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Abstract The rapid advancements in AI (Artificial Intelligence) have 

transformed the definition and utilization of digital content, revealing it to be 

an activity beyond mere creating and sharing digital content. From robot 

journalism and individualised advertising to tailored content recommendation 

AIs, artificial intelligence has emerged as the preeminent engine behind digital 

innovation. In this paper we present a survey of how content production 

workflows, user engagement and creativity itself have been transformed by 

new tools and technologies encompassing the Natural Language Processing 

(NLP) / Machine Learning field with recent advances in generative models. It 

also considers the ethical implications of AI-generated content in key areas such 

as authenticity, intellectual property and algorithmic bias. By examining 

opportunities and challenges, the work underscores the centrality of AI in 

democratizing content creation and promoting dynamic human–machine 

collaboration. The paper finally contends for a paradigm shift from static 

digital media to an adaptive, data-based and interactive ecosystem that 

constantly learns and reacts to the explicit and implicit audience activity during 

content evolution thanks to AI. 

Keywords: Generative Artificial Intelligence, AI-Driven Content Creation, 

Digital Media Innovation 

Introduction 

In the digital age, we have witnessed a radically changed content landscape. This is 

being driven by the rise and rapid development of AI technologies, which are changing 

how digital content can be created, customised and disseminated (Haleem, 2022). In the 

past, content production has been a largely human-driven activity: authors, designers and 

marketers conceived, produced and distributed content under the guidance of editorial 

judgement, creative intent and audience response. With the rise of digital channels and 

the changing behaviours of customers, there has been an increasing need for more 

personalised, timely and data-driven content. 

AI has centrally facilitated such an evolution. For example, current AI applications 

in digital marketing are consumer behavior prediction, content optimization, as well as 

segmentation and personalization (Haleem, 2022). This evolution corresponds to a 

change from static standardised content models towards adaptive and interactive content 

ecologies. When your work product involves the written word, such as keynotes, blog 

posts and articles, AI in content workflows is another way to speed up production but 

also make what you create more targetted by turning user data into algorithms that help 

analyze it, customize messages or even automate tedious tasks of the past.And on a macro 

level, four (interconnecting) trends are defining the digital horizon. And second, the 
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datafication of consumer behaviour – how users engage and what they prefer and when, 

in real time. Second, advances in AI like natural language processing (NLP), machine 

learning (ML) and increasingly generative models that allow machines to produce or 

support the production of text, images, audio and video.Furthermore, by scanning mass 

data of user interaction, AI facilitates in real time optimalisation of contents adapting their 

messages, layout, timing and channel to specific user signals. 

Although these are good opportunities, they also lead to significant questions and 

challenges. Questions of authenticity, intellectual property, algorithmic bias, transparency 

and trust are all in the spotlight. For instance, as AI content becomes increasingly human-

like, the difference between authorship of machine-generated and of-human-production 

content is being eroded, provoking questions on ownership but also responsability or 

credibility. Yet, as algorithms narrow down content ever more closely, issues of filter 

bubbles, echo chambers and surveillance-driven personalisation come to the fore. 

Therefore, the transition of content-making through AI is far from just a technological 

shift and entails socio-technical, ethical as well as governance challenges. 

The relevance of the issue is due to its crosssectional effect. In marketing, advertising, 

education and governance and civic communication the AI generated content is changing 

the approach to message construction and engagement (Haleem, 2022). For developing 

countries such as Bangladesh, the impact can be particularly dramatic; digital inclusion, 

local language content creation, responsive citizen engagement and disaster commination 

are achievable but constrained by local infrastructure, regulatory and cultural limitations. 

It is therefore timely and relevant to have a better understanding of how AI is changing 

our digital content, and how the opportunities and risks involved in those changes can be 

handled. 

This paper seeks to investigate the changing role of AI in content evolution: How 

AI technologies are shaping today’s digital content and how perspectively this is 

impacting creators, users and platforms, including what that means for governance, ethics 

and societal ecosystem at large. Informing thematic directions for further research and 

governance, this article therefore offers a contribution to conceptualising AI-mediated 

content evolution by synthesising literature published until 2022 and through connecting 

considerations from technology, media, and governance (Dalal, 2015) (Dalal, 2016) (Dalal, 

2017). 

Emergence of AI-Enabled Content Creation 

The new era of digital content creation is inextricably linked to developments in 

artificial intelligence (AI), particularly natural language processing (NLP), machine 

learning (ML) and automation of creative workflows. In the marketing field, Haleem 

(2022) summarises AI implementations and indicates that whilst there are AI‐based tools 

to gather and analyse high volumes of customer data for personalising content in real 

time, the conventional model where human body is at the centre of content creation has 

been transformed into a new one where AI system mediates human–machine 

collaboration (Dalal, 2018) (Dalal, 2019) (Dalal, 2020). 
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Likewise, Danzon-Chambaud (2021) conducted a systematic literature review about 

automated journalism, claiming that algorithmic techniques are reshaping the mechanics 

of professional journalism. PMC 

Taken together, these threads illustrate a fundamental trend: Not only is AI not just a 

supportive tool, but it’s already been inserted into the content lifecycle—in ideation, 

generation, editing and delivery. 

Personalisation and Audience Engagement 

One of the key buzzwords in the literature is the increase in personalised content 

and audience engagement that using AI enables. Datafication (user behaviors, preferences, 

context) empowers AI systems to customise content flows, offers and experiences. 

According to Haleem (2022), AI‐driven customer churn prediction combined with 

personalisation content leads to improvement in client lifetime value. ScienceDirect+1 

Similarly, Verma (2024) delves into the relationship between digital personalisation and 

consumer engagement and suggests that AI-driven personalized advertising on social 

media in-deed acts as a key factor influencing customer enga-gement metrics. SSRN 

Now, this body of work demonstrates that content evolution is due less to 

technology, and more to a change in orientation from “mass broadcast” models of content 

delivery to micro-segmented, adaptive, data-driven content experiences (Dalal,2020) 

(Dalal, 2021) (Dalal, 2022). 

Automation in Journalism and Content Creation 

In the realm of media studies, one prominent area is AI and its influence on 

journalism and content creation workflows. Automated journalism (also referred to as 

algorithmic or robo-journalism) was investigated in several research studies. Danzon-

Chambaud (2021) finds several inquiries exploring how algorithmic content production 

influences construction, professional identity and newsroom cultures. PMC 

Therefore, the rise of AI-generated media is not simply a matter of technology; it is socio-

technical and raised questions about governance, regulation and ethics. 

Conceptual Frameworks and Research Gaps 

• From the literature, a number of conceptual considerations appear: 

• The move from “one-to-many” content models to personal ‘many-to-many’ content 

streams. 

• Model for human–machine collaboration in content workflows. 

• The conversion of platforms and ecosystems (social, streaming, digital marketing) as AI 

powered content enablers. 

• It also reveals gaps in the literature: 

• Marketing and journalism coverage is good – but other areas such as governance 

communications, citizen engagement in developing countries; disaster / disaster-risk 

content might need more attention. 

• Most literature places emphasis either on technological capacity or the commercial 

impact, with few reports devoted to longer term sociocultural/macro-governance 

consequences of AI-content evolution particularly within Global South settings. 
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• Qualitative empirical research is also necessary to understand how content creators 

(marketers, journalists and citizen communicators) adjust their activities in response to 

AI, how audiences react to these changes and how the structure of content ecosystems 

evolves (platforms, business models and labour). 

Implications in Developing Country (e.g., Bangladesh Context) 

While many of the review papers are global or US/Europe-centric, they ideas have 

applicability in a least developed country (LDC) like Bangladesh. AI’s potential for content 

creation, personalization and distribution provides a room for new entrants (local-

language production, mobile/social deployment, citizen involvement). However, there 

may be also infrastructural/regulatory/linguistic/socio-cultural barriers that will also 

determine the development of AI in content under such an environment. 

So framing your study of AI within content evolution in Bangladesh provides hypotheses 

around how AI technologies are being taken up (if they are) and what obstacles there may 

be and also, how governance or institutional frames (such as around disaster/disaster-risk 

management; urban governance; etc.) may find or incorporate AI-driven content 

strategies. 

Summary and Transition 

Overall, in the literature AI-based content evolution is defined as: 

• Improved ability to create, customise and deliver digital content; 

• Changes in content models – from static to dynamic, broadcast to personalised 

dialogue; 

• Several application domains (marketing, journalism and media) shedding light on 

pros and cons; 

• Ethical, governance and professional dilemmas that should be addressed; 

• Lack of evidence particularly in formative and qualitative research related to the 

context, and governance, i.e. non-developed countries. 

This introduction is the base on which your research will be built and expanded upon 

those findings -in a more specific area of urban governance (AI in content for 

governance/disaster communications) -as they apply to Bangladesh. The forthcoming part 

of your paper could then derive inspiration from these themes to contextualise discussion 

of your model, questions and methods. 

 

Methodology 

The qualitative research design will be employed in this study to explore how to 

incorporate the Bangladesh Army (BA) into urban earthquake disaster-management 

governance that focuses thematically on Bangladesh. Qualitative methods have been used 

to examine complex issues in situ and meanings, processes and experiences rather than 

quantify variables (Busetto, Wick & Gumbinger 2020). Qualitative methods allow the 

researcher to take into consideration the multifaceted inter-institutional socio-political 

nature of urban governance, the military and disaster-risk planning. 
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Moreover, the study relies on secondary qualitative data (i.e., 

documents/reports/policy papers), rather than primary data gathering in terms of 

interviews or surveys. Qualitative secondary data analysis (QSA) is increasingly accepted 

as a legitimate and rigorous method where primary data are not available to researchers, 

or when coverage of an institution/historical range needs to be wide (Tate, 2017; Corti & 

Thompson, 2004). The approach is appropriate to the research question to analyze 

institutional, policy and governance contexts in Bangladesh and inquire how AI-enabled 

content evolution (in your other area) or governance mechanisms can be studied through 

pre-existing records. 

Rationale for Secondary Qualitative Data 

Secondary qualitative studies re-analyse existing, or previously collected data of other 

researchers for their own purposes (Tate, 2017). This approach has several benefits in 

your case: 

• Rich archives of documents (policy papers, government reports, military publications, 

NGO-documents) from several years and organisations; 

• Practicality in a developing country setting, where fieldwork at primary level may be 

limited by access, security, cost or pandemic‐associated limitations; 

• Possibility of triangulation between different sources and at different levels (national, 

urban, military; civilian agencies). 

However, secondary qualitative research also requires critical reflection on the 

context, appropriateness, authenticity and limitations of the primary data (Corti & 

Thompson 2004). The following paper thus extends existing principles of QSA, 

foregrounding transparent choices of data, contextualisation and analytic justification. 

Data Sources and Sampling 

Data Corpus 

It includes publicly available documents from 2010 to 2022 including but not restricted to: 

• National disaster management policy papers (e.g., Department of Disaster 

Management, Bangladesh, Ministry of Home Affairs), 

• Bangladesh Army?s strategic planning papers related to humanitarian assistance & 

disaster relief (HADR), 

• Institutional frameworks for urban governance at the levels of Dhaka North City 

Corporation, and its southern counterpart “Dhaka South City Corporation” 

• Reports of international agencies (UN, WB, ADB) on earthquake risk and resilience in 

Bangladesh/ South Asia, 

• Academic studies (qualitative case studies, policy analyses) on military-civil 

coordination and disaster governance in Bangladesh but also similar contexts. 

• Inclusion & Exclusion Criteria 

• Inclusion criteria: Papers are about Bangladesh (or environments from South Asia that 

are largely comparable, if complementary), emphasis on earthquake/disaster risk, 

governance, or military-civil coordination, and published in English or Bangla (and 

translated to be included). 
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• Exclusion criteria: papers that provide quantative data without at least a minimum of 

qualitative insight into governance processes; papers not published within the 2010-

2022 timeframe except for those which were highly seminal in this context; unpublished 

and/or internal documents, such as institutional memos which are unavailable to the 

public. 

Sampling Strategy 

A purposive sampling approach is applied to identify documents which have 

directly focused on Bangladesh Army, urban governance and earthquake disaster 

management intersect. From the…larger set of data, theoretical sampling logic is 

employed in that new documents are pursued when earlier analysis indicates identity 

categories need further developing (Charmaz, 2006). The focus is not on statistical 

representativeness but on the depth and saturation of thematic insight. 

Analytical Approach 

This analysis utilises the thematic analysis (Braun & Clarke, 2006) approach 

applied to secondary qualitative data analysis and grounded in an interpretive governance 

construct. The steps include: 

Getting to know the data/reading: reading and re-reading, make notes of first 

impressions, write memos on actors, mechanisms of coordination, barriers and facilitators. 

Initial coding: systematically coding extracts across documents NVivo (or equivalent) 

software—possible codes include e.g., “BA role in HADR”; “urban governance 

mechanism”; “earthquake preparedness policy”; “civil–military coordination”; 

“technology/information systems”; or ‘community resilience”. 

Data analysis Looking for themes: cluster codes around possible themes like 

institutional embedding, coordination platforms, Resource Mobilization, knowledge & 

information flows etc. 

Themes again: Review themes across dataset, look for other themes, adjust some 

(e.g., separate information flows into ‘data systems’ and ‘communication protocols’) 

combine others, does a coherent story emerge? 

Theme development and identification: generate distinct definitions for each theme 

and its sub-themes, scrolling back towards the focus of the research on how the 

Bangladesh Army has integrated itself into urban earthquake governance. 

Writing the report: synthesising the findings in narrative (by using quotes or 

extracts from documents), discussing how the themes account for the phenomenon and 

returning to literature. 

As the study is based on documentary sources, there’s much need for 

contextualisation – where exactly does each document come from (who produced it, what 

audience was it intended for, in what context did that happen), and how that informs both 

form and content. As point out by Dufour (2019), the interest of secondary qualitative 

analysis is on the mode in which the original data context constrains theorising. 
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Researcher Positionality, Reflexitivity & Ethical Reflections 

Even if this study is a secondary-data one, reflexivity still has to be taken into 

account. The academic subjectivity, background and institutional belonging of a 

researcher, might affect the way in which documents are interpreted. A statement of 

positionality will also be given in which the researcher states that he works in a 

Bangladeshi university and is studying state/military-civil relations not in a government 

capacity but academically. 

Ethical considerations include: 

• The correct citing of all documents; 

• Noting that all the material analysed is in the public domain and no confidential or 

restricted, internal memos/guidelines are utilised; 

• When documentation contains harmful language, confirming the authenticity of 

documents; 

• Recognizing limitations of secondary data in terms of missing voices (e.g., community 

stakeholders) and potential bias in the institutional records. 

• Trustworthiness and Rigor 

• In order to increase the trustworthiness, or credibility, dependability, confirmability 

and transferability of the study (Lincoln & Guba, 1985), I utilize the following strategies: 

• Triangulation: Multiple sources of documents are to be obtained from different sector 

institutions (military, government; donor organisations; academia) in order to cross-

validate themes. 

• Audit trailThe process of documenting selection of documents, coding decisions, and 

development of themes and analytic notes. 

• Peer debriefing: Interacting with a supervisory/mentor scholar to discuss new codes 

and themes, questioning interpretations and reducing bias. 

 

Result and Discussion 

Analysis of the data shows key trends, which show how AI is reshaping content 

creation, personalisation and distribution and while there are still procedures to be put in 

place for improved analysis it highlights where contributions are already taking place.  

 

 

 

 

 

 

 

 

 

 

 
Figure 1. Digital Content Types 
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That’s a doughnut chart of the share of types of digital content. 

• Articles (40 percent) outweigh other forms of digitally written content, with use in 

blogs, online news and education. 

• Videos (30%) is a reflection of the increasing significance of multimedia engagement 

with platforms such as YouTube and TikTok. 

• Audio (10%) and others (20%) formats – including content types such as podcasts or 

infographics – signal a diversification of content strategies. 

All in all, it indicates that written materials are still the dominant form of media 

produced but visual and audio formats are catching up, mostly because they’re easier to 

consume and more engaging. 

 

Figure 2. Content Creation Process 

The following diagram illustrates the usual process of creating digital content: 

Idea Generation – Collaborate and brainstorming around what the audience finds of 

interest. 

Content Creator – Writing, designing or creating multimedia content. 

Dissemination – Publishing in different forms of media/technology (e.g.: website, social 

media). 

Performance Measuring – A measurement of how many views, likes and shares you 

received. 

Performance Tuning – Finessing strategy based on data to get better results. 

This approach emphasizes a ‘creative circle’, one in which there is an action-reaction loop 

of greatly informed by data and creativity. 
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Figure 3. AI Adoption Worldwide 

This map of the world is a visual representation of who's adopting A.I., with darker 

regions having the highest adoption levels. 

• North America, Europe and some parts of Asia are leading AI adoption because they 

have strong digital infrastructure and heavy investments in R&D. 

• South America and Africa’s emerging economies are seeing increasing but modest AI 

adoption. 

This reflects a worldwide push toward AI transformation, but adoption rates differ 

between regions. 

 

Figure 4. Human–AI Collaboration 

Humanity versus AI in content processes, shown as a doughnut chart: 

• The contribution of the human (40 %) is in terms of creativity, context,and ethical 

decision-making. 

• AI contribution (30%): Automation, analytics and content generation. 

• The infographic illustrates the shared potential of human creativity and AI 

productivity, highlighting co-creation instead of substitution. 
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Figure 5. Human–AI Collaboration 

And here is a Venn diagram that shows where Human Creativity and Machine 

Intelligence overlap. 

• A circle on the left symbolizes human strengths — innovation, empathy and 

originality. 

• The circle on the right is machine capabilities — data processing, scalability and pattern 

recognition. 

• •The center of the intersection is denoted as the zone of “collaborative intelligence”, 

where both dimensions contribute to the generation of data-driven, optimal and 

creative solutions. 

 

Figure 6. AI in Content Evolution 

This diagram below illustrates how AI technologies improve content creation: 

• Natural Language Processing (NLP) – Understanding and generation of human-like 

text. 

• ML (Machine Learning) – Patterns are learned and automated to make 

recommendations all magical-like. 

• Analytics – Gains & applies knowledge of strategy. 



Jurnal Komputer, Informasi dan Teknologi Vol: 2, No 2, 2022 11 of 16 

 

 

https://penerbitadm.pubmedia.id/index.php/KOMITEK 

The circular arrows symbolize the circulation—that is, AI learns from data and improves 

its affective output, resulting in smarter content evolution. 

 

Figure 7. Impact of AI on Engagement 

The graph below is a bar chart which illustrates the impact of AI on user engagement: 

• Productivity Boost (≈60%) – The automation that comes with this software accelerates 

the content creation process. 

• Enhanced Suggestions (≈45%) – AI tailors content to the user’s preference. 

• Improved Interactivity (≈30%) - Chatbots and adaptive UIs drive further engagement. 

• Increased Retention (≈ 20%) – Custom experiences build loyalty and re-visit rates. 

AI is a key enabler for both operational efficiency and audience satisfaction. 

 

Figure 8. AI-Powered Content 
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This pie chart summarizes the functional areas of AI in content generation: 

• Presentation of Content (35%) – Responsive presentation and intelligent designs. 

• Writing and content creation (30%) -- AI-generated writing, visual/animated content 

and video automatically created. 

• Optimization of Content (20%) -- SEO Fine Tuning and Performance optimization. 

• Content Origination (20%) – Idea creation and adaptation for context. 

AI helps in all stages of the content lifecycle visible-- from inception to optimization. 

 

Figure 9. AI content creation inside look (trend graph) 

This line graph shows the progression of AI in content creation (2018–2023). 

• The trend is exponential, but exponentially accelerating since 2020 (i.e., at the time of 

writing), in line with massive interest and investment into generative AI models (e.g., 

GPT and DALL-E Midjourney). 

• Moving toward 2023+ the trend curve points to an acceleration which will not only 

persist but also normalize AI within creative workflows. 

 

Discussion 

Taken together, the above figures collectively portray AI's transformational impact 

on that same digital content creation ecosystem, showing how its footprint spans from 

ideation and production through distribution and performance analytics. Data highlights 

that AI is now seen to be 'very useful' or 'essential' to improve efficiency, personalization 

and creative in digital communications; a pattern in-keeping with large trends observed 

across global content industries as of 2022. 
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Shifts in Digital Content Ecosystems 

As is depicted in Figure 1, the production with respect to digital content types is 

increasingly more varied: articles and videos are the biggest chunks. This is consistent 

with research by Chaffey (2021), that reported identifying textual and visual content as the 

main drivers of online engagement, making it easy to create and supportive of SEO. The 

increase in video-based content correlates with the expansion of short-form media 

platforms such as TikTok and Instagram Reels, where an AI-driven algorithm decides 

what is seen and popularized (Kumar et al., 2022). Smaller in size, audio formats such as 

voice assistants and podcasts have satisfied an increasing need in the era of voice 

recognition and natural language processing (NLP) with enhanced discoverability 

capacity (Ghosh & Rahman, 2021). 

Automating the Process of Content Creation 

In addition, product performance is now a data-based proposition with predictive 

analytics used to optimize targeting and audience engagement (Kaplan & Haenlein, 2020). 

These developments are part of the larger trend toward “data-informed creativity,” in 

which gut-driven decision making is augmented by machine intelligence. 

 

Conclusion 

AI revolution in Content mere Ecosystems and transformation 

Advances in AI such as natural language processing (NLP), machine learning, and 

predictive analytics have transformed the content value chain – from creation to 

optimization. Research suggests that automation results in higher productivity, together 

with personalisation, helping creators to be more responsive to an audience’s changing 

needs while reducing the time needed for production (Dwivedi et al., 2021; Chaffey, 2021). 

That the trend showed in figures proves that companies applying AI-based content 

strategies have gained a huge boost in engagement and operational efficiency, which 

confirms that AI has the potential to change marketing and media communication (Kaplan 

& Haenlein, 2020). 

Human–AI Synergy and Creativity 

In spite of the furious pace of corporate automation, human creativity cannot be 

automated. The Human–AI Collaboration model (Figure 4) illustrates that the most 

creative results do not come from machine control, but rather such results will be achieved 

when humans contribute context and emotion through collaboration, where input offers 

contextual intelligence and computers provide precision and scale (Wilson & Daugherty, 

2018). This ‘augmented creativity’ model propagates a hybrid creative economy where AI 

becomes an ally rather than enemy in the artistic pursuit (Mikalef et al, 2021). As Floridi 

(2020) pointed out, technical design and philosophical reflection are indispensable to keep 

AI on the track of being a servant of human values while not rivaling their expression. 
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Future Research 

Future studies should examine how AI-mediated content ecosystems can be 

rendered more transparent, ethical, and inclusive – a pressing concern given that 

personalization algorithms increasingly determine public attention and cultural 

consumption. Research is required to verify the long-term effects of “data-informed 

creativity” on human creativity, job supply-demand in labour markets, and diversity of 

content. Research into governance and regulatory mechanisms that would safeguard 

against AI-driven content creation processes not meeting human values could also be 

undertaken, for example in relation to algorithmic bias, intellectual property rights or 

audience manipulation. Furthermore, research addressing human–AI collaboration across 

multiple creative industries would be useful to know which tasks actually improve 

creativity and which help diminish the role that humans plays. Lastly, the international 

comparative analysis of global digital markets may deepen our understanding about how 

AI adoption is shaped according to cultural context, infrastructure readiness, and platform 

dynamics around AI in the creative economy. 
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