Be-
haviour” n.d.). More details on our policy regarding
registered reports can be found in the editorial of Mar-
keting ZF'P 47 (2).

The deadline for submitting first-stage proposals for this
special issue is December 1, 2025. To submit your man-
uscript, please email it to martin.klarmann@Xkit.edu.
We aim to provide reviewer responses in January 2026
and final decisions on the first stage proposals in March
2026. We intend to publish this Special Issue at the end
of 2026, giving authors about six months to conduct the
experimental study described in the registered report and
write up the results. If you are unsure about whether your
research idea fits our special issue, please feel free to
email us at martin.klarmann @kit.edu or udo.wagner@u-
nivie.ac.
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