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Abstract 

In the rapidly evolving landscape of social media platforms, the delivery of personalised 

content has become crucial to engage users and foster meaningful interactions. Artificial 

Intelligence (AI) algorithms offer promising solutions to this challenge by leveraging vast 

amounts of user data to tailor content recommendations to individual preferences. This 

research presents a comprehensive quantitative analysis aimed at evaluating the 

effectiveness of AI algorithms in personalising content for social media users.  

The key findings will provide valuable insights into the effectiveness of various AI 

algorithms in delivering personalised content across different social media contexts. We aim 

to see if AI-driven personalisation significantly enhances user engagement, with tailored 

content receiving higher interaction rates compared to non-personalised content.  

Furthermore, this article study if exists factors that influence the success of AI-based 

personalisation efforts, including user demographics, content characteristics, and platform-

specific features. The analysis highlights the importance of considering these factors when 

designing and implementing AI-driven content personalisation strategies. 

The current state of the scientific literature reveals a growing interest in the use of AI for 

content personalisation in social media. While previous studies have highlighted the 

potential benefits of AI-driven personalisation, there remains a need for empirical evidence 

to quantify its effectiveness and understand its impact on user engagement and satisfaction. 

The research questions from the questionnaire focus on quantifying the impact of 

personalised content on user engagement, content relevance, and user satisfaction. 

Overall, this study contributes to advancing our understanding of the role of AI in content 

personalisation and its impact on user experiences in social media environments. Through 

quantitative analysis, we provide empirical evidence to support the adoption of AI-powered 
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personalisation techniques, ultimately leading to more engaging and satisfying user 

experiences on social media platforms. 

 

Keywords: AI, content, Social Media, consumers, experience. 

 

JEL Classification: M30, M31. 

1. Introduction 

Since artificial intelligence has started to be on everyone’s lips, social media has 

become even more dynamic. Businesses and influencers started to use this for a 

variety of complex factors and reasons (Barnes & Rutter, 2019). Amongst them there 

are other stakeholders like governments, businesses, and NGOs.  

In this research we want to evaluate how relevant the AI algorithms are in 

tailoring custom content for the social media users while discovering their behaviour 

on these platforms and other variables like: how much time they spend now that 

artificial intelligence has been widely implemented all over the internet, the degree 

of transparency of algorithms in the content personalisation process, user perception 

of control over content displayed by algorithms, personal data protection and privacy 

concerns, consistency of content recommendations over time, relevance and 

diversity of suggested content based on the user's past interests and activities, 

algorithms' ability to take into account context and the right time to display 

recommended content, the ability of the user to provide feedback and influence the 

subsequent recommendations of the algorithms, and others. 

According to Saima et al. (2023), the algorithm on Instagram’s platform tends to 

show their users customised content on their own preferences and interests. And 

since Facebook, Instagram, and other platforms merged into Meta, the base 

algorithm is used all over these platforms. The social media application uses multiple 

different factors when it personalises and shows content for a specific user. Some 

examples are: timeliness, relationship, and engagement (Saima et al., 2023). So, 

whenever someone engages with a post, they are channelling the powerful AI 

algorithm within the platform. That post has some specific hashtags, colours, images, 

elements, people who interacted with and other things which are then showed to the 

algorithm so that after Instagram could recommend you content similar to that. But 

there is also a downside for businesses who want to use the platform to the best: the 

algorithm is always updating, and it is the secret of the Meta, so there is limited 

information around its efficiency in marketing (Saima et al., 2023). Furthermore, 

there are also ways to cheat the algorithm into thinking something different and 

recommend you something wrong. 

Now, regarding certain AI platforms used to create AI content, there are other 

specific advantages and disadvantages. We have ChatGPT which can create texts, 

realistic images, and also videos once OpenAI will release Sora application. If they 

are used in combination with ElevenLabs who can generate new voices based on the 

input of a text, some social media users can create a new kind of AI-generated 

content. The advantages consist of more efficient ways to create content, but there 
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comes a big loophole of disadvantages like: misinformation (Mohamed et al., 2024), 

“filter bubbles” where AI algorithms reduce and limit the exposure for users to some 

content (Chen & Zhang, 2022), fake news, and others. 

To conclude, this research will offer valuable information of how AI algorithms 

can tailor the content on social media to user interests and also what are the pitfalls 

of using it on a daily basis. Algorithmic transparency and ethical strategies can be 

used to mitigate the bias from the AI algorithms in the social media platforms  

(Das & Gupta, 2023). 

2. Problem Statement 

This study will not only be useful for businesses, but also consumers and social 

media users can take advantage of the information we obtain through this research. 

The relevance of AI algorithms in personalised content is yet to be one of the main 

factors that will keep users engaged with content on social media platforms. If we 

look at the US residents and their support towards the use of artificial intelligence 

for personalised recommendations (Navarro, 2024) we notice that only Boomers do 

not necessarily agree to this. Only 35% of boomers want AI for personalised content, 

while 55% of Gen Z, 67% of Millennials, and 54% of Gen X agree to custom content 

from brands with the help of AI, as it is shown in Figure 1. 

 

Figure 1. Consumer support for brands using artificial intelligence (AI)  

to offer personalised recommendations in the United States as of March 2024, 

by generation 

 
Source: https://www.statista.com/statistics/1463198/consumer-support-brands-ai-

personalized-recommendations-generation-united-states/. 

 

 

https://www.statista.com/statistics/1463198/consumer-support-brands-ai-personalized-recommendations-generation-united-states/
https://www.statista.com/statistics/1463198/consumer-support-brands-ai-personalized-recommendations-generation-united-states/


Proceedings of the 7th International Conference on Economics and Social Sciences (2024), ISSN 2704-6524, pp. 994-1003 

997 

Of use, according to Imran et al. (2020), people tend to use social media even 

more in case of a disaster and emergencies. That’s when AI comes in handy, because 

it can process, analyse and offer a lot of information in a short period of time. Some 

of the challenges it faces can be the summarisation and the verification of the visual 

and textual content. And in those times, the classic approaches, to understand the 

macro elements and to create a big picture, are consuming a lot of time and a lot of 

work (Imran et al., 2020). As an example, Wang et al. (2020) discovered that AI 

algorithms for filtration and processing of information on social media can be an 

efficient way to track and follow the flooding phase and the transitions of the flood 

for locating and helping incidents of emergency. Using a natural language processing 

model, they were able to recognise incidents from a few tweets on the social media 

application Twitter, now called X. Moreover, Ofli et al. (2020) saw that using data 

from past disasters can be of help to update new other models and different learning 

techniques based on online activities to adapt and learn so the existing models can 

predict more accurately. 

Using a convolutional neural network (CNN) Inception V3, Barnes and Rutter 

(2019) analysed different products on social media posts from 226,801 pictures from 

top 75 social media influencers over a period of 1 year. What did they discover? 

Through the power of Big Data and AI algorithms, they managed to see what kind 

of influencers perform the best while comparing the efficiency of engagement from 

one product with the type of the influencer who promotes that category of product. 

The general influencers performed the best overall. But influencers who focused on 

travel content had a better engagement regardless of the product type and influencers 

who focused on a specific niche, industry or theme gained better engagement for 

specific types of products. 

This is an example where businesses can use artificial intelligence and big data 

to filter and choose the best influencers for promoting different products to make 

sure they get the best return on investment. AI will make sure how a specific product 

will fit for an influencer and what kind of engagement it will generate. Moreover, 

influencers can use this technology to gather information for optimising their 

personal content. They can see what kind of products they like and want to promote 

and change their posts accordingly so that they can gain different sponsorships and 

also raise their revenue and increase or decrease their audience. But some might ask 

why would someone decrease the audience? In some cases, it might be more useful 

if they have a smaller audience which engages more with the posts.  

Also big data and certain AI and machine learning algorithms can have an impact 

on analytics on LinkedIn. Soliman et al. (2019) could predict a job transition with 

67% accuracy after they looked at the top 10 predictions on the social media 

platform. Moreover, the position at the beginning of the career did not contribute as 

much for the prediction of the end of a career (Soliman et al., 2019), after the research 

analysed over 9,5 million public profiles from the social media platform LinkedIn.  
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Figure 2. Concerns of AI tools replacing jobs per respondents  

in the United States 2023 

 
Source: https://www.statista.com/statistics/1449228/ 

concerns-ai-tools-replace-jobs-united-states/. 

 

When questioned “How concerned are you, if at all, about the following related 

to AI offerings like chatbots, image generators, and facial recognition tools?” the 

younger generations manifested concerns regarding this subject. Over 50% of Gen 

X, Millennials and Gen Z think AI will replace their job. 

In conclusion, there is evidence that people find that AI is relevant to 

customisation of content in social media and also in real life situations like jobs, 

disasters, and others, but they require further research, something that we will do in 

this study. Chen and Zhang (2022), Das and Gupta (2023), Lee et al. (2024), and 

Wang et al. (2024) explore the importance of ongoing research in this field as long 

as AI development continues.  

3. Research Questions / Aims of the Research 

The aim of the research entitled “A Data-Driven Approach: Assessing the 

Effectiveness of AI Algorithms in Tailoring Personalised Content for Social Media 

Users” is to explore and understand the efficiency and impact of artificial 

intelligence (AI) algorithms in customising content for users on social media 

platforms and also their satisfactions. 

The main objective of the research is to thoroughly evaluate the effectiveness of 

artificial intelligence (AI) algorithms in tailoring personalised content for social 

media users. This involves a comprehensive examination of how AI-driven 

algorithms analyse user data and behaviour to customise the content displayed on 

social media platforms. 
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Along with the main objective, we highlighted a few secondary objectives: 

1. Assessing how much users of Social Media are aware of the use of AI for the 

personalised content  

2. Seeks to understand the impact of personalised content recommendations on  

the overall user experience, including user satisfaction, engagement levels, and 

perceived relevance of the content. 

3. Examine the influence of personalised content on user satisfaction 

4. Discover what ethical considerations finds consumers surrounding data privacy 

and transparency 

4. Research Methods 

The research seeks to investigate the impact of such new technologies used  

in social media on consumer behaviour, including their attitudes, perceptions, and 

actions towards them.  

We carried out exploratory research in the first part of the study, which helped  

to establish a general framework for the problem investigated using primary data 

sources. After that, we prepared a quantitative research by using the survey method: 

a questionnaire with a total number of 19 questions was created, which was 

administered through the Google Forms platform to a number of 207 respondents 

between 1 May and 11 of May 2024. 

5. Findings 

The analysis of the data reveals that more than 90% of our respondents use social 

media daily, which means that the results of the survey will be valid and very 

meaningful for our research. For one of the key questions in this survey “how 

acquainted are you with the use of artificial intelligence algorithms to personalise 

content on social media platforms?”, it was surprising to find out that more than 70% 

of the respondents stated that they are aware of the use of AI. 

In consideration of the findings, the most significant for respondents when it 

comes to the difference perceived in “the content displayed based on your previous 

interactions on social media platforms” compared to what is currently happening 

on social media networks, more than 50% of the respondents said that they see an 

important difference.  

Referring now to objective no. 4, one of the most discussed aspects when it 

comes to artificial intelligence, namely data collection, privacy and transparency, 

we also asked the respondents what their opinion is "Are you comfortable with 

collecting your personal data to personalise content on social media platforms?" 

and surprisingly or not, almost 60% of them feel comfortable with data collection 

if it is collected for the mentioned purpose. 
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Figure 3. Privacy  

 

Source: author’s own research. 

However, over 60% of social media consumers want personalisation algorithms 

to be more transparent: 

 

Figure 4. Transparency  

 

 

 

 

 

 

 

 

 

 

Source: author’s own research. 

Lastly, 107 respondents out of 207 admitted that they are “very willing” to engage 

more with the content displayed based on AI on social media rather than with  

the content displayed organically. This means that at least at this point in time  

when we carry out this research, consumers of social media understood that AI is 

transforming social media, making it more personalised, efficient, and engaging.  

AI algorithms can analyse user behaviour and preferences to deliver tailored  

content and recommendations which will become more and more attractive  

to consumers. 
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Figure 5. AI vs Organic content  

 
Source: author’s own research. 

6. Conclusions 

The review of relevant literature and the undertaken research highlighted  

the positive impact of artificial intelligence on consumer experience on social  

media, considering as well the various ethical challenges associated with its use. 

Ethical practices, such as data protection and transparency, play a crucial role in 

ensuring an effective and fair use of any kind of new technologies used on social 

media. Future research should focus on developing and applying strong ethical 

guidelines to address these challenges and augment more the benefits of using 

personalised content on social media. However, even if the objectives of the study 

were attained, it is crucial to take into account the limitation of this research,  

more exactly of the limited number respondents of only 207, so it was not 

satisfactory for statistical measurements. For this reason, the research in order to 

ensure the accuracy of the study the interview should be further extended  

to more respondents and also focusing on qualitative research with an interview 

among social media and marketing experts. 
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